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California Transit Association
Brand Standards Guide

Brand Overview

The role of our association

Our directive is to influence state government in support
of public transit systems and the riders they serve. We
speak alongside, and on behalf of, our membership base
that support the transit industry. e provide a gateway to
empower members to speak with a stronger voice, learn
through education and training we provide, and collaborate
with other similarly minded providers and stakeholders.

Underlying our actions is a core belief that transit's value
extends well beyond moving people from place to place.
The spirit in which we advocate for transit is grounded in

the idea that with better transit comes better quality of life
for all. This is part of our value proposition and it is embedded
in everything we do.

The role of our brand

Our brand helps build awareness of our Association’s
purpose and value proposition. Consistent delivery

of our brand — from the words we use to describe
the Association to the presentation of our materials —
builds a familiarity with key audiences, allowing us to
communicate with greater persuasiveness and clarity.

Our brand is anchored by a strategic position and

illuminated by a comprehensive messaging platform and
inspiring visual elements. \Working together, these brand
assets convey our Association — and transit as a whole —
in a more significant, contemporary and relevant manner.

The role of our brand guide

This guide documents the strategic, messaging and
visual assets that comprise our brand, helping to

create a common understanding of our brand among

all stakeholders. The guide serves as a tool for the
Association’s staff and members to make marketing
decisions more autonomously and more efficiently.
External resources may reference the guide to accurately
implement marketing programs on our behalf. Whether
you've been a part of our team for years or you've recently
joined, everyone plays a vital role in bringing the California
Transit Association brand to life.
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Brand Overview

Defining our brand

How we wish our organization to be perceived is
articulated in a brand positioning statement. The
statement includes a concise description of what
makes us unique, the key value we provide and

what this allows our audience to achieve. It is intended
as a guidepost for our stakeholders, so that everyone
is working to promote the Association in the same
manner. It is not a public statement, but influences
the decisions we make and will ultimately shape

how others experience our brand.

Our brand positioning statement

The California Transit Association believes
oublic transit is an essential service that

IS good for all citizens, communities,
economies and overall quality of life.

We are known as advocates for public
transit resources and for guiding a sharead
Vision among transit agencies. This allows
California to develop efficient and effective
oublic transit.
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Brand Overview

The significance of our claims

By claiming public transit is good for all citizens,
communities and economies, we are expanding the
role and importance of transit to include non-riders,
community stakeholders, businesses and the public
at-large. It requires a compelling story to effectively
accentuate this to everyone. And that's what our brand
is set up to do. While some people embrace transit as
essential, others need to better understand transit's role
or simply need more convincing.

In essence, we are distinguishing and defining our
organization as proponents of a cause — the cause of
underserved public transit systems — and by doing so
we are establishing ourselves on the forefront of the
conversation about transit's true value. This positions
our organization, particular in regards to our interactions
with the state’s legislature, as proponents for a better
society and not simply proponents for those with a
vested interest in public transit.

Elevating transit to this degree is both authentic, reflecting
the passion found within our organization, and aspirational
as we heartily commit to defending and promoting a
critical component of our state’s well being.

Our organization is also unique and significant for its ability
to facilitate collaboration, to unify transit systems for a
stronger voice, and the education and training we provide
our membership so that member agencies may learn and
grow from each other.

Promoting an expanded value of transit, unifying and
strengthening advocacy, teaching others in our industry —
this is what our Association is about and this is what our
brand is built to represent.

A platform for expression

The process of determining our brand positioning
statement included analyzing and documenting the
many ways our Association delivers value. These value
points support our positioning statement and can serve
as key messages (talking points) in our communications.
A brand is strengthened when its messages are adopted
and broadcasted back by an intended audience. That's
our goal, and it's realized by consistent delivery of our
external messages.
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Brand Elements
Logo

Kelele)

Our logo is the most highly visible graphic element

of our brand and should be used with great diligence.
Contemporary typography combined with swooping
geometric shapes present our Association as an active,
modern and engaging organization. The converging
geometric shapes are emblematic of collaboration and
bringing a shared vision of transit together. The logo’s
color scheme is intended to bring a balanced emphasis
to both California and Transit, and was inspired by

hues found throughout our state’s naturally diverse
landscapes. While use of the full color logo is preferred,
several approved alternates are available for when black
and white or one-color application is required.

v

CaliforniaTransit ——

Association

CaliforniaTransit
Association

BLACK AND WHITE

CaliforniaTransit ——
Association /S

1-COLOR VERSION

A

CaliforniaTransit

Association

BLACK AND WHITE REVERSED VERSION

CaliforniaTransit

Association

1-COLOR REVERSED VERSION
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Clear space / Minimum size

Clear space /
Minimum size

Maintaining the proper distance between our logo

and other items allows us to clearly convey our

brand's authority over, or endorsement of, neighboring
information. The protected area around the logo should
be no less than the height of X — with X being equal to
the distance that is measured from the top of the type
to the top of the upper blue arc as illustrated here. This
space should be protected around the entire perimeter
of the logo.

To ensure legibility and brand recognition, the logo

should never be reduced to a size smaller than 3/8"
measured in height from the base of the logo to the
top of the blue geometric shape as illustrated here.
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_____ ‘Association... . MY

e

To determine the size of X, measuring the
distance between the top of the letters in our
name and the top of the upper blue arc shape.
Maintain clear space the height and width of X
around the entire perimeter of the logo.

CaliforniaTrans&
o Association

Logo minimum size (vertical height) : 3/8"
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Color

Consistent use of color will help unify all applications of
the brand, connecting them to our logo from which our
color palette originates. The hues form a distinctively
fresh palette inspired by the natural landscapes of
California while maintaining a professional feel
appropriate for a trade association.

The primary palette consists of the dominant colors
derived from our logo. The secondary palette includes

a supporting blue tone, plus a neutral gray. While all
four colors may appear within the same application,

use color with restraint. Our brand commonly uses
color in a supportive manner and frequently as a graphic
device (replicating the geometric shapes of logo).

See pages 23-35 for sample layouts demonstrating
our brand’s approach to color. Adhere to the color
specifications outlined here and use qualified
vendors and reliable reproduction methods to
ensure color consistency.

Pantone 2925
C=80/M=27/Y=00 /K=00
R=00 / G=150 / B=218

HEX #0096DA

PRIMARY COLORS

Pantone 292
C=58/M=17 / Y=00 / K=00
R=97 / G=175 / B=225

HEX #63AFE]

SECONDARY COLORS

Pantone 124

C=07 /M=34 /Y=100 / K=00
R=237 / G=171/ B=00

HEX #EDABOO

Cool Gray 10
C=61/M=53 /Y=50 / K=22
R=98 / G=98 / B=101

HEX #626265
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Typography
for print

Maintaining typeface consistency helps create the
distinctive look of our communications. Gotham is

our brand’s preferred font for larger, display type

such as headlines, subheads and introductory copy.
Gotham is a contemporary sans serif font inspired by
architectural letterforms found on directional street
signs and other public signage of the 1920s. Univers,
our brand’s secondary font, complements Gotham and
is recommended for body copy and other lengthy text
due to its legibility at smaller point sizes.

When to use

Use Gotham and Univers for all California Transit
Association printed communications where possible.
When use of Gotham or Univers is not possible, use
the recommended web typefaces (see page 14).

PRIMARY TYPEFACE

California Transit Association Typeface
Gotham

AaBbCcD

ABCDEFGHIJKLMNOPQRSTUVWXY
abcdefghijklmnopagrstuvwxyzaega

123456/890(".,;:%&?!)

SECONDARY TYPEFACE

California Transit Association Typeface
Univers

AaBbCcD

ABCDEFGHIJKLMNOPQRSTUVWXY
abcdefghijklmnopgrstuvwxyzeeoa

1234567890(",;: % &?!)
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Brand Elements
Typography for web

Typography
for web

California Transit Association’s web typefaces are
Proxima Nova and Arial. Use Proxima Nova for
larger, display type such as headlines, subheads and

introductory copy only when Gotham is not available.

Use Arial for body copy and other lengthy text only
when Univers is not available.

When to use

Situations where Proxima Nova and Univers cannot
be used include but are not restricted to: Microsoft
PowerPoint, Microsoft Word documents, or HTML
content on web applications.

PRIMARY TYPEFACE

California Transit Association Typeface
Proxima Nova

AaBbCcDd

ABCDEFGHIJKLMNOPQRSTUVWXY
abcdefghijkimnopgrstuvwxyzaeoa

1234567890(".,;:%&?)

SECONDARY TYPEFACE

California Transit Association Typeface
Arial

AaBbCcDd

ABCDEFGHIJKLMNOPQRSTUVWXY
abcdefghijklmnopgrstuvwxyzaega

1234567890(".,;:%&?!)
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lconography

A new set of icons has been designed to work in
harmony with the new visual language. The default
size is 37px and icons should be used with the flat
button container. These can be used in any color
unless otherwise specified.

When to use

Icons are primarily used in web applications. For
more information or for the full set of icons contact
the California Transit Association’s communication
department at (916) 446-4656.
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Brand Elements
Photography

Photography

Imagery is a key component in conveying the energy

and relevance of an organization. It is an opportunity to
reinforce our belief in transit’s ability to improve the quality
of life for all. Our photography should speak to the breadth
and depth of California’s transportation modes — and do so
in a way that is authentic, confident and inspirational.

Consider the following rules of thumb for
image selection:

(1) As a membership-based organization, photography
should accurately reflect the diversity of our transit
system members, their modes of transportation and
their locales.

(2) Image selection should prioritize portraying our
members’ public transit systems over stock
photography solutions. Stock photography conveying
public transit in a non-descript manner is acceptable,
but use with restraint. Avoid images of transit
systems recognizable as being outside of our state
or membership base.

(3) Photography style matters. Imagery should feel
authentic, but remain simple and uncluttered. Avoid
overly posed photos. Consider unique crops or photos
taken from interesting perspectives.

In summer 2012, the California Transit Association
commissioned original photography throughout
California to create a robust image library.

W bapins with v,
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Imagery
Transit in motion

Imagery

We are moving transit forward and our imagery should
reflect the momentum of our organization. Depicting
modes of transportation in motion is one way to

add energy to our brand. A preferred transit image
would include a natural “motion blur” that still allows
the audience to understand what is being depicted.
Avoid overly hazy or distorted images. Identification

of the specific transit system in the photography is
permissible, but generally not required.
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Imagery
People and faces

lmagery

Images of people are an important way to demonstrate
the vitality of public transit in our communities and

the role transit plays in people’s lives. Candid shots
should be selected to bring a sense of realism to our
communications. Consider depth of field and interesting
crops for added photographic interest. Similar to our
approach with transportation vehicles, images of people
in motion support our position as a dynamic association
supporting an essential service.
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Imagery
Context and environment

20

lmagery

Highlighting the environment or locale of a transportation
mode helps to reinforce the convenience and relevance
of public transit. It also serves as an opportunity to
feature the facilities and environments of our member
systems. Environmental photography should convey
transit in an uncluttered and positive manner.

The presence of transit riders within the environment
brings a human element to the shot, but people are not
required for images intended to showcase transit within
a specific context.

i

iu
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Imagery
Planning and organization
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Imagery

Public transit is in many ways an unseen industry.
The planning, managing and maintaining of transit
services — from funding negotiations at the state
level to local regulatory compliance to daily vehicular
maintenance — play a large role in keeping transit in
motion. While these images may not be the expected
“face” of transit, they have a place in our brand as a
way to reiterate what it means to advocate for, and
operate, an essential service.
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Brand Standards Guide Association business system

Association S Y
business system Coeerons - |

Joshua W. Shaw. Sacramento, CA 95814
Executive Director 7:(916)446-4656 x1012

josh@calransit or caltransitor
' 2 N Connecting us.

Our brand anchors the printed business collateral we

use to interact with state government and other industry

professionals. Layouts feature our Association logo within

a calm, clean design that establishes our brand while

naturally reserving areas for content. The geometric ESEJI&EDFT““S&
shapes from the logo are repeated as a secondary graphic
device, adding unigueness and interest to the layouts.
Consistent design application across the collateral system
enhances the recognition of, and confidence in, our brand.

1415 L Street, Suite 1000
Sacramento, CA 95814

Letterhead (8.5" x 11")
Paper: Mohawk Superfine Ultrawhite Smooth
28lb text

‘sn BuRoBULOD

No.10 Policy Envelope (9.5" x 4.125")
Paper: Mohawk Superfine Ultrawhite Smooth
80Ib text

Business Card * (3.5" x 2")
Paper: Mohawk Superfine Ultrawhite Smooth
130lb cover

1415 L Street, Suite 1000, Sacramento, CA 95814  T: (916) 4464656  : (916) 4464318 caltransit.org

* The union bug can be incorporated on the back lower left corner of the card but it is
not mandatory.
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Brand Standards Guide Large envelope and mailing label

Large envelope
and mailing label

The mailing label can be used in conjunction with the
large envelope but it is not mandatory. Each item can
be used independently.

Cal:for.ﬂ:aﬂmsb—
dmsociation

Large Envelope (9.5" x 12.625")
Paper: Mohawk Superfine Ultrawhite Smooth 80lb text

Mailing Label (4.5" x 3")
Paper: Mohawk Superfine Ultrawhite Smooth Label
60Ib text

Connecting us,
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Thank you card

Card (5" x7")
Paper: Mohawk Superfine Ultrawhite Smooth 100lb cover

A7 Envelope (5.25" x 7.25")
Paper: Mohawk Superfine Ultrawhite Smooth 80Ib text
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Folder

Ea!-fotnlaﬁan!&
Agsocinion

Custom Folder (9" x 12")
Paper: Mohawk Superfine Ultrawhite Smooth 120Ib cover
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Electronic Cattorisares e
press release

Conneching us.

MNews Release: October 1, 2009

Case Closed: A Resounding
Victory for Transit Riders

California Supreme Court Rejects State's Appeal of Lower Court Ruling:
Raids on Public Transportation Funding Are lliegal

SACAAMENTO - In a resaundmg victony far thase whe prewics and thees who depend on public transitin Calforra, the
State Suprerme Court late vesterday sajectad tha Schwarzanagger Adminstration's appeal of a lower court ruling that annual
raide on transit fundng are llegal. By dechning 10 scceopt tha Patitan for Review filed by stata afficiale, tha high court uphald
the ruling of the Thind District Cowrt of Appeal that recent funding diversions violated a series of statutory and constitutional
amendments enacted by voters via four statewade mitiatives dating back to 1900,

"By denying the state's appesl, the Supreme Court has affirmed once and for all what we always maintained was true; that
it's illeal to shiftt dedicated state transit funds eway from transit saencies and their riders,” said Joshia Shaw, Exacutive
Dirgctar of the California Transit Association and lesd plaintiff in the case. “This decision vabdates our position that this
practice has been illegal since even betare 2007, and that the definiion of mass ransportation adopted by lawmakers since
then to mask these diversions is illegal.”

Pubdic transit officials now hape to work with the Administration and Legisiature 1o restore those funds taken since the
Association filed the initial lawsuit in Ociober, 2007, on the heels of the 2007-08 state budget package: that raxded 5§18
bélion from the Public Transportation Account [PTAL Since that agreemant, mere than 32 billicn in transit funding has been
re-routed 1o fill holes in the Ganeral Fund.

“This is a clear victoey for the millians of Califarnians whao depend every day on pubkc transt to get to wark, go 1o school and
‘aocess vital health care facilites,” sald Michael Bums, Genaral Manager of the Sarta Clara Valley Transportation Autharity
and Chair of the Association's Executive Committee. "Public transit has cartainly barme mare than its far shaa of the
budget burdan in recant years, and we see the affects of that thioughaut the state in the form of fare increases, transit
sanaca raductions, job layofts and more. We're vary hapeful that the ligh court's deason will now enable us o wark with
lmwmnakers to restors thesa funds and help us o mest the ewerincreasng demands for fransit services in California.”

Inits original lawsuit, the Association maintained that several successful ballot measures -- from 1980's Proposition 118
through Proposition 14 of 2006 — established the PTA as a trust fund and require that PTA revenues must be spent on
"mass transportation Quposes,”

The initisf Superior Court decision, issued in January of 2008, nied that the 2007-08 budget violated the law by diverting
$409 million from the PTA to reémburse the General Fund for past debt service payments on Proposition 108 bonds. The
ruling declared that the shift “does not serve any transportation planning or Mass transportation purpose.” At the same
time, howwewer, the Court permitted an additional 37739 milkon transfer fram the PTA 1o cower home-to-school busing and
other programs that public ransit advocaies argued did not meet the definition of "mass transportation” &s expressed in
Proposition 118, which voters apprawed waith the intent of establishing the PTA as a trust fund 1o support true public
transportation sarvice.

Lanasid  asttramsitong Fallaw Us “'
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Official
documents

Callfnmla‘l‘rans&
Aszociation

Membership Application

califomiaTrans&
Aszociatian

Membership Information — The:
PLEASE PRINT
agoneyimusness mbership Overview
Advea; BN and Dues Structu

Biling Atdress (i awmrs:

Ciy: |
The Membership period in the A
e L < Please join our ongoing efforts 19
Emait i ;
= - Transit System: £ "
hiembarship dues ane hazed on your iransi age ShHJ E‘ene-‘ﬂts
Marns of Frimary Conace:

ERREGAt N SCCOMNGS wath 1h o kveng Pusic]
Sywiam cng sroctin lor Py 2013 1
Pianea chack tha memibership categary

O Public Teanst Syxtam O Cammi TOTAL GPERATING APPLED TR [DURS
BUDCET " BUOCET RANE

Piease desoiiba in 26 words o7 hass tha
T it nfition will be poblisfad in o

<= 5110000

Thank you far joning the California Transit Association!

Herg ara a fews of tha many bansdfits our mambers mcme

A woice for Califarnia's public trangit industry, a3 part of aur strang, suscassiul lobbning e
Larth wéforts in & havm baen ssiul in chitining d

sranat funding:

*  Opportunties to guda the futume of the tanst ndustry by joning select committess and
task forces to haip protect and incraasa tansi funding;

Sond your sppliaation. along
with your duss paymant to:

Caliinrmia Tranatt Assosinilon ! Fraen e latunt ackte siatemare of e e
1495 L Eareus, Sulte 1900 P S . A i o L +  Eductianal and retworking cpmertunities al sssociatien events ircluding Spring Legistative
Swernments, GA 9554 1F st Bt s sl by Pt i o than thu Conferance & Lobby Day; May 22 - 23, 2012 and the Annual Fall Conferance & EXPO;
Pange; duss e agusl o tha minmum ¥ Opsctiag mm-’r_s'mgl

o Rt graton o o a0 Rasgm, ot
& = Weaky Exacutive Director's Reparts praovicdng tha knest redustry raws, a calandar of svents,
VEABY, ek, Gt 1000, Sacinroerts, LA 36814 and a Legistative Bullatin updstng you an vital state and fedarsl issues, such as transit financing
and ransn-ralsted legelation which may Imoact your busrass

+  The Assocsbon's Annual Mambership Direciory & Transit Resource Guide

+  Membars Crly Accerss 8o the Associztion’s Web site 1o view veluable rescuroes and 1o post
emgloymant appcrtunitias

+  Webinars: Two sa Four times per year tha Assodiation presants onbne forums that provide

merminers with detaled mports an issues of concesn to public transit providaers and suppliars
In & reaktine, Inranactae sattng.

VAIE L Siveni; Saifin 1000, Sacimrwnia, CASERNE 1 Wi loak forwand 1o hening your anganization a5 ane of cur valued mambsss,

g f

farry . Lai, CWIP
Assoviaton Sanapas Diecier

198 L e B 1000, Saiaraoi, CASSETS T (91495 038§ IBIE SOE-EI1H eala o
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Facsimile

CaliforniaTransit

Association Connecting us,

Facsimile

Attention: Company:

From;

Date: Fax No.: No. of Pages:

Subject:

Messane:

1416 L Strast, Sure 1000, Sacramento, CA 96018 7: (916} 4484656  r: |918) 4464318 caltransit.ong
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Brochure cover

CaiifomiaTransb-
Asscclation

Connecting us.
caltransit.ong

2012

LEGISLATIVE SUMMARY
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Electronic media kit

CalifomiaTransb-
Association

MEDIA KIT

ADVERTISING & MARKETING
OPPORTUNITIES
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Website homepage
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eNewsletters

GOOD DRIVERS
ARE HARD TO FIND

Ape 15, 2002

Bprivg Ligislstes
[

Pl Gorrierasce
andiEapa

Catprale
B

Burpar's Guidn

Spread Your Wessage
by Sponmoring
Sipning Comfamace
Smasons or Maturisls

Save the Dates:
Mow, 741 e 2813
Fall Confarasce

Cab¥arnia Trarak Azsaciwson | H15 L Sres, Suts 1000, Sacrare 14 | (R A4G4080 | Cmrmant -
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Email signature

|ao0a (| CTA-Group C other newslatters — CTA

Resent-From: Matt Bachmann Hid=
Froam: Jufl WA ZRar <jo 1190 & Ry oar s mwih 2o
Subjest: CTA-Group Colher newslaters
Date: April 18, 2012 11:19:04 AM PDT
Aesend-To: Lauren English
To: Matt Bschmann | i com i ign.coms

Ce: FAob Finlay =Rob@shawpoderantwin.coms

Matt,

Orther than Transit Calfomia, thers are a few other newsletter-type things we send to membess electronically. These include the Executive Director's Repon (sent out each
Manday), Legislative Bubsting and Funding Updates (both of which are sent on an as-needed basis).

As far as samples are concerned, It's probably easiest If | direct you 1o the online archives for each of these:

Il
Includes a vasiety of different kinds of infarmation divided into “Calfornia Update® and *Agssociation Mews and Activities”. The first section typically includes blurbs on moeetings
that Jesh ar ather stall attend related to legislative andier regulatory issues, or developments o those fronts that deat really constitule urgent breaking news, That seclion is also
used o promote offerings (everts, reports and so forth) from other allies/agencies, and occasionally to commemarate incoming/outgeing executives at member agencies, The
second section is primarily for promcting association events or making other announcements specific to the association.

i ative Bulleti
These are primarily produced to update members on breaking legislative/regulatory developments. They frequently contain "action aleris” requesting that members contact their
legiskaiive delegation regarding a current hot topic. Again, these are produced on an ee-needed basis,

Funding Update

Similar to the Legislative Bulefin, they ere produced as-needed and target breaking developments, in this cese ones that are specific to funding metters {(whether they be sbout the
overall state budget and iis transit-specific componends, or about individual programs like bond sales, the allocation of certain types of funds, etc.)

We also do event marketing blaata (meatly for our Spring Legizlative Conferance in May and our Fall Conference and Expo in Movember), but don't really have a apecific template
far those.

That pretty well covers this aspect of things. Let me know If you have any questions.

Joshua W. Shaw v

California Transit Association

Executive Director e
josh@caltransit.org Vs

1415 L Street, Suite 1000
Sacramento CA 95814
T:(916) 446-4656
F:(916) 446-4318
caltransit.org

Connecting us.
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PowerPoint
template

45" Annual Spring Legislative Conference

Y
g

A

Authorizes a local agency to use fees collected under
the Subdivision Map Act for transit, bicycle, and
pedestrian facilities.

Allows cities and counties to support new development
projects in built-out or nearly built-out urban areas.

Budget &
Legislative Update

* Authorized expenditures: Bus turnouts and stops,
bicycle lanes, and/or safe pedestrian paths.

Joshua W. Shaw Gus Khouri

Executive Director Legislative Advocate

California Transit Association California Transit Association

Galifornia Hanging In Balance 3
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caltransit.org



