


DEFINING/UNDERSTANDING WHO THE CLIENT IS

PHASE 1

CREATIVE BRIEF/RESEARCH

CREATIVE BRIEF / RESEARCH

WHO WE ARE

BRAND PURPOSE

WSF. ore reason for
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SAFE ICONIC CONNECTED ® This guide is used to assess all the work we do to ensure
L4 .. that the brand expression reflects the brand strategy.
o Qualities Qualities Qualities
® Practical Recognizable Uniting o WSF brand decisions are driven by distinct characteris-
L4 Progressive Long lasting Coming together ® tics and are the foundation of the voice of who it is.
® Efficient Traditions Blending ° WSFerries is not what the brand is in an ideal sense, but
° Accurate 14 how you would describe them if they were a friend and
[} )

L4 represents in a few words the core of the brand. They
[ J Visual Attributes Visual Attributes Visual Attributes ® are what sets us apart. The brand characteristics were
® Basic Shapes Desaturated Patterned hd created by analyzing the brand in three areas: its heri-

® Intimate without $KI , GNFU QH E QN Qerture/Grainy d tage, its present, and its aspirations.
L being too close Even stroke weight Cropped ..
| Pastels/Tints Parallels Angles ° WSF is NOT:
PS Simple/Clean Symmetry Overlap PY Exclusive, glamorous, nos talgic, or pessimistic
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HOW WE ARE UNIQUE/DIFFERENT
FROM OUR COMPETITION

The brand positioning describes how we
tive in the market. The positioning was ¢
assessing the competition and our custor
clearly lays out our unique value proposit
offer the public. After careful consideratic
element we chose to highlight was what\
public — our services are more critical tc
than our mission, assets, skills, or our ap
shapes how we create public-facing copy
strategies, and informs our designs and it
what what we highlight in the brand.

We want every person that experiences c
feel that they are receiving a real benefit ir
that they have a sense of being a part of ¢
transportation solution for our region. We
single interaction with the WSF brand to
route to brand advocacy.

WHAT WE PROMISE

PHASE 2

’TONAL TERRITORIES
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VISUAL ATTRIBUTES OF TONAL TERRITORIES

PHASE 3

GENERATING A BRAND CONCEPT

PHASE 4

SOLUTION

MOOD BOARD =
CONCEPT BOARD

ALL YOUR SOLUTIONS CAN BE FOUND IN
YOUR MOOD BOARD = CONCEPT BOARD

Washington State

\
/ FERRIES

Safe Travel, Sound Connections

> WSF

TEST YOUR DESIGN/MOODBOARD
PHASE 5

BUILDING YOUR ASSETS LIBRARY AND PRODUCTION

PHASE 6

TOUCHPOINTS = DELIVERABLES



