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The Adopt-A-Beach Brand
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Brand Background

Established in 1986 by the Texas General Land Office, Adopt-A-Beach is an all-volunteer
state effort dedicated to preserving and protecting Texas beaches. The program's
success is due to the generous efforts of dedicated volunteer county coordinators,
GEORGE P. BUSH, COMMISSIONER coastal community leaders, sponsors and citizens. Strong support from the private
sector helps carry the brand’s message to Texan citizens all across the state.
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Brand Mission

- Educate citizens about the source of debris in Texas beaches

- Raise public awareness and call volunteers to action

« Call volunteers to action and assist their efforts
TEXAS GENERAL LAND OFFICE

« Generate public support for state, national and international action to clean

A

Direction

«» George P. Bush, Chariman: Adopt-A-Beach

« Texas General Land Office: Office of Communications

GEORGE P. BUSH, COMMISSIONER



Brand Personality

A

Conscious

- Transparent layouts
- Organic elements

- Subtle combinations

A
Optimistic
- Vibrant hues

« Crisp edges

« Solid contrasts

A

Adaptable

« Intuitive design
- Simplistic aesthetic

« User-oriented presentation



Signature Palette

D

Primary Colors

- Dominant in layout compositions

« Used in contrasts with wordmark logo

BULL SHARK NAVY BARRACUDA BLUE
RGB: 0:40:86 RGB: 0:112:218

Secondary Colors

- Used for accents and supplementary design elements

STRIPED BASS STEEL YELLOWTAIL DAFFODIL
RGB: 165:199:255 RGB: 255:227:137



Proxima Nova
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Typography

The Proxima Nova Family

« A modern Sans Serif font that brings elegance and simplicity to the brand’s identity
- Versatility allows for convenient matching with different combinations and fonts
- Wide array of variations: ranging from Narrow to Wide

« Available through Adobe Typekit by Font Bureau
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The Wave Accent

« A subtle accent divider for typographic elements
- Used to contrast titles and subtitles with paragraphs

« Available in four different weights

Aa Aa Aa Aa



Illustrations
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General Guidelines

« Must present clean and sharp edges

« Must present crisp contrast between art and background
« May present an organic and (or) modern aesthetic

- Colored illustrations should use vibrant tones

« Circular bodies are highly encouraged

- Grainy/sand texture overlays are highly encouraged

**Refer to adaptations at the end of document for reference




Web Iconography
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General Guidelines

« 2-point stroke icons

« Convinient SVG rendering for web and social media

« Clear readability as main priority

» May only be contrasted with solid backgrounds

« Stroke should be white when contrasted with primary colors

« Stroke should be Bullshark blue when contrasted with secondary colors
- Edges and curves must be rounded

« Curvilinear forms are highly encouraged

- Placement on circular bodies is highly encouraged
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Brand Pressence

A

Conscious

As a conscious brand, Adopt-A-Beach should have a responsive concern for the audience’s
needs at all times. The brand pressence should honor the signature identity while remaining
consistent with current social trends and happenings. Campaign initiatives must always strive
to live outside the box and stand out in all forms of communication and public relations.

A

Optimistic

As an optimstic brand, Adopt-A-Beach’s pressence should seek to earn the loyalty of its
audience, especially those who volunteer and make the initiative a success. A sense of

enthusiasm should remain persistent before, during and after each campaign and event. The
brand must always present itself with open arms to its prospective and active contributers.

A

Adaptable

A versatile brand personality is crucial for any non-profit organization, and Adopt-A-Beach’s
brand must always be prepared for any unforseen circumstance. Transparency and attention
to detail are key elements to the brand’s pressence: online and physical. The brand should
strive make volunteers and active contributers feel empowered and capacitated to achieve
their endeavors prior to each campaign.



Brand Voice

2:13 PM b R

texasadoptabeach @ - CO nSCiOUS

371 14.4K 272 - Educational content

posts followers following . .
« Thought-provoking visuals

« Motivational calls to action

Texas Adopt-A-Beach

Government Organization

See you at the beach!

texasadoptabeach.com ~AA

06 ©

Optimistic
Learn Volunteer Events Sights - Foments audience with pride

o - Builds loyal heritage
Directions

« Enthusiastic future outlook

A

Adaptable

- Bold messages
« Minimalistic visuals

- Design-oriented graphics




THE TOP 10 TRASH

ITEMS CLEANED UP ON TEXAS BEACHES

35,417 plastic bottle caps
22,788 cigarette butts

7,955 food packagings

»
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@ . 6,654 plastic bottles
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4,147 beverage cans l
SR —

o

6,606 straws & stirrers
e R

4,070 plastic
3,239 gracery bags

3,214 plastic lids

“A

(‘i 9 FOR MORE INFORMATION OR TO VOLUNTEER:
3 H 1-877-TXCOAST - TEXASADOPTABEACH.ORG

THE OCEAN

OUTLIVED BY TRASH

In up to 14 months

-
A ball of cotton yarn could outlive an Atlantic White Shrimp.

In up to 3 years
o
A piece of plywood could outlive an Octopus.

In up to 20 years Triams

A plastic bag could outlive 2 generations of Clownfish.

In up to 50 years N s

A styrofoam cup could outlive a Sea Turtle.

In up to 200 years

An aluminum can could outlive 4 generations of Humpback Whales.

In up to 400 years

A plastic six-pack ring could outlive 5 generations of Great White Sharks.

In up to 450 years

A plastic bottle could cutlive 5 generations of Killer Whales.

Assingle glass bottle b s e

Could outlive you and all future generations on earth.

FOR MORE INFORMATION OR TO VOLUNTEER: <
1-877-TXCOAST - TEXASADOPTABEACH.ORG V




How can your organlzatlon help? Partlcmatlng in a Cleanup

ith Adopt-AeBoach
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SEPTEMBER

ADOPT-A-REAGH EKKS GENERAL L GFFICE TERASADOPTABEACH.ORG ADOBT-A-sEACH LCRAL LAND OFF1CE TEXASADOPTABEACH.ORG
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Thank you, First Lastname.
1700 Congress Ave.
s, TX76701
o AM

GEORGE P. BUSH, COMMISSIGNER

SEE YOU

at the

BEACH




Logotype Usage Worksheet
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Center logo to square plane and allow
a 1:5 space on each vertical side.
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The logo should be contrasted with a
solid background to allow readability.
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The logo should only be contrasted with
brand colors when placed on a shape.
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Black contrasts are only permitted in
B&W print and video compositions.

Center logo to square plane and allow
a 1:4 space on each horizontal side.
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Fill logo with primary colors only.
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Fill logo with primary colors only.
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Fill logo with black for B&W prints only.

Do not fill logo with secondary colors.
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Do not remove elements from the logo.

Do not emboss or use 3-D effects with
the logo on still compositions.

Do not alter the orientation of the logo.
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Better beaches since 1986.

Do not add elements to the logo.
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Do not distort the dimensions of the
logo due to improper scaling.
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Do not fill logo with gradients.

Do not outline logo.

Do not place logo on a distracting
background or distort readability.
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Adopt-A-Beach is a brand by the Texas General Land Office,

directed by George P. Bush, Commissioner

1700 Congress Ave. - Austin, TX 78701 Updated June, 2020 under the direction of
texasadoptabeach.org Karina Erickson, Communications Director
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