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BRIDLINGTON BAY

INTRODUCTION
The Brand Guidelines help make our branded
communications effective and consistent.
They explain the various elements that make up our
identity – what they are, how they fit together, and
why it is vital that we use them in the right way.
If we don’t follow the rules, we confuse our audiences
and devalue the Bridlington Bay brand.
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BRIDLINGTON BAY

THE BRAND
STORY
Bridlington Bay has been an important fishing
community for generations and has become the
largest lobster port in Europe, but Bridlington Bay
Lobster has been one of Britain’s best kept secrets –
until now.
Using a simple lobster pot, a boat and their unrivalled
knowledge of the local seas, Bridlington Bay
fishermen bring this healthy, natural and delicious
food to the plates of Britain – and the world.
Innovative thinking and an entrepreneurial approach
have led the Bridlington Bay Lobster community to
reinvent the lobster preparation process. The result?
Delicious, healthy and fresh lobster, available to all.
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BRIDLINGTON BAY

BRAND
STATEMENT
Bridlington Bay lobster is native to
the Yorkshire coast, pot-caught using
traditional methods, harvested responsibly
and can now be enjoyed by food lovers
everywhere. From fine dining to everyday
eating, Bridlington Bay Lobster is the new
way to enjoy this traditional British dish.
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BRIDLINGTON BAY

BRAND
POSITION
Bridlington Bay puts
British lobster on the
table by making it
available, accessible
and easy to enjoy.
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BRIDLINGTON BAY

BRAND
VOICE
Bridlington Bay lobster
is trustworthy, helpful
and knowledgeable.

Trustworthy
It is caught and prepared by people we know. It is fished
from a clearly defined area. The fishermen follow strict
guidelines to protect the future of the industry.

Helpful
From innovative processing techniques to sharing
preparation tips and recipe ideas, we’re here to help
more people put lobster on their plate.

Knowledgeable
The Bridlington Bay lobster industry is built on local
knowledge, accumulated over generations. We know
our area, our seas and our products and want to share
that knowledge with our customers.
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BRIDLINGTON BAY

TONE
OF VOICE
TRAIT

DESCRIPTION

DO

DON’T

Unpretentious

Bridlington Bay celebrates seafood, but
doesn’t put it on a pedestal.
We write in a straightforward style

Use everyday language

Be flippant

Talk about lobster as a food/
ingredient, not as a luxury item

Be parochial

We have expertise in everything about
our product and industry and want to
share that knowledge

Talk authoritatively about the product,
the industry and the area

Be patronising or talk down
to people

Use real people to illustrate the point

Overshare – think how much
information the customer wants

We want to help people to enjoy our
lobster and will give whatever help is
needed to make that happen

Write in an accessible and
understanding way

Be dismissive of their challenges

The Bridlington Bay lobster industry is
made up of real individuals, it is not a
faceless corporation

Use real people in the marketing

Be cliquey or elitist

Use ‘we’ and ‘us’

Be overly friendly

Knowledgeable

Helpful

Approachable

Use jargon – unless it is essential

Write with a full understanding
of the customers’ challenges

Write in an informal style

9

BRIDLINGTON BAY

TARGET
AUDIENCE
Our customer cares about their food. They are
interested in where and how it is produced, they enjoy
the history and heritage behind certain foods and they
love discovering new products, ingredients and recipes.
They buy their food from all the usual places –
supermarkets, local independents, farm shops and
from online specialists (especially when they need a
specific ingredient). But wherever they are shopping
they look for three key attributes;

Freshness

Produced in
Britain

Sustainable &
responsible
production
methods

They are prepared to spend more on food when the
quality is higher or it is a speciality, but they want
reassurance that it is worth the extra cost.
Cooking gives them enjoyment and they are
competent and confident in the kitchen, preparing
most of their meals from scratch – although a
takeaway or meal out is an occasional treat.
When they do eat out, they tend to splash out.
Social media is widely used and they follow food
brands for practical information such as recipes
and cooking tips.
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BRIDLINGTON BAY

CORE
ELEMENTS
The new visual identity has been designed to reflect
who we are as a brand and what we do, as well as to
help us stand out in a highly competitive market.

By following these guidelines, you can help
ensure that our customers will have a positive
and uniform experience of our brand.

The Bridlington Bay emblem, wordmark, colours,
typography, imagery and graphics have a big
impact on the way our brand is perceived. It is a
tool for representing our values and for effectively
communicating to our target audience.

On the following pages, we will present the
most important design elements so that you
can continue building our brand and identity.

BRIDLINGTON BAY

CORE ELEMENTS

THE EMBLEM:
OUR PRIMARY ELEMENT

The Bridington Bay emblem is our primary brand element. It
consists of two components in a fixed relationship to one another
— the Bridlington Bay roundel and the product identifier to create
a product specific emblem.

The example shown here is known as the Bridlington Bay
lobster emblem.

PRIMARY ELEMENT

Brand
claim

Product Identifier

Product
name

Product
icon

Bridlington Bay lobster emblem

Bridlington Bay roundel

Please do not attempt to create
art for any Bridlington Bay
emblem for any application.
Use the files provided with
this manual.
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BRIDLINGTON BAY

CORE ELEMENTS

THE EMBLEM:
CLEAR SPACE

There must always be sufficient space surrounding the Bridlington
Bay emblem to avoid competition with other elements and to
maintain its visual impact. The recommended clear space is relative
to the logo size, and is 25% of the width of the emblem (A). Try
to allow at least this amount of clear space to help give the badge
clarity. The Bridlington Bay emblem should never be used as part
of another logo/symbol.

Recommended clear space
Minimum clear space
A

B
Width of (A) is equal
to 25% of the overall
emblem size

Please note that the legibility
and visibility of the logo takes
precedence over clear space.
Use common sense to find the
right balance.
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Sometimes, the recommended amount of clear space will not be
possible to achieve. In these situations, strive for a minimum which
is half the recommended clear space (B). Show special care when
the emblem is placed next to other logos. The distance should be
the minimum ‘recommended clear space’, and it should always be
clear that the logos represent different companies.

BRIDLINGTON BAY
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CORE ELEMENTS

THE EMBLEM:
VERSIONS

These are the official versions of the Bridlington Bay
lobster emblem. No other arrangement or colour is allowed.

Premium silver is a special design available for partnerships
with premium businesses (see following page for examples).

The mono versions are specifically designed for single colour
application on objects or surfaces other than paper.

You are free to choose the version that works best for your
specific project.

The logo files are available in
EPS format, compatible with
Adobe Illustrator CC for both
print (CMYK) and screen (RGB).

Bridlington Bay lobster emblem
on white

Bridlington Bay lobster emblem
on Bay Stone

Bridlington Bay lobster emblem
on Bay Red

Bridlington Bay lobster emblem
Premium Silver

Bridlington Bay lobster emblem
mono positive on Bay Sepia

Bridlington Bay lobster emblem
mono negative on Bay Red

Bridlington Bay lobster emblem
mono negative on Bay Stone

Bridlington Bay lobster emblem
mono positive on white
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BRIDLINGTON BAY

CORE ELEMENTS

THE EMBLEM:
MISUSE

Inconsistent use of a Bridlington Bay emblem detracts from our
brand recognition. You must never distort or modify the core
elements in any way.
For example:

1 Do not change the colour

1

2

3

4

WE SELL

2.	Do not fill the logo with an
image, pattern or gradient
3.	Do not squeeze, stretch,
or in other ways distort
the logo
4.	Do not place elements in
the logo clear space.
5.	Do not use a drop shadow
or any other effect
6. Do not add anything
7. Do not angle the logo
8.	Do not change, enlarge
or modify any element
of the logo
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6

7

8

BRIDLINGTON BAY
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CORE ELEMENTS

THE EMBLEM:
MINIMUM SIZE

To ensure clean and legible lettering, there are two versions of a
Bridlington Bay emblem.

The emblem must not be smaller than 15mm wide.

Where the emblem is more than 30mm in width use the master
version. Where the emblem is between 15mm-30mm use the
smaller version with brand claim text removed.

SMALL VERSION
without product identifier text

MASTER VERSION
with product identifier text

15mm

The minimum width is 15mm.

Width: 15mm
Minimum size

Width: 15mm – 25mm

Width: 30mm +

BRIDLINGTON BAY

THE TAGLINE:
OUR SECONDARY ELEMENT

The wordmark can only be used
as part of the combination logo or
where the Bridlington Bay roundle
is also used on any piece
of collateral.
For more information see the
registered trademark ® page.

CORE ELEMENTS

16

The FRESH FROM THE BAY tagline is known as a wordmark. It is
our secondary brand element and is used to enhance our brand
values and compliment the product identifier within the emblem.

The FRESH FROM THE BAY wordmark should never be used as
part of another logo/symbol and must only be used on collateral
that also includes a Bridlington Bay emblem.

Our wordmark sums up the premise of our brand and reinforces
who we are and what we stand for; catching and supplying fresh
seafood that originates from the Bridlington Bay area.

The wordmark can also be used as a main message, headline,
in text or part of the combination logo.

SECONDARY ELEMENT

BRIDLINGTON BAY

CORE ELEMENTS

THE TAGLINE:
CLEAR SPACE

There must always be sufficient space surrounding the FRESH FROM
THE BAY wordmark to maintain its visual impact. The recommended
clear space is relative to the wordmark, and determined using the
height of the ‘O’ from the wordmark as shown (A).

Recommended clear space

Minimum clear space
A

B

Width of (A) is equal
to 25% of the overall
badge size

Please note that the legibility
and visibility of the logo takes
precedence over clear space.
Use common sense to find the
right balance.
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Sometimes, the recommended amount of clear space will not be
possible to achieve. In these situations, strive for a minimum which
is half the recommended clear space (B).

BRIDLINGTON BAY
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CORE ELEMENTS

COLOUR OPTIONS

These are the official colour combinations for the FRESH FROM
THE BAY® wordmark and background. No other combination or
colour is allowed.

You are free to choose the version that works best for your
specific project.

The logo files are available in
EPS format, compatible with
Adobe Illustrator CC for both
print (CMYK) and screen (RGB).

Bay Red on white

Bay Sepia on Bay Stone

White on Bay Red

Bay Stone on white

Bay Stone on Bay Sepia

Black on white

White on black

Over photography where a high
contrast can be maintained

BRIDLINGTON BAY

COMBINATION LOGO

CORE ELEMENTS

The FRESH FROM THE BAY wordmark is our tagline and can appear
with the Bridlington Bay emblem to create a combination logo.
On communication material with more than one page, such as
brochures, a combination logo should only be used on the last
page and never on the cover.

If the tagline is used as a
headline it should not be used
within a combination logo on
the same page.

On single-page material, such as banners, posters and ads, the
combination logo should be used as a sign-off at the bottom of
the page.
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BRIDLINGTON BAY

COMBINATION LOGO:
CONSTRUCTION

A

B
Width of (A) is equal
to 25% of the overall
emblem size

The logo files are available in EPS
format, compatible with Adobe
Illustrator CS6 or newer for both
print (CMYK) and screen (RGB).

CORE ELEMENTS

There must always be sufficient space surrounding the Bridlington
Bay combination logo to avoid competition with other elements
and to maintain its visual impact. Using the same clear space rules,
the recommended clear space is relative to the badge size, and is
25% of the width of the emblem (A).
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Try to allow at least this amount of clear space — it will help
give the lock-up clarity. However, please note that the legibility
and visibility of the logo takes precedence over clear space. Use
common sense to find the right balance. Show special care when
the logo is placed next to other logos. The distance should be
minimum ‘recommended clear space’, and it should always be clear
that the logos represent different companies.
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BRIDLINGTON BAY

LOBSTER
BRIDLINGTON BAY

ROLL

Delicate lobster tossed in a butter sauce 
served on a light brioche bun.

LOVE LOBSTER? SO DO WE.
WE ONLY USE Bridlington Bay LOBSTER...
Lorem ipsum dolor sit amet, consectetur adipiscing
elit, sed do eiusmod tempor incididunt ut labore.
LOVELOBSTER.CO.UK

Wordmark used as part of the
combination logo

IN TR
SI Y
D
E

Together, the Bridlington Bay roundle and wordmark are a
registered trademark. The wordmark contains the registered
tradmark symbol ‘®’ and must only be used with or alongside
the Bridlington Bay roundle on any collateral.

Whilst it’s recommended that both the Bridlington Bay roundle and
wordmark must appear on any collateral, there may be scenarios
where this is not possible and in which case the roundle can be
used independently.

LOBSTER

LOBSTER

Delicate lobster tossed in a butter sauce 
served on a light brioche bun.

Delicate lobster tossed in a butter sauce 
served on a light brioche bun.

BRIDLINGTON BAY

ROLL

LOVE LOBSTER? SO DO WE.
WE ONLY USE Bridlington Bay LOBSTER...
Lorem ipsum dolor sit amet, consectetur adipiscing
elit, sed do eiusmod tempor incididunt ut labore.

BRIDLINGTON BAY

ROLL

LOVE LOBSTER?
SO DO WE.
LOVELOBSTER.CO.UK

WE ONLY USE Bridlington Bay
LOBSTER... Lorem ipsum dolor sit
amet, consectetur adipiscing elit,
sed do eiusmod tempor incididunt
ut labore.

LOVELOBSTER.CO.UK

Wordmark used on the same page
as the Bridlington Bay roundle

IN TR
SI Y
D
E

®

IN TR
SI Y
D
E

REGISTERED TRADEMARK

LOBSTER
BRIDLINGTON BAY

ROLL

Delicate lobster tossed in a butter sauce 
served on a light brioche bun.

LOVE LOBSTER? SO DO WE.
WE ONLY USE Bridlington Bay LOBSTER...
Lorem ipsum dolor sit amet, consectetur adipiscing
elit, sed do eiusmod tempor incididunt ut labore.
LOVELOBSTER.CO.UK

Bridlington Bay roundle only

Wordmark only. NOT ALLOWED.

BRIDLINGTON BAY

PARTNERSHIPS

The premium version has been
used for this partnership lockup to compliment the high-end
and contemporary design of
the partner logo.

CORE ELEMENTS

Aligning partnership logos should follow clear space rules.
The separating line between logos can be created using the
vertical line from the combination logo as shown.
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BRIDLINGTON BAY

CORE ELEMENTS

SOCIAL ICONS

Where icons are circular, please
use the preferred option.
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Social media and app icons are individually designed based on
specifications. They are an exception to the clear space guidelines
and are sized optically to best fit each shape.

PREFERRED OPTION

ALTERNATIVE OPTIONS

BRIDLINGTON BAY
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CORE ELEMENTS

BRAND COLOURS

Colour is a key factor in ensuring rapid recognition of our
brand, and it is therefore important that our brand colours
are reproduced accurately. We have defined our colours with
specific values for both print and screen. Always make sure
you adhere to these specifications for all applications.

BAY
STONE

BAY
SEPIA

Our palette consists of five colours, including black and white.
Either Bay Stone, Bay Sepia or Bay Red can be used as the primary
colour depending on the application. For example, Bay Red is more
appropriate for the consumer, Bay Sepia for business, and Bay
Stone for wayfinding and informative pieces. Where one colour
takes the lead, the others should be used as accent colours to
compliment the design.

BAY
RED

BLACK

Print
CMYK

C0 M0 Y0 K100

Screen
RGB

R0 G0 B0

HEX

#000000

WHITE

Print

Print
Pantone
CMYK

447 C
C68 M58 Y55 K63

Pantone
CMYK

Print
Warm Grey 2
C15 M15 Y25 K0

Screen

Screen

Pantone
CMYK

200 C
C15 M100 Y90 K10

Print
CMYK

C0 M0 Y0 K0

Screen

Screen

RGB

R55 G55 B55

RGB

R223 G213 B195

RGB

R189 G22 B34

RGB

R255 G255 B255

HEX

# 373737

HEX

# DFD5C3

HEX

# BD1622

HEX

#FFFFFF

BRIDLINGTON BAY

CORE ELEMENTS

TYPOGRAPHY

Our two primary typefaces are Anton and Lato. Both should be
used in all communication across both print and digital.

Lato has a serious, yet warm character form that compliments
Anton, working perfectly for both headlines, subheads, titles
and body copy.

Anton has been chosen to convey tradition and heritage and as
such, has a bold character and should be used sparingly. This font
is used for the product name in the emblem, our tagline and
headlines only – always in CAPS.

Both fonts are available for
print and digital and can be
downloaded from Google Fonts
or activated in Adobe CC.

ANTON

ABC123#£@

Lato

Heavy

ABCabc123#£@
ABCabc123#£@
ABCabc123#£@
ABCabc123#£@
ABCabc123#£@
ABCabc123#£@
ABCabc123#£@
ABCabc123#£@
ABCabc123#£@
ABCabc123#£@
ABCabc123#£@

Heavy Italic

ABCabc123#£@

Light
Light Italic
Regular
Italic
Medium
Medium
Semibold
Semibold Italic
Bold
Bold Italic
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BRIDLINGTON BAY
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CORE ELEMENTS

TYPOGRAPHY:
HIERARCHY

It is important to maintain these type pairings. This allows for
clarity, consistency, and a strong hierarchy for all communications.
Lato light should be used for headings and paired with Lato Regular
for body copy. Lato Bold should be used for call to actions.

It is important to organise typography in a hierarchical system
according to relative importance or inclusiveness through scale
and function depending on communication.

A. Lato Light
B.	Lato Regular
C.	Lato Bold
D.	Anton

This headline
is two lines long
This subhead is 1/3 the point size
of the headline and set in regular

CALL TO ACTION

B

C

CALL TO ACTION

C

A

C

THIS HEADLINE
IS ONLY IN CAPS
D

This subhead is 1/3 the point size of the
headline and set in regular

THIS HEADLINE
IS ONLY IN CAPS
This subhead is 1/3 the point size
of the headline and set in regular

SMALLER SUB HEAD SET IN LATO

B

D

Acimil es adit, sam, alignimus ditions
ecepta doluptur?
De optam que porios si odi beatece
periamus endus pliquatis aute
voluptam eatio. Ernati offictatiis
nitibusdae none et, nonecep udictem
quaeped ent, unt repero int a et
volupta sperorem fuga. Ugitem

CALL TO ACTION

C

B

lacTemo ilitae nullaut laborer chitior
iossequiae ni blatius mossin nonem aut
pratur apidess incipis aut magniene
conserc hitam, adicia vent et platur re,
si is ullam ulparum volorum quaecto
elluptas ventRepelicieni qui duntia
doluptas isquist, volor audae. Doloriate
modicatis dolutatqui officid erere, nes
acepel eaquatum fuga. Itat volum
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BRIDLINGTON BAY

MARKETING
COLLATERAL
This section shows how the brand elements
are brought together in marketing material.
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BRIDLINGTON BAY

POSTERS
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COLLATERAL

Using the clear space guidelines
we can determine what a suitable
margin width is and build a grid
accordingly.

IN TR
SI Y
D
E

The templates contain layout variations for both bleed
and non-bleed output to accommodate different printing
scenarios.

GOES HERE
POSTER TITLE

IN TR
SI Y
D
E

Lorem ipsum dolor sit amet, consectetur adipiscing
sed do eiusmod tempor incididunt

LOBSTER
BRIDLINGTON BAY

ROLL

Delicate lobster tossed in a butter sauce 
served on a light brioche bun.

SUBHEADING GOES HERE
Lorem ipsum dolor sit amet, consectetur adipiscing
elit, sed do eiusmod tempor incididunt ut labore et
dolore magna aliqua.
CALL TO ACTION
LOVE LOBSTER? SO DO WE.
WE ONLY USE Bridlington Bay LOBSTER...
Lorem ipsum dolor sit amet, consectetur adipiscing
elit, sed do eiusmod tempor incididunt ut labore.
LOVELOBSTER.CO.UK

BRIDLINGTON BAY

WEB &
SOCIAL
This section shows how the brand elements are
brought together in online marketing material.

29
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BRIDLINGTON BAY

DIGITAL

SOCIAL MEDIA

Examples of the Bridlington Bay Lobster social media presence.

BRIDLINGTON BAY

SOCIAL MEDIA:
POSTS

31

DIGITAL

Anything other than external links and content, meaning anything
we produce ourselves for publication on social media, must be in
accordance with our visual identity guidelines.

Bridlington Bay Lobster

The examples show Facebook posts where brand colours and
typography have been used.

Bridlington Bay Lobster

Bridlington Bay Lobster

Lorem ipsum dolor sit amet, consectetur adipiscing

Lorem ipsum dolor sit amet, consectetur adipiscing

Lorem ipsum dolor sit amet, consectetur adipiscing

elit, sed do eiusmod tempor incididunt ut labore

elit, sed do eiusmod tempor incididunt ut labore

elit, sed do eiusmod tempor incididunt ut labore

Lorem ipsum
dolor sit amet
Lorem ipsum dolor sit amet,
consectetur adipiscing elit, sed
do eiusmod tempor incididunt ut
labore et dolore magna aliqua.

LOBSTER
BRIDLINGTON BAY

ROLL

BRIDLINGTON BAY

SOCIAL MEDIA:
COVER IMAGES

DIGITAL

Many social platforms support header/banner images.
When choosing these images, please ensure they are of good
quality and in accordance with our brand image style.

Only use images that fit naturally within the panoramic
format of these headers without cropping out too much
of the main subject.

Bridlington Bay Lobster

@freshfromthebay • Lobster Capital of Europe

Lorem ipsum dolor sit amet, consectetur
adipiscing aelit, sed do eiusmod tempor
incididunt ut labore

Bridlington Bay Lobster
Lorem ipsum dolor sit amet, consectetur adipiscing aelit,
sed do eiusmod tempor incididunt ut labore
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BRIDLINGTON BAY

DIGITAL

WEBSITE

Example of how the Bridlington Bay Lobster website might look.

BRIDLINGTON BAY

WEBSITE:
DESKTOP DESIGN
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DIGITAL

The Bridlington Bay Lobster website should be developed in
compliance with our brand guidelines. Typefaces should be Anton
and Lato, arranged according to our typographic hierarchy, and the
colours should only be from our colour palette. Whilst adaptations
may be made to accommodate screen-specific issues, the overall
design should be consistent with how we present ourselves in nondigital channels.

Packaged InDesign files
used for the example design
opposite are available to work
from for your web projects.

Whenever possible, use approved brand images that follow
our brand image style. This is especially important for the
home page, and the other main pages, i.e., top level in the
navigation. For regular news and other types of articles,
editorial or other third-party images may be used.
Below is section from our example design.

A

B

A. Font: Anton
B. Font: Lato
C. Bay Red

C

D. Bay Sepia
E.	Utilising correct
typographic hierarchy

D

F.	Bay Stone as accent
colour for button

E

E
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BRIDLINGTON BAY

WEBSITE:
DESKTOP DESIGN

The shows the complete example design presented as a single
scrolling page.

A. Landing page
B. Divider
D

C. Info style 1
D.	Section header

A

E. Content style 1
F. Content style 2

B

G. Content style 3

F

H. Info style 2
I. Footer

C
D

D
G

B
E
H

I

BRIDLINGTON BAY

DIGITAL

WEBSITE:
MOBILE DESIGN

The website must cater for a responsive design and the
example below illustrates how content would repopulate
for a mobile device.
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BRIDLINGTON BAY

FILM &
VIDEO
Video is a powerful tool to increase awareness of
what we do and who we are. However, as with
all communication material, it needs to follow the
principles laid out in the Brand Manual. Please refer
and use this visual set up for all movies. It is important
to ensure we are consistent in our narrative and
messages, especially when it comes to sustainability,
so we do not speak with conflicting voices in different
parts of the organization. Remember, a strong brand
is built when you deliver on a promise. Please follow
these rules when creating a video for external use:
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DIGITAL

BRIDLINGTON BAY

GRID & COMBINATION LOGO

A grid should be established to avoid any elements being placed
too close to the edge. The grid should never be visible.
The negative version of the combination logo should be placed in
the upper left corner and be visible throughout the whole film.

Using the clear space guidelines
we can determine what a suitable
margin width is and build a grid
accordingly. Typically between
25% and 50% of the width of
the emblem.
Combination logo is 1/5 of the
total height.
No elements to be placed outside
the outer grid.

Exception:
The combination logo should not be part of the end page,
where the bigger, full color combination logo appears.
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BRIDLINGTON BAY

DIGITAL

TITLE / CHAPTER SCREEN
TRANSPARENT BACKGROUND

Titles or chapter information should be placed either on a
transparent background or a solid color. Example shows a
dark, transparent colour version.

Subtitle
Font: Lato Bold
Size: 26-30px
Line spacing: 4px more
than font size
Title
Font: Anton
Size: 80-100px
Line spacing: Same as font
(Font size may vary to fit the
length of title)
Colour: Solid white on
Black (80% opacity)
All texts inside boxes should
have a margin equal to the size
of the outer grid.
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DIGITAL

BRIDLINGTON BAY

SUBTITLES

Font:Lato Regular
Size: 60px
Line spacing: 64px
(Font size may vary to fit
thelength of title)
Font color: Solid white on
Black (80% opacity)

Subtitles should be centered and have a darker background.
Note that films are widely seen on mobile devices today, and
size of text needs to reflect this.

Try also to minimise the amount of text that is shown. It is
preferable to create more steps, each with less text. Never
have more than two lines of text on the screen.
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BRIDLINGTON BAY

START / END SCREENS

DIGITAL

The beginning and end of the film should always carry a
‘brand screen’ with the combination logo, as shown below.
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BRIDLINGTON BAY

CREDITS

Font:Lato Regular
Size: 30px – 40px
Line spacing: 4px more
than font size
(Font size may vary to fit
thelength of title)
Font color: Solid white on
Bay Stone

DIGITAL

Credits can be displayed at the end of the video using the
format shown here.
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BRIDLINGTON BAY

SIGNAGE &
WAYFINDING
To successfully instil a sense of theatre and
occasion for Bridlington Bay as a destination,
we can develop a coherent messaging strategy,
focal point development, information points and
wayfinding consistent with our brand.

43

BRIDLINGTON BAY

SIGNAGE & WAYFINDING

BANNERS

Examples of hanging banners to be used around the bay.
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BRIDLINGTON BAY

SIGNAGE & WAYFINDING

BANNERS:
ARTWORK

Banners can use any combination of the core elements
providing they adhere to usage guidelines.

OF EURPOE

CAPITAL

BRIDLINGTON BAY

LOBSTER

Banners may require a
pantone colour reference
which is provided on the
brand colours page.

BRIDLINGTON BAY

SIGNAGE

SIGNAGE & WAYFINDING

Signage can use any combination of the core elements
providing they adhere to usage guidelines.
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BRIDLINGTON BAY

SIGNAGE & WAYFINDING

WAYFINDING & INFORMATION

Examples of wayfinding and informative boards.
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BRIDLINGTON BAY

SIGNAGE & WAYFINDING

WAYFINDING & INFORMATION:
ARTWORK

Only Bay Stone and Bay Sepia should be used for informative
signs and wayfinding, complimented by the mono versions of the
emblem. This retains a sense of authority and retains legibility.

Using the clear space guidelines
we can determine what a suitable
margin width is and build a grid
accordingly.

HARBOUR PLAZA

BRIDLINGTON BAY

Harbour Plaza
World’s Largest Lobster

Lorem ipsum dolor sit amet, consectetur
adipiscing elit, sed do eiusmod tempor
incididunt ut labore et dolore magna aliqua.
Ut enim ad minim veniam, quis nostrud
exercitation ullamco laboris nisi ut aliquip
ex ea commodo consequat. Duis aute irure
dolor in reprehenderit in voluptate.

Seafood Court
Old Town

HARBOUR PLAZA

Lorem ipsum dolor sit amet, consectetur
adipiscing elit, sed do eiusmod tempor
incididunt ut labore et dolore magna aliqua.
Ut enim ad minim veniam, quis nostrud
exercitation ullamco laboris nisi ut aliquip
ex ea commodo consequat. Duis aute irure
dolor in reprehenderit in voluptate.

BRIDLINGTON BAY

RETAIL &
HOSPITALITY
This section provides a variety of suggestions
for how our brand can be applied within a retail
or hospitality setting.
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BRIDLINGTON BAY

PRODUCTS & PACKAGING

RETAIL & HOSPITALITY

Example of how our core elements can be used to brand
mugs and packaging.
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BRIDLINGTON BAY

PRODUCTS & PACKAGING

RETAIL & HOSPITALITY

By adhering to the clear space guidelines we can brand
objects such as wooden serving boards.
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BRIDLINGTON BAY

RETAIL & HOSPITALITY

FOOD PACKAGING & CONTAINERS:
RETAIL

Example of how our core elements can be used to create
exciting fast food packaging and bags.
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BRIDLINGTON BAY

RETAIL & HOSPITALITY

FOOD PACKAGING & CONTAINERS:
TRADE

Examples of how the brand can be applied in mono for
industrial packaging and market point of sale.
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BRIDLINGTON BAY

RETAIL & HOSPITALITY

BRANDED CLOTHING

Examples of branded T-shirts and hoodies.
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BRIDLINGTON BAY

BRANDED CLOTHING

RETAIL & HOSPITALITY

Examples of branded chef whites and merchandise
opportunities such as baseball caps and aprons.
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BRIDLINGTON BAY

IN STORE BRANDING

RETAIL & HOSPITALITY

Examples of brand application in store such as window vinyl,
screen printing, stickers and tags.
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BRIDLINGTON BAY

FOOD SERVICE

RETAIL & HOSPITALITY

Example of a branded food truck, from which inspiration can
be taken for market stalls, stands and pop-up shops .
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BRIDLINGTON BAY

PHOTOGRAPHY
Photography is an essential part of our brand
communication — an important tool for us to
communicate our values and personality. In order
to support recognition and add to the visibility of
our brand, it is vital that the style and quality of our
brand photography is consistent.
High quality photography taken in a consistent
style are a critical part of the branding. The style
of photography that works for our brand is
•
•
•
•

Modern
Vibrant
Close up
Clean and fresh

When shooting original imagery, use the examples
shown in this manual as a visual reference, and follow
style considerations to capture the essence of our
brand image style. We do not expect each image to
reflect all elements of our brand, but they should
convey some of them and certainly not contradict
them.
At this point, the examples shown in this manual are
not original Bridlington Bay brand images. The manual
may be updated with original photography once photo
shoots and post production has been completed.
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BRIDLINGTON BAY

HERITAGE

Imagery used to represent the industry must continue to
portray our brand proposition: Bridlington Bay lobster is
native to the Yorkshire coast, pot-caught using traditional
methods and harvested responsibly.

BRIDLINGTON BAY

FOOD & PREPARATION
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From fine dining to everyday eating, Bridlington Bay Lobster is
the new way to enjoy this traditional British dish – let’s celebrate
this through exciting and vibrant photography.

BRIDLINGTON BAY

PEOPLE
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Using a simple lobster pot, a boat and their unrivalled knowledge of
the local seas, Bridlington Bay fishermen bring this healthy, natural
and delicious food to the plates of Britain. We must continue to tell
this story through our use of photography.

BRIDLINGTON BAY
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