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1.1 PURPOSE

The purpose of developing the “it” visual signature is to provide DHCD and its marketing partners 
with a compelling, creative concept around which they can collaborate and focus their e!orts to 
brand the neighborhoods, signal positive change and attract potential homeowners and developers 
to the NSP-funded housing programs. 

It is anticipated that the life-span of this campaign would be 18-36 months.



1.2 MEANING AND ROLE

Based upon feedback from the community, most specifically from a personality attribute ranking 
exercise completed with our Advisory Group, we developed “it” to represent the “coming together” 
of these two historical DC communities and to give us a way to communicate their assets, values and 
personality to investors, community members, potential homeowners and other audiences in the 
most e"cient and engaging way. 



1.2 MEANING AND ROLE



1.3 PERSONALITY ATTRIBUTES

demonstrates the long history of this community

a place where people care about each other

new homes, new businesses, new energy

solid public and private sector investment

vanguard residents bring new energy and new ideas

a secret no more, now is the time to tell our story, our way
BOLD

SPIRITED

STABLE

THRIVING

NEIGHBORLY 

ROOTED

In any communications developed by any partners, our voice and imagery must reflect the area’s 
unique and original character that is:



2. MARKETING TACTICS



2.1 MARKETING TACTICS OVERVIEW

The universe of potential marketing tactics that have been used to successfully market and sell NSP 
properties nationally is comprehensive and includes the list below. Best practice suggests doing it 
all and we would love to see the the “it” mark embedded in each element. The suggested priority 
applications and recommendations that follow have been developed to deal with limited funding 
and specific place making and place marketing issues relevant to Ivy City & Trinidad. 

Website & Links
Utility Bills
Bus Signs
Realtors
Press Releases (free)
Talk Radio
Social Networks (Facebook)
Billboards
Grocery Stores
Face to Face

Yard signs 
Signs w/ take-a-ways
Print Ad
Events & Showings
P. S. Announcements
Community News Paper
City News Paper

Multiple listing
Door Hanger/Flyers
Direct Email
Cross marketing 
Referral Programs

Employers
Broker breakfast
Churches
Mall/Schools/Tradeshows



2.2 EVENT—DRIVEN PR

Signaling change is critical, but alone it will not carry the day. We need people to be a part of the 
change occurring in these neighborhoods and to talk about it. Community events and the grassroots 
marketing opportunities they provide are a key element to be deployed right throughout the campaign. 

For the July 16th, 2011 Ivy City & Trinidad Community Festival, you can see below how “it” was used 
to promote the event, help to brand and create the atmosphere, make people a part of it and even 
let them take a little piece of it home. 

In this case, and in most cases going forward, “it” can be used to help create the story and keep 
giving it life.

Event flyer

Event banner
Event T-shirt

VOLUNTEER for a community clean-up on Bladensburg Road at 10am*

LEARN about affordable new housing opportunities in your neighborhood

DISCOVER workforce training programs to help you start a new career

ENJOY free local food and music with your neighbors and friends

* Call Greater DC Cares 202 777 4453 to volunteer for the community clean-up 

Saturday, July 16
1:00–5:00 p.m.

Trinidad Recreation Center
1310 Childress Ave. NE

Free shuttle between Capital Avenue Park & 
Trinidad Recreation Center every half hour 

CELEBRATE

COMMUNITY FESTIVAL
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2.2 EVENT—DRIVEN PR

Several community events, programs and initiatives were planned throughout the community 
engagement process. Modifying “it” and using it as a headline or cut line to communicate the 
theme can really help to frame the event, give it some zing and get media coverage. Planned and 
future examples include:

Fall tree planting initiative with 
Casey Trees, community garden 
tour, or a partnership with the 
National Arboretum...

Job and resource fairs, other work-
force development initiatives…

Community policing initiative… Celebrate new retail store openings…



2.2 EVENT—DRIVEN PR

We still think the biggest idea is to have the Mayor give away a house at a strategic time, perhaps when DHCD is 
ready to go public with the investment. This will create enormous buzz, power ongoing marketing e!orts and give 
people everywhere the sense that “it” is possible.



2.3 SIGNAGE

Compelling, branded signage in and around the neighborhoods will go a long way towards creating 
awareness, giving people a clear sense of where the opportunities are, demonstrating activity and 
progress, and erasing existing negative perceptions, especially since there has been a sense that 
these neighborhoods may have been somewhat “lost” or “forgotten”. 

We are advocating for an investment in large-scale environmental signage and creative signage at 
the property level. Select sample applications follow.



2.4 ENVIRONMENTAL SIGNAGE

Create a shining beacon for Trinidad and Ivy 
City by tattooing the old Hecht’s water tower…

Show the story of the neighborhoods by using construction hoarding and fence wraps 
as a canvas for community “portraits”. Build “it” Live “it”  Love “it”



2.5 PROPERTY SIGNAGE

Use the “it” color spectrum to color the 
doors of homes that are slated for re—
development. Now that’s welcoming!

Develop creative property signs that communi-
cate activity and progress as opposed to neglect 
and stagnation

Present new homeowners  with beautiful new house numbers 
as a “gift” from the neighborhood and to instill a sense of pride



2.6 ADVERTISING

Once a base level of awareness of the neighborhoods and DHCD’s investment in them has been created through 
channels like media relations, event-driven PR and high impact signage, selectively placed advertising can help us 
to reach more people (reach) and touch them more times (frequency) with our message in order to persuade them 
to buy or act...now.

In a complex, always-on, multi-media world, we always make sure that we are clear on the following four questions 
prior to selecting the type of media/medium that we will use for advertising.  

Who are we trying to reach?
What do they need?  
Where are they?
How do we reach them?

In this particular campaign, we recommend focusing available resources on both transit and print advertising.



2.6 ADVERTISING

Interior cards on buses or exterior bus shelters in key areas in 
and around the neighborhoods will help bring “it” to life and 
spark interest. We like transit advertising because you can’t 
zap it, you can’t ignore it, It can’t be turned o! like television, it 
reaches drivers and passengers no matter what radio stations 
they’re listening to.

Using “it” in print advertising with Metro, City Paper and other 
local papers can be a very a!ordable and flexible way to reach 
target audiences and provide them with key decision-making 
information and a clear call to action.



2.7 SOCIAL MEDIA

Nobody questions that the advent of social media and networking means that communication has shifted from a 
one to many paradigm to a many to many paradigm and therefore the benefits of incorporating it into almost every 
marketing campaign can not be ignored.
 
We recommend that a social media writer internship (leading to a job) be created almost immediately in order to 
begin giving “it” an initial voice and creating ways for people who share an interest in Ivy City & Trinidad’s success 
to interact with “it” and each other.



2.7 SOCIAL MEDIA

An “it” Facebook page will provide a home for the campaign and 
a place where the community and business can connect over 
what’s happening there

Using Twitter to broadcast Ivy City & Trinidad neighborhood 
“happenings” and to help people to find helpful information in 
real-time will benefit individuals and businesses alike.

Picasa will allow us (and others) to co-create an online photo 
stream that will visually document our progress and evolving 
story in a most compelling way.



3. VISUAL IDENTITY



This is the preferred version of the master logo and should be used 
as often as possible.

3.1 BLACK AND WHITE LOGO



This is the preferred version of the full 
color logo and should be used as often as 
possible.

3.1 FULL COLOR LOGO



Color versions of the logo can only be used with 
these colors from the secondary color pallette. 
*Refer to the secondary color page

3.1 INVERSE SINGLE COLOR LOGO



4. DESIGN GUIDELINES



For best perception a min-
imum scale is defined.With 
amendment: not smaller 
than 1 inch (width).
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4.1 SCALE



Master logo with amendment: 
For best performance and 
perception please keep a 
mimimum clearance of  1/6th of 
the height of the logo towards 
all other relevant visual objects.

($)
($)

*$)

4.2 CLEARANCE



Never change the colors, stretch, distort, clip, or redraw the Ivy City & Trinidad logo in any 
way. For best perception and impact please avoid examples shown:

4.3 INCORRECT USES



4.4 COLOR



PANTONE: True Black
RGB:   35   31  32 
CMYK:   0  0  0  100
HEX: 231F20

PANTONE: 3252 C
RGB:  131  207  202
CMYK:   47  0  24  0
HEX: 83CFCA

4.4.1 PRIMARY COLORS



PANTONE:  7417 C
RGB: 242  102  73
CMYK:   0    75   75   0
HEX:  F26649

PANTONE:  2665 C
RGB:  113  111   179
CMYK:  62   60   0   0
HEX:  716FB3

PANTONE:  123 C
RGB:  255   196   37
CMYK:  0   24   94    0
HEX:  FFC425

PANTONE:  505 C
RGB:  118  33  35
CMYK:  50   100  100   25
HEX:  762123

PANTONE:  689 C
RGB:   160  66  118
CMYK:   7  77   0   34
HEX:  A04276

PANTONE:  153 C
RGB:   209  131  22
CMYK:   0   46   100   18
HEX:  D18316

PANTONE:  649 C
RGB:  222  230   243
CMYK:  10   4   0   1
HEX:  DEE6F3

PANTONE:  3288 C
RGB:  0  142  127
CMYK:  100   0   54   20
HEX:  008E7F

PANTONE:  425 C
RGB:  95  96  98
CMYK:   0   0    0   77
HEX:  5F6062

4.4.2 SECONDARY COLORS
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Title Type
Gotham Regular

Tier 1 Type
Gotham Bold

Uses: Headlines Uses: Paragraph Copy

4.5 TYPOGRAPHY
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Tier 3 Type
Moderno Regular

Tier 2 Type
Moderno Bold

Uses: Sub-Headlines Uses: Sub-text

4.5 TYPOGRAPHY



5. AGENCY CONTACT



RUTH WIEDER

Creative Director
p: 202.495.1607
e: ruth@trialoguestudio.com
www.trialoguestudio.com

5. AGENCY CONTACT


