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The Strong® is a highly interactive, collections-based museum devoted to

the history and exploration of play. It is home to the International Center for
the History of Electronic Games®, the National Toy Hall of Fame®, the World
Video Game Hall of Fame®, the Brian Sutton-Smith Library and Archives of
Play® the Woodbury School, and the American Journal of Play® and houses
the world’s largest and most comprehensive collection of historical materials
related to play.




INTRODUCTION

The Strong Brand Identity Standards
Guide should be used as a reference
when creating graphic applications
for The Strong.

Here you will find specifications for the
proper use of wordmarks, imagery, color,
and typography and other brand assets,
as well as application examples for

a variety of communications materials.

Play is our brain's

L]
favorite way
[
: of learning.
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1| The Strong Wordmark

ABOUT THE STRONG

The Strong® is a highly interactive, collections-based museum devoted to the history and exploration
of play. It is home to the International Center for the History of Electronic Games, the National Toy
Hall of Fame, the World Video Game Hall of Fame, the Brian Sutton-Smith Library and Archives of Play,

NATIONAL MUSEUM OF PLAY the Woodbury School, and the American Journal of Play and houses the world’s largest and most
comprehensive collection of historical materials related to play.

Default Wordmark TONE
Best-in-class, authoritative, vibrant, big, knowledgeable, trusted, sought after, scholarly, joyful, inclusive

4-COLOR WORDMARK OPTIONS

theslre thestro thestreng

NATIONAL MUSEUM OF NATIONAL MUSEUM OF NATIONAL MUSEUM OF PLAY

thestreng thestrcng thestreng

NATIONAL MUSEUM OF PLAY NATIONAL MUSEUM OF PLAY NATIONAL MUSEUM OF PLAY

thesire thestreng thestid

NATIONAL MUSEUM OF NATIONAL MUSEUM OF PLAY NATIONAL MUSEUM OF

thestréng

NATIONAL MUSEUM OF PLAY
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4-COLOR WORDMARK OPTIONS—REVERSED*

thestreng thestreng the

NATIONAL MUSEUM OF PLAY NATIONAL MUSEUM OF PLAY NATIONAL MUSEUM OF

the thestri the

NATIONAL MUSEUM OF NATIONAL MUSEUM OF NATIONAL MUSEUM OF

thestreng thesirn the

NATIONAL MUSEUM OF PLAY NATIONAL MUSEUM OF o NATIONAL MUSEUM OF

* These are shown on black as an example of the reversed Wordmark. It is not suggested these Wordmark be used on black.

4-COLOR REGISTERED WORDMARK OPTIONS

thestre thestro thestreng

NATIONAL MUSEUM OF FLAY* NATIONAL MUSEUM OF PLAY* NATIONAL MUSEUM OF PLAY®

thestreng thestréng thestreng

NATIONAL MUSEUM OF PLAY"® NATIONAL MUSEUM OF PLAY® NATIONAL MUSEUM OF PLAY"

thestire thestreng thestid

NATIONAL MUSEUM OF ° NATIONAL MUSEUM OF PLAY® * NATIONAL MUSEUM OF

thestréng

NATIONAL MUSEUM OF PLAY®




1] Wordmark Options

2-COLOR WORDMARK OPTION

thestrong BEReE

NATIONAL MUSEUM OF PLAY

GRAYSCALE WORDMARK OPTIONS

t h e t h e e::::s -ETII;DL%EUM OF N;‘ |

NATIONAL MUSEUM OF NATIONAL MUSEUM OF

the thestrong thestrd®

NATIONAL MUSEUM OF PLAY NATIONAL MUSEUM OF

N

NATIONAL MUSEUM OF

GRAYSCALE REGISTERED WORDMARK OPTIONS

thestrong thestrang thestre

NATIONAL MUSEUM OF © NATIONAL MUSEUM OF © NATIONAL MUSEUM OF

the thestrong thestr®

° NATIONAL MUSEUM OF PLAY® NATIONAL MUSEUM OF

-

NATIONAL MUSEUM OF




1] Wordmark Options

GRAYSCALE WORDMARK OPTIONS—REVERSED

thestreng thestreng thestreng

thestrong

NATIONAL MUSEUM OF PLAY




1| Secondary Wordmark Options

These wordmarks are for shops and internal forms upon approval by the Marketing Team.

1-COLOR WORDMARK OPTIONS

thestrssng thestreng thestreng

NATIONAL MUSEUM OF PLAY NATIONAL MUSEUM OF PLAY NATIONAL MUSEUM OF PLAY

1-COLOR WORDMARK OPTIONS—REVERSED

thestrssng thestreng thestreng

NATIONAL MUSEUM OF PLAY NATIONAL MUSEUM OF PLAY NATIONAL MUSEUM OF PLAY

GRAYSCALE WORDMARK OPTIONS

thestrsng thestreng thestre

NATIONAL MUSEUM OF NATIONAL MUSEUM OF NATIONAL MUSEUM OF




1| Secondary Wordmark Options

thestreng thestrang thestreng

Education Envil_'onmental Facilities
Services

thestré#ng thestrssng thestreng

Food Services Grounds Guest Services

thestreng

Security




1] Wordmark Specifications

CLEAR SPACE

Clear space is the minimum “breathing room” maintained around the wordmark. It should be kept
free of graphics, text, and other marks. This space is equal to the height of the “s” in Strong. mt Str ) E n ;
T

NA !gNAL MUSEUM OF PLAY

MINIMUM SIZE REQUIREMENTS

Be sure the wordmark is always clearly legible. While the minimum sizes shown here should accommodate most applications and reproduction technigues,
make sure The Strong wordmark is never smaller than 10% of the file size. Applications such as the web, signage, or merchandise may require larger sizes.

Please contact the marketing team for questions around size requirements.

1.5¢ —— 0.875" ——

the Str@ng 0-3175 : thestrong osss

NATIONAL MUSEUM OF PLAY

The Strong wordmark with the National The Strong wordmark without the National
Museum of Play tagline (imported at 17%) Museum of Play tagline (imported at 10%)
shown at minimum size on a color or shown at minimum size on a white background.

background image.

An application where the wordmark would be
used this small may be on an ad.
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1| Misuses of the Wordmark

thestreng

NATIONAL MUSEUM OF LAY

Do not change the orientation of
the wordmark.

Do not outline the wordmark.

thestreng

NATIONAL MUSEUM OF I'LAYT % type IS too

Do not distort the wordmark.

Do not violate the clear space around
the wordmark.

Do not use wordmark on photo areas
that vibrate or make it illegible.

NETOMALWESEUN 05 LAY

Do not use wordmark smaller than the
minimum size.

Do not change the colors used in
the wordmark.

Do not crop the wordmark.

Do not use wordmark on colors that
vibrate or make it illegible.

Do not use wordmark on colors that
vibrate or make it illegible.
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2 | The Strong Brand Color Palette

PRIMARY COLOR PALETTE

The Strong® brand color palette has been developed to provide a wide range of colors that portray the brand personality. This color palette should be
used across all visual media including advertising, collateral, direct mail, and web marketing. Consistent use of the color palette helps build and reinforce
brand recognition by creating a strong, recognizable look. Please reference the Application Examples on pages 20-40 to see examples of how the
palette is applied.

PMS 192C PMS 144C PMS 382C PMS 3005C PMS 266C Black
CO,M100,Y68 KO CO,M48,Y100,KO C29,M0,Y100,KO C100,M34, YO, K2 C79,M90,YO0,KO CO,M0, YO, K100
R237,G24,B73 R 248,G151,B 29 R193, G 216, B 47 RO,G129,B199 R90, G 64, B153 R0O,G0O,BO
Web ED1849 Web F8971D Web CID82F Web 0081C6 Web 5A4099 Web 000000
SECONDARY COLOR PALETTE
Introducing secondary brand colors . .
creates another level of playfulness
and complements the primary brand
colors shown to the right.
Hot Orange PMS 108C PMS 116C PMS 354C PMS 369C
CO,M81,Y98 KO CO,M6,Y95KO CO,M16,Y100,KO C91,M0, Y83, KO C63.M6, Y100, KO
R 241, G 86,B 35 R255 G229, B18 R 255,G 210,B 0 RO, G171, B102 R109, G179, B 63
Web F15623 Web FFE512 Web FFD200 Web 00AB66 Web 6DB33F
PMS 379C PMS 2905C PMS 2995C PMS 2425C
C9,MO, Y58 KO C4,M2, YO KO C90,M1,YO, KO C37,M100,YO,K26
R237,G 237,B138 R139, G 210, B 244 RO, G164, B 228 R133,G12, B112
Web EDEDSA Web 8BD2F4 Web 00A4E4 Web 850C70
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3| Social Media Icons

USING SOCIAL MEDIA ICONS

The Strong uses social media icons to drive online engagement. Twitter, Facebook, and Google+
icons are used on applications such as ads, monthly fliers, newsletters, and on the website.

Please see below for highlighted example applications. Please contact the Marketing Team
for proper usage.

v R

- [ R

L as!
atiing ol fastioniat
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see the examples on the next page.

marketing collateral, and web applications. These patterns should be applied within shapes

s

4 | Brand Patterns
or used with a background. The background should have a solid color fill. The pattern may then be applied over the solid background color and

multiplied at a percentage. The pattern should be cropped in so it appears large within the shape

Please contact the Marketing Team for patterns and usage details.

A series of patterns are used throughout advertising
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Diamond quuares

oTA S
N

Decorative_Geometricl
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2
Basic Graphics
Capsules
o
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Decorative_Classic:

Rings
ZigZag

Decorative_Primitive:
Hatching Dense

Basic Graphics_Textures:

Sticks

Basic Graphics_Textures

Ripple

Decorative_Classic
Weave Cane

> Gulde

Decorative_GeometricT:
Hexagon Tile

Standards
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Ratiai T

Membership Renewal

bt is o TR rl}now
bl de
aladd la
adulil e
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Hanew onlme M Mutsamofplay oeg
MEmbaribhip Renewal Fosms Tl el o il Mo
rpe b P s L

ik

Background Color: PMS 144
Pattern: Diamond Squares
Transparency:
Multiply: 30%
File name: Diamond Squares_Orangel44.ai

Background Color: PMS 2995
Pattern: Zig Zag
Transparency:

Multiply: 50%
File name: ZigZag_Blue2995.ai

Background Color: PMS 116
Pattern: Capsules
Transparency:
Multiply: 100%
Normal: 55%
File name: Capsules_Yellow116.ai

bbbt
o b bobobd
bbbl

(esaseses.
rsasesasey
APAPIPIP.
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5| The Swoosh

The swoosh was created to anchor the wordmark on ads, fliers, and other marketing approved materials. Please see a selection of approved examples below
and on the next page. Some transitional ads require a straight bar due to design specifications. These uses are determined by Marketing.

FTDL%UMSMIE!’ < i‘I‘Ig museumofplay.org f ¥ X* the Streng

Q
NATIONAL MUSEUM OF PLAY museumOfp'ay'org “ u j

thestreng

9,
NATIONAL MUSEUM OF PLAY museumOfplay'org li u ﬁ

EDL%UMSME‘!"“Q museumofplay.org K128 t h e St r.ng

0
NATIONAL MUSEUM OF PLAY museumofplay.org n u j

the

NATIONAL MUSEUM OF

thestr-sng

f ¥
NATIONAL MUSEUM OF PLAY museumOfplay'org
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thestreng

Q
NATIONAL MUSEUM OF PLAY museumofplay.org L fIYR"

the thestr.

NATIONAL MUSEUM OF NATIONAL MUSEUM OF PLA¥ =~

museumofplay.org | fIY Y
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The swoosh can be used anchored to the top or bottom of a page. Please reference the examples below and on the next page.

thestreng

L 4 B
museumofplay.org f Q NATIONAL MUSEUM OF PLAY

the Str'}ing museumofplay.org f o

NATIONAL MUSEUM OF PLAY

Bottom Left Bottom Right

the Str'“ng museumofplay.org f ¥ &* museumofplay.org f ¥ &" theStr“ng

NATIONAL MUSEUM OF PLAY NATIONAL MUSEUM OF PLAY

Top Left Top Right
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thestreng

MATICMAL WUSEUM OF PLAT

museumofplay.org

at The Strong Museum

= Lty G
1 b iy 1 P——y
1 Crsies D 1

__ 4

Rochester, New York U.5.A.
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6 | Wordmark Lock-up (Use with The Strong’s Key Programmatic Elements)

USING THE STRONG WORDMARK WITH THE KEY PROGRAMMATIC ELEMENTS

Use these lock-ups when using The Strong wordmark with a programmatic element—International Center for the History of Electronic Games,
National Toy Hall of Fame, World Video Game Hall of Fame, Brian Sutton-Smith Library and Archives of Play, Woodbury School, and American Journal
of Play. These lock-ups are available in horizontal and vertical formats, and in 4-color or grayscale. Horizontal formats feature the National Museum of
Play tagline while the vertical version does not. These lock-ups are subject to change per the Marketing Team. Please contact the Marketing Team for
these assets.

will rotate with other Other versions of this mark are
approved versions available for:

to create various * International Center for the

versions of this mark. t h e St r@n History of Electronic Games,
American Journal of Play

* National Toy Hall of Fame,
NATIONAL MUSEUM OF PLAY

The Strong wordmark ‘ This is the programmatic element.

* World Video Game Hall of Fame,

Brian Sutton-Smith Library
and Archives of Play,

Horizontal

* Woodbury School, and

* American Journal of Play.

Below is the default lock-up used with the American Journal of Play:

thestreng

American Journal of Play

thestreng

NATIONAL MUSEUM OF PLAY

Horizontal
Vertical
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Below is the default lock-up used with the International Center for the
History of Electronic Games:

t he ' International Center for the
History of Electronic Games
NATIONAL MUSEUM OF

Horizontal

thesire

International Center for the
History of Electronic Games

Vertical

Below is the default lock-up used with the Brian Sutton-Smith
Library and Archives of Play:

t he Str‘n Brian Sutton-Smith
Library and Archives of Play
NATIONAL MUSEUM OF PLAY

Horizontal

thestreng

Brian Sutton-Smith
Library and Archives of Play

Vertical

Below is the default lock-up used with the National Toy Hall of Fame:

the SErE NG wuiora o vororrame

NATIONAL MUSEUM OF PLAY

Horizontal

thestreng

National Toy Hall of Fame

Vertical

Below is the default lock-up used with the Woodbury School:

t he @ Woodbury School

NATIONAL MUSEUM OF

Horizontal

thesire

Woodbury School

Vertical
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Below is the default lock-up used with the
World Video Game Toy Hall of Fame:

thestréng

NATIONAL MUSEUM OF PLAY

World Video Game
Hall of Fame

Horizontal

thestréng

World Video Game
Hall of Fame

Vertical
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7 | Application Examples

CET NP E— P -
APPLICATION EXAMPLES thestra ng nosa=0

Please use pages 20-40 as a visual reference for

developing applications for The Strong. Utilize LA il i T : ;

the color palette, brand patterns, photography, : & —
and fonts to maintain brand recognition. All TTY 9 P, =
marketing materials should communicate the ERIVIAL FURSLI T Sy P- =
play authority of The Strong: best-in-class, ;. ™ o

authoritative, vibrant, big, knowledgeable,
trusted, sought after, scholarly, and joyful,
while maintaining a visual wow that sets
The Strong apart.

Website—thestrong.org
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hestrend

sATTNLL UATRR O ¢

thestreng

00

Suzanne Y, Seides

Vice Pragident for Marketing
and Communkcaions

Orw Manhattan Squnre + Rochosmos, MY 4607
Tl 535-4I0-6322 « Fax 585 263-2433
wseidesfEmuseurnoliplay &0g » museumolplay.org

thestrong

MATIOMAL MUSTUM OF FLAT

Stationery

it The stationery system was designed to be playful, flexible,
fluid and incorporate several variations of the wordmark
and color palettes.
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thestr ng

HATIONAL MUSEUM OF PLAY

estrer

HITIBHILLHUSEU\I OF FLJ

thestreng

HATIONAL MUSEUM OF PLAY

Notecards
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n NEWS RE - e
Eb??t.r eng e thestreng

ATIINEG Wurstv o1 pyay

fﬁ._{:T SHEET

T T,

Press Release Stationery Fact Sheet Stationery
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D00 @ @

thestreng

NATIONAL MUSEUM OF PLAY

Pocket Folders
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®

o

o2
thestreng

NATIONAL MUSEUM OF PLAY

h thestreng.

PowerPoint Template
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thestrena
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th t Winter 2014 - Voluma 4 » lssue 2
e s r‘ng Fedwrh Aand Events Tof Mamners Dondgsl. and Frgndl

MATIONAL MUSEUM DF FLAY

PLAY Time

DISCOVER THE NUTS AND BOLTS OF

Royal Ball

Get Animated!
Cartoon
Weokend

(g

IR

Newsletter Cover and Inside Spreads
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Claws and Paws Celebrate
Weekend - i
Diversity!

Saturday, January 25
1Mam.-4 p.m. In honor of Martin Luther King Jr. Day

f‘l‘"gﬁf January 26 Monday, January 20
Mam.to 4 p.m.

Fashionistas
Weekend

Saturday, January 11
N am.-4 p.m,

Sunday, January 12
1-4 p.m.

Explore equality through art!

= _oin interactive shows by the Art Force
Five: Drawn to Diversity's superheroes
(pictured balow}.

* Sge a peace-themed dance by Arc of
Maonroe County's modern dance troupe.

+= Enjoy a special comic book display
about civil rights, .

Enjoy a weekend of tail-wagging fun!

thestr*Ng oo

WATIORAL RUSTUM G roay

thestreng i thestr*Ng i

WATHOMAL MUSIUM F PLAT WAT IO MUETLW S PLaT

Print Advertising




Let’s Go! Let’s Play!

D-\gco“er The Strong,

unfo AWK
Fgetfab;e fun for the entire {'aﬁ‘i\ N

* Explore Sesame Streel, Berensiain Boars,
and other playful learning environments.

* Enjoy family-friendly amenitias inclucing
a food court and circulating lbrary,
and outstanding guest services,

* Enroll your 3- to S-year-old in
Woodbury School—=where the
museum is their classroomy

Become a Museum Member!
f ired ocim 3 Thee SIrong
V5 bop I 5 Tor farmilies

thestreng — o

museumof X
WATBHOINAL MUEEUM OF PLAY e

Print Advertising

DISCOVER THE NUTS AND BOLTS OF

JANIMATAON]c'S

Bring animated creations to life |
at a new interactive exhibit [

E‘ Meet Scooby-Doo '
| Opening Weekend
February 1, 11 a.m.-4 p.m.

‘ February 2, 1-4 p.m.

!

{

|

!

+« Chake paws with Cartoon Melwork's

MUSEUm, and screning room

« Lise animation tools and techmdues 1o
create scenes and characters

And so much more!

]
Scooby-Doo |.
= Explare the animation studio, cartoon \
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Discover the nation’s museum of play.

%% |\ thestrang
Hands-on fun for every age. o NRTIOARL TSI BF L

museumofplay.org

Enroll today in Woodbury School.

_ _ thestreng
Where the entire museum is your child’s classroom.

WATIDMAL MUSEUM OF FLAT
: fplay.org

An amazing family value!

WATIDNAL MUSEUM OF FLAY

W, W thestr>ng
Become a museum member today. \ | p

museumalplay.org

Print Advertising
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The National Toy Hall of Fame at The Strong museum

in Rochester, New York, recognizes toys that have
gaged and delighted multiple generations, inspiring

them to learn, create, and discover through play.

Each year, two or more classic toys are inducted into
the hall. To date, the following have been honored;

Alphatet llocks Dalthouse Jae Flope Focking Worse
Atari 2600 Garrw Dominon Wte Floier Skates
System Durcan ¥o-¥o LEGD Faubber Duck
Baby Dl Eay-Bake Cvers Linoin Logs SCRARBLE
Ball Erwctor Set Liseel Traiem Sy Putry
Bartie Etch A Shetch Marsies Seateboard
Rariket Frishes Morcooly Star Wara
Becycle Gl Joe M Potato Head Astion Figures
g Wheel Gare of Life Mirterddo Gama oy Slinky
Carcty Larad ot Whests Play-Det Saich
Caretocans Bos Hda Hicop Playing Cards Teckdly Boer
Chackens Sl the-Bas Racic Fiyer Wagen Tinkertoy.
Chews Jacky PRaggedy Ann and Torka Trucka
Crayola Crayons Jigsiow Puzse Vibw-Maiter

Te learn more about the National Toy Hall of Fame, or to nominate
a tay for induction, visit toyhalloffame org.

the St rong National Toy Hall of Fame

NATIONAL WUSEUM 88 LT
One Manhattan Square « Rochester, NY « 585-263-2700 » museumoiplay.crg
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Preserving the History
of Electronic Games

: , Studies, and
interprets video games, other electronic games, and related
materials and the ways in which electronic games are
chanaing how people play, learn, and connect with each
other, including across boundaries of culture and geography,

At 50,000 objects and growing, ICHEG cares for one of the
largest and most comprehensive public collections of video
games, other electronic games, and game-related histarical
materials in the world

CHEG's eGam
permanent m :
it at The Strong museum
Read the CHEGhead:
il to explore

electronic games.

Learn more at icheg.org.

International Center for the
History of Electronic Games

thestre

HATHIRAL, WIRSERIN OF

Print Advertising
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DISCOVER THE NUTS AND BOLTS OF

AN IMATION]C

DISCOVER THE NUTS AND BOLTS OF Ope ns
PILIReyEe  Opens February 1 February 1

the Str@ng museumofplay org

NATIONAL MUSEUM OF PLAY

AMMATION w s craated and Is drculais o by the Dregon M ry, Portiand, Dreon, TM and & 2014 Carman Netw ork All rights ressroed.

thestreng

NATIONAL MUSEUM OF PLAY

museumofplay.org

ANMATION W CR mmuammwma @on Mussum of Sclkenoe 3
Imdustry, Porand, Cregon, and € 2004 Camoon Metwark. AR rights reserved.

Web Banner Ads
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Woodbury School Brochure Woodbury School Newsletter Templates
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International Center for the
History of Electronic Games

Library and Archives of Play
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FEBRUARY.

L= Eondor o N E B Muneen Heare: Menday-Thursday, 0 am 105 pa.= Fridey & Satunday, (00 o 8 pm. = Senday, nesn S pm.
Wednasday, January 1 Honday, January 13 Saturday & Sunday, February 18 2 Monday, February 10
Musoum Opens at Noon Monday Kicks for Ages 2to & Exhubit Opening Monday Kicks far

sand L 2.3 1 Bl Agos 2 to 6
el L1 T ANIMATION]C TR
Exhibit Closing v Dam-2nm A&

frianads anc famiy

Monday, January 20
Meet Lancer Loule
My

fue racol Fram tha Rochesdor Lancer

L2 Bm

yaam. Saturday, February 15~
Sunday, February 23

Fat Brain School-Brook YWaeok
Fatten up

Monday, Janiary 20
Colebrating Diversity
; Alfredl

AL AL S
FAMILY fess

Mondays, January 6 & 27
Storytime Club
Boar Buddips

Cuddla up wilh Lale

Lo redla 1pwewimy
Bram i —Chesie "|,‘_'T:§i‘ -
Saturday & Sunday, January 25 & 26 P b
Paws and Claws Waskend

Saturday & Sunday
January 11 & 12
Fashionistas
Woekand

Mondays
Fabruary 3 & 24
Starytime Club

Maonday & Tusiday
Febiruary 17 & 18
Maat Thunder

Sunday, January 26
Amerks Meel and Greet

pel 3 Ay o

Tem TS ALY

Monthly Fliers
See pages 14-15 for approved swoosh color palettes.
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MARCHa

s e Hmarw: onuday - Thardtay, 10 am 125 pa = Fridey & Sanaday, (0 am ol gm = Sunday, nesnmSpm.

Saturday & Sunday
HMarch 18 2
The Royal Ball

Saturday & Sunday, March 15 & 16
Get Animated! Cartoon Weskend

JANIMATYONjc

'I o Meet Cartoon Metwork's Ban 10
and Bugs Bunny! Explore Ehe Animial
Manday, March 3
Monday Kickd for Ages 2 1o 6 L
tale Fun b skpd amay [o faraay e 1 ef s
rAcEt I o ) P it

Fridays, March 7 & 28 bl
Enstman Schoal of Music . K

Saturday, March 15
Rochester Premieme of £ Amesicano
Mondays, March 10, 17, 24 & 31 3 A
Storytime Clubs

thestreng

mussumafplay.ora B1EI38
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Break Weak
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museumofplay.org

Rochester, New York U.5.A,

General Museum Brochure
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8 | Typography—Primary Typeface

PRIMARY TYPEFACE FOR
PRINTED COLLATERAL

The Gotham family font is the primary
typeface for The Strong and it’s key
programmatic elements. These fonts should
be used whenever possible on all printed
materials. Gotham is strong yet friendly,

it communicates ideas in a straight forward,
confident manner. Its openness and geometry
make it highly legible. And it’s available in
several weights, allowing maximum flexibility.

There are alternate typefaces specified for
internal documents, Microsoft applications,
and the web on page 42 and 43.

PRIMARY SAN SERIF FONT-GOTHAM

Gotham Light (Regular and /talic)
ABCDEFGHIJKLMNOPQRSTUVWXYZ abcdefghijklmnopagrstuvwxyz 1234567890 @#%$&*?
ABCDEFGHIJKLMNOPQRSTUVWXYZ abcdefghijklimnopqgrstuvwxyz 12345678907 1@#%$&*?

Gotham Book (Regular and /talic)
ABCDEFGHIJKLMNOPQRSTUVWXYZ abcdefghijklmnopagrstuvwxyz 1234567890”:|@# % $&*?
ABCDEFGHIJKLMNOPQRSTUVWXYZ abcdefghijkimnopqrstuvwxyz 12345678907/ @#%$&*?

Gotham Medium (Regular and /talic)
ABCDEFGHIJKLMNOPQRSTUVWXYZ abcdefghijkimnopqrstuvwxyz 1234567890”":! @#% $&*?
ABCDEFGHIJKLMNOPQRSTUVWXYZ abcdefghijkimnopqrstuvwxyz 1234567890/ @#%$&*?

Gotham Bold (Regular and /talic)
ABCDEFGHIJKLMNOPQRSTUVWXYZ abcdefghijkimnopgrstuvwxyz 1234567890”:!@#%$&*?
ABCDEFGHIJKLMNOPQRSTUVWXYZ abcdefghijkimnopqrstuvwxyz 1234567890”:!@#%$&*?

Gotham Black (Regular and /talic)
ABCDEFGHIJKLMNOPQRSTUVWXYZ abcdefghijkimnopqrstuvwxyz 1234567890”:! @#%$&*?
ABCDEFGHIJKLMNOPQRSTUVWXYZ abcdefghijkimnopqgrstuvwxyz 1234567890”:!@#%$&*?

The above examples are the preferred weights to be used, however, should an instance occur for a
condensed those versions are available.

Gotham Narrow Light (Regular and /talic)
ABCDEFGHIJKLMNOPQRSTUVWXYZ abcdefghijkimnoparstuvwxyz 1234567890 | @#%$&*?
ABCDEFGHIJKLMNOPQRSTUVWXYZ abcdefghijkimnopqrstuvwxyz 1234567890 1@#%$& *?

Gotham Narrow Book (Regular and Italic)
ABCDEFGHIJKLMNOPQRSTUVWXYZ abcdefghijkimnopqrstuvwxyz 1234567890”:!@#%$&*?
ABCDEFGHIJKLMNOPQRSTUVWXYZ abcdefghijkimnopqrstuvwxyz 12345678901 @#%$&*?

Gotham Narrow Medium (Regular and /talic)
ABCDEFGHIJKLMNOPQRSTUVWXYZ abcdefghijkimnopgrstuvwxyz 1234567890”:! @#%$&*?
ABCDEFGHIJKLMNOPQRSTUVWXYZ abcdefghijkimnopqrstuvwxyz 12345678907:/@#%$&*?

Gotham Narrow Bold (Regular and /talic)
ABCDEFGHIJKLMNOPQRSTUVWXYZ abcdefghijklmnopgrstuvwxyz 1234567890”:! @#%$&*?
ABCDEFGHIJKLMNOPQRSTUVWXYZ abcdefghijkimnopqrstuvwxyz 1234567890”:!@#%$&*?

Gotham Narrow Black (Regular and /talic)
ABCDEFGHIJKLMNOPQRSTUVWXYZ abcdefghijkimnopqrstuvwxyz 1234567890”:!@#%S$&*?
ABCDEFGHIJKLMNOPQRSTUVWXYZ abcdefghijkimnopqrstuvwxyz 1234567890”:!@#%S&*?
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8| Typography—Alternate Typefaces

ALTERNATE TYPEFACE FOR EMAIL ALTERNATE SAN SERIF FONT-CALIBRI (11 pt for email)
Alternate typeface for email is Calibri.
Calibri Regular
ABCDEFGHIJKLM NOPQRSTUVW XYZ abcdefghijkimnopqgrstuvwxyz 1234567890” :! @#%3$& * ?

Calibri Italic
ABCDEFGHIJKLM NOPQRSTUVWXYZ abcdefghijklmnopqrstuvwxyz 1234567890 :! @#%$& * ?

Calibri Bold
ABCDEFGHIJKLM NOPQRSTUVW XYZ abcdefghijkimnopqrstuvwxyz 1234567890”:! @#%$&* ?

Calibri Bold Italic
ABCDEFGHIJKLM NOPQRSTUVW XYZ abcdefghijkimnopqrstuvwxyz 1234567890”:! @#%$& * ?

ALTERNATE TYPEFACE FOR INTERNAL ALTERNATE SERIF FONT-TIMES NEW ROMAN (12 pt for printed correspondences)
MATERIALS MICROSOFT APPLICATIONS,
AND CORRESPONDENCES

Alternate typeface for internal materials,
Microsoft Office applications such as Word, . .
PowerPoint, Excel, etc., and correspondences Times New Roman Italic

is Times New Roman. Times New Roman is an ABCDEFGHIJKLMNOPQRSTUVWXYZ abcdefghijkimnopqrstuvwxyz 1234567890 :! @#%$ & *?
easy-to-read typeface that can be used for

body copy in letters, memos, and faxes. Letters Times New Roman Bold B
should be printed in Times New Roman 12 pt. ABCDEFGHIJKLMNOPQRSTUVWXYZ abcdefghijklmnopqrstuvwxyz 1234567890”:! @# % $ & *?

Times New Roman Regular
ABCDEFGHIUKLMNOPQRSTUVWXYZ abcdefghijklmnopqrstuvwxyz 1234567890”:! @#%$&*?

Times New Roman Bold Italic
ABCDEFGHIJKLMNOPQRSTUVWXYZ abcdefghijklmnopqrstuvwxyz 1234567890”:! @# % $ & *?
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ALTERNATE TYPEFACE FOR WEBSITE ALTERNATE SAN SERIF FONT—SOURCE SANS PRO

Alternate typeface for the web is Source Sans

Pro. This should be the default font used for all Source Sans Pro Light

the web pages. ABCDEFGHIJKLMNOPQRSTUVWXYZ abcdefghijklmnopgrstuvwxyz 1234567890”:|@#%S&*?

Source Sans Pro Regular
ABCDEFGHIJKLMNOPQRSTUVWXYZ abcdefghijklmnopgrstuvwxyz 1234567890”:! @#%S&*?

Source Sans Pro Italic
ABCDEFGHIJKLMNOPQRSTUVWXYZ abcdefghijklmnopqrstuvwxyz 123456 7890”:!@#%S5&*?

Source Sans Pro Semibold
ABCDEFGHIJKLMNOPQRSTUVWXYZ abcdefghijklmnopqgrstuvwxyz 1234567890”:! @#%$&*?

Source Sans Pro Bold
ABCDEFGHIJKLMNOPQRSTUVWXYZ abcdefghijklmnopqrstuvwxyz 1234567890”:! @#%S$&*?

43 | The Strong Brand Identity Standards Guide



9 | Contacts & Resources

COLLATERAL SOURCE FILES, REVIEWS, AND APPROVALS
For additional information, contact

Kelly Murphy Lucyszyn

Director of Advertising and Marketing Publications
The Strong®

One Manhattan Square

Rochester, NY 14607

Direct line: 585-410-6357

Fax: 585-423-1886

Email: klucyszyn@museumofplay.org

Website: www.museumofplay.org

Suzanne Y. Seldes

Vice President for Marketing and Communications
The Strong®

One Manhattan Square

Rochester, NY 14607

Direct line: 585-410-6322

Fax: 585-423-1886

Email: sseldes@museumofplay.org

Website: www.museumofplay.org

PHOTOGRAPHIC IMAGES AND PRESS RELEASES
For additional information, contact

Shane D. Rhinewald

Director of Public Relations

The Strong®

One Manhattan Square

Rochester, NY 14607

Direct Line: 585-410-6365

Fax: 585-423-1886

Email: srhinewald@museumofplay.org
Website: www.museumofplay.org
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