
Visual Identity Guidelines



The U.S. Travel Association Visual Identity 
Guidelines detail key information needed to  
accurately and consistently produce publications 
and communications for our internal and external 
audiences. Our objective is to create a unified, 
memorable brand for the U.S. Travel Association.

These guidelines provide information on:

• Using the logo and co-branded logos;

• Applying various design elements; and

•  Incorporating the logo and design elements  
into diverse but unified communications.

These guidelines should be followed as closely  
as possible. 

To be the leading force that grows and sustains 
travel and ensures the freedom to travel. Through 
our efforts, travel is understood as essential to the 
economy, security, image and well-being of the  
U.S. and travelers.

The unique national organization that leverages  
the collective strength of all who benefit from  
travel to grow their business beyond what they 
could do individually.

At the heart of this brand lies an inextricable blend 
of defining attributes that will inform every facet  
of the visual identity. Every brand expression and 
user experience must be measured against these 
brand attributes: 

Dynamic  Inclusive
Leader  Influential
Expert  Visionary 





The logo is the primary graphic element used  
to identify the U.S. Travel Association. It should be 
used consistently when identifying the Association  
in communications.

The full name, “U.S. Travel Association” and  
the mark, consisting of a stylized compass, are  
combined with specific proportions and careful 
configuration to form the complete U.S. Travel  
Association logo. The full name, “U.S. Travel  
Association,” appears to the right of the mark  
(horizontal logo) or centered below it (vertical logo).

When using the logo, the size and space relation-
ships between the letters, words and shapes must  
be maintained at all times.

Guidelines for the proper usage of the U.S. Travel 
Association logo are outlined in the following pages.



The U.S. Travel Association logo is designed to retain 
its characters and legibility in small and large sizes. 

For general printing processes, the horizontal  
logo should not be reproduced below 2.5” (15p)  
in width and the vertical logo should not be  
reproduced below 1.5” (9p) in width.

When changing the size of the logo, the height and 
width of the logo must remain proportional.

In rare instances there may be insufficient white space 
for the logo with the mark to be legibly used, or the 
space available may not allow the words to be easily 
read. In these cases, the secondary alternative version 
of the logo (text only) may be used with the brand 
manager’s approval.



When the U.S. Travel Association logo is accompa-
nied by additional text or other graphic elements, it 
is imperative that an image-free zone be maintained 
around the logo to protect it from visual interference 
from other elements on the page.

As a rule, a minimum distance—equal to the width 
of “U.S.”—must be maintained around the logo.

The U.S. Travel Association logo should always  
appear on a white background and never be shown 
in a confined area smaller than the image-free zone.



The U.S. Travel Association logo may be reproduced 
using solid Pantone® Spot Colors, or using  
4-color process builds as shown on page 13. 

The U.S. Travel Association logo colors are Pantone® 
540C (blue), Pantone® 202C (red), and Pantone® 
Cool Gray 11 when printing on COATED paper.

When printing on UNCOATED paper, use  
the special ink mixes developed for U.S. Travel  
Association Blue and U.S. Travel Association Red.

The logo should be reproduced as a positive logo 
in either the three Pantone® colors above, 4-color 
process, or in one-color: black. Refer to the color 
specifications provided on this page.

The U.S. Travel Association secondary alternative 
logo may be reproduced using solid Pantone® Spot 
Colors, 4-color process builds, or in one-color: 
black. 

The secondary alternative logo may be reproduced 
as a positive logo and may also be reversed out, of a 
solid color or photographic background, to white.

The secondary alternative version of the logo  
(text only) may be used with the brand manager’s 
approval.



U.S. TRAVEL
A S S O C I A T I O N



The U.S. Travel Association logo and the  
Program name, as they appear to the left, should 
not be altered in any way. The size and space 
relationships between the letters, words and shapes 
must be maintained at all times. If needed, these 
elements can be scaled proportionally.

Page 9 provides rules for the size and placement  
of destination names.



Use the following rules to help determine the  
point size and placement of a destination name 
inside the color bar:

A destination name always appears in the color  
bar underneath the U.S. Travel Association  
event name.
When determining the point size, always  
maintain the space equal to 1y around it.
The point size of the destination name will be 
determined by the 1y border both in length  
and width.
The destination name should appear in all caps 
and the cap height should never exceed .75  
of the height of the largest character in the  
event name. 



With respect to co-branded event and program  
logos, the U.S. Travel Association logo always  
appears in Pantone® 540C and Pantone® Cool Gray 
11 or the 4-color process equivalent and the rule  
underneath it appears in black. The color of the 
U.S. Travel Association event or program and color 
bar may reflect the sponsoring city, within the color 
palette for the U.S. Travel Association brand. 

The color bar should be 100% of the chosen  
color. The city name always drops to white. 





Red, white, blue and cool grays are used as the  
primary palette while a muted secondary palette  
is used to provide variety, freshness and clarity.

When printing, the colors may be reproduced using 
Pantone® solid inks (Spot Color) or with CMYK 
values (4-color process).

Pantone® Spot Colors are the best way to create  
consistent color in every print run.

RGB and Hexachrome colors are screen value 
equivalents of the color palette and may be used  
in digital media.



 

When Pantone® Spot Colors are not available due to 
price constraints or printing limitations, U.S. Travel 
Association may substitute 4-color process (CMYK) 
equivalents for the color palette.



Adobe Garamond and Gotham are the typefaces to 
be used for U.S. Travel Association materials.

ABCDEFGHIJKLMNOPQRSTUVWXYZ  1234567890
abcdefghijklmnopqrstuvwxyz

ABCDEFGHIJKLMNOPQRSTUVWXYZ  1234567890
abcdefghijklmnopqrstuvwxyz



To encompass the broad range of content commu-
nicated by the U.S. Travel Association, four types  
of imagery are used—general travel-related, location 
specific, industry segment specific, and content 
specific (e.g., reflecting a topical report on Internet 
usage). Each has its own purpose for conveying 
specific content quickly to the viewer.

 



Illustration is used to communicate information 
succinctly and inform the viewer about specific 
content within the materials. In combination with 
imagery, the illustration speaks to the personality of 
the brand as a knowledgeable and relevant resource 
for information.

The opacity (transparency) of vector art and  
typography used in graphic illustrations is 85%. 

The drop shadows applied to vector art and  
typography should be black, multiplied against the 
background at 20% opacity. The X and Y offsets 
of the drop shadow will be less for typography and 
more for larger vector shapes.



Document covers consist of the following  
graphic details:

Document titles, subtitles and other specific  
information pertaining to a document are contained 
in the horizontal color band always appearing at the 
top of the cover. The width is determined by the 
trim size. The height is always .25 of the height of 
the document.

The U.S. Travel Association logo appears at the  
bottom of the cover inside the horizontal white 
band. The width of the band is determined by the 
trim size. The height is always .15 of the height of 
the document.

Refer to page 4-5 for rules regarding the size  
and placement of the logo within the band. 

The white border always appears inside the trim  
of the document. The border should be .75pt in 
thickness.

Trends in 
U.S. Domestic Travel



Co-Branded Program covers consist of the following  
graphic details:

Top band: The width is determined by the trim  
size. The height is always .25 of the height of  
the document.

Bottom band: The width is determined by the  
trim size. The height is always .05 of the height  
of the document.

Location specific photography and information 
graphics are featured on the cover. Refer to page 15 
for information regarding this artwork.

A series of three photographs that highlight the  
destination city are featured on a horizontal band. 
The width is determined by the trim size. The 
height is always .17 of the height of the document.

The co-branded program logo always appears  
centered horizontally as shown. Refer to pages  
9-10 for sizing, placement and color of the logo.

International Registration

U.S. TRAVEL ASSOCIATION’S



For specific rules on the design and layout of  
all interior spreads, refer to the U.S. Travel  
Association’s Visual Identity Guidelines CD.

Miami! The Wow Returns in 2008!

Dear International Attendee,
Miami, Florida is one of the most well known and exciting 
destinations on Earth. Great restaurants, shopping, world class 
entertainment, and of course gambling all contribute to the lure 
of this international destination. As we gear up for the Travel 
Industry Association’s 40th Anniversary of International Pow 
Wow in Miami, we reflect back on the success of Anaheim in 
2007. We look forward with great excitement to TIA continuing 
to take the industry forward in this time of globalization through 
International Pow Wow.

In 2007, over 48,000 business appointments were conducted 
resulting in over $3.8 billion of business in Anaheim. More jour-
nalists than ever conducted dozens of desk-side meetings with top 
destinations and attractions during the Media Marketplace, thus 
producing hundreds of features on travel trends and destination 
news. From the Sunshine State to the Golden State with every-
thing in-between, International Pow Wow represents the best of 
the U.S. travel and tourism industry. To grow your business, this 
is the place to be, May 31 – June 4, 2008.

Spend this time with your colleagues, friends and business part-
ners at what is certain to be, TIA’s most successful and profitable 
International Pow Wow for all International Buyers and U.S. 
Suppliers alike. Along with pre-scheduled business appointments 
with U.S. Suppliers, the International Press will take part in 
“press only” activities, such as the Media Marketplace, providing 
endless opportunities for newsworthy tidings.

In only five days we are delivering what you need, face-to-face 
meetings by appointment with the suppliers with whom you cur-
rently do business and with those you would like to do business 
in the future. This will provide the opportunity to have up to 44 
pre-scheduled appointments, as well as many additional network-
ing opportunities.

You will also have the chance to experience exciting entertain-
ment, without which International Pow Wow would not be com-
plete. You will not want to miss the sightseeing tours (provided 
by Miami), luncheons, thrilling evening events, post familiariza-
tion tours (provided by the state of Florida), and so much more.
Your participation is requested by U.S. travel and tourism provid-
ers, and your presence is imperative to the future success of our 
industry. Come join us in Miami for International Pow Wow 
2008 and I guarantee you will be glad you did!

Best Regards,

Bruce C. Bommarito
Chief Operating Officer and General Manager, 
International Pow Wow
Travel Industry Association

Chapter Head Style

Behavioral metrics address the subject of what users are doing 
on a particular website, but these measures often need to be put 
into a context of why the user is taking those actions. Data from 
attitudinal research may provide this context. The main areas of 
study in attitudinal metrics are:

• Customer experience;
• Rationale for site visits;
• Rationale for leaving sites;
• Mindset of consumer during visit;
• Likelihood of returning;
• Likelihood of referring;
• Brand issues; and
• Customer satisfaction.

Attitudinal studies are usually conducted in the form of a survey. 
The areas of a website that are evaluated through attitudinal stud-
ies most likely will be:

• Content;
• Product information;
• Privacy; and
• Navigation.

The underlying assumption in this form of research is that a satis-
fied visitor is likely to spend more time on the site and, as a result, 
spend more money.

When a marketer discovers a high abandonment rate on one 
page, is it because:
(1) the page is a poorly designed page and the user cannot 

navigate it;

(2) the user does not like your product;
(3) the user ran out of time; or
(4) the user got what they came for and went on to do other 

things offline?

To answer these questions, it is best simply to ask the user because 
it is always advisable to get direct feedback from site visitors be-
fore making any significant decisions. This concept is the driving 
force behind attitudinal studies.

Multi-channel booking is highly prevalent in the travel industry. 
There is also a tendency for travel shoppers to use many sources to 
gather trip planning information. Satisfaction at each touchpoint 
with the customer will influence his or her likelihood to engage, 
purchase, or use a site’s content and/or recommend a site. Under-
standing the nuances of how and why customers use a website is 
necessary in interacting properly with them. 

Travel products are a personal and complex purchase. There is 
a high degree of personal involvement in the use of most travel 
product, in contrast to other items typically bought online, such 
as books or basic electronics. The price points are higher than 
many retail websites so the nature of the information required to 

make trip planning decisions is also different. Travel websites are 
expected to be comprehensive and highly functional. Brand also 
plays a greater role in travel and its importance is difficult to assess 
with any form of online metrics. And variables like seasonality 
can have a big impact on attitudes toward travel activity online.

Whether informational, lead-generating, or eCommerce, it is 
necessary to match a website with its targeted market.

While most attitudinal studies are conducted through 
surveys,there may be differences in implementation.

• A web marketer can conduct an attitudinal survey periodically 
through tools like Survey Monkey or Zoomerang directly on 
their website. Because these surveys are conducted occasionally, 
they only reflect a snapshot of the users at a particular time.

• There are vendors who offer an on-going service to web market-
ers to run a survey every quarter, every month, or every day.

• Some surveys operate through the mechanics of a pop-up on a 
client’s website.

• Other vendors run offline surveys and focus groups.
• Some results are compared to a set of competitors.
• Some results are compared to a norm established through offline 

customer satisfaction data.
• Some vendors will combine clickstream data on user behavior 

electronically with attitudinal metrics and interpret these results; 
others perform offline analysis.

The customer satisfaction model is at the heart of online attitu-
dinal metrics. As shown on the above chart, if website visitors are 
achieving their goals (on the elements to the left), the presump-
tion is that the satisfied customer will complete transactions on 
the site, then return to the site, and recommend it to others.

Most discussion of KPIs involves web analytics software and its 
various dashboard presentations of data. Due primarily to the 
multi-channel nature of online travel marketing (this applies to 
booking as well as information gathering), there is much multi-
channel data as well. As online marketing has grown over the last 
few years, many organizations have begun to recognize the need 
to integrate data from different sources in order to truly under-
stand what is happening in their businesses.

In the days before online marketing exploded, there were EIS 
(enterprise information) and ERP (enterprise reporting) systems 
that took operational and financial data from many sources and 
created similar dashboards for management. But there are a few 
differences between these systems and a KPI-based reporting 
mechanism. The data that comes from a web analytics tool is 
not comparable to the data that comes from a financial control 
system, so if there is a connection to a booking engine, the data is 
not likely to match corresponding data from accounting. In the 
travel world, there are variables like arrival/departure, outbound/
inbound, connecting flights, and many ancillary activities that 
might be booked online (other than a flight, hotel, orcar that 
might last the duration of a trip).

An online travel purchase is not like the online purchase of a book 
or CD. There may be a complex list of transactions and an equally 
complex process of information gathering. If a web marketer in 
the travel industry wants to find meaningful patterns and results 
in the process, each step of the planning, booking (if applicable), 
and consummation of the deal needs to be tracked. This includes, 
for some companies, the multiple changes that might occur 
between making travel plans, booking, and the start of a trip. This 
may translate into cancellations, changes, and re-booking, all of 
which can have a significant impact on the actual results. 

Once again, there are many variables that could differ in a frag-
mented array of operational systems that supply travel products 

Source: WebSideStory


