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the  
challenge

Bradley Parsons, a board member of The Washtenaw 
Bicycling and Walking Coalition (WBWC) presented 
his desire to improve the appearance of the 
organization by rebranding the existing visual 
identity. He explained the organization’s role in 
the community. WBWC works in both policy and 
advocasy to improve safety condition for non-
motor transport, largely focusing on bicyclists and 
pedestrians. Being a bicycle enthusiast himself, 
Bradley also hoped that the organization would 
inspire more people to use bicycles as a regular mode 
of transportation. 

The name itself presented as a challenge. We were 
given a bit of freedom to explore new names for the 
organization. Another point to keep in mind is that 
while the organization wants to present itself to the 
community, it also needs a professional side when it 
interacts with policy makers. 

The visual identity request included a logo and brand 
development, as well as applications of the brand to 
stationery, web and mobile platforms, advertising and 
campaign posters, outdoor signage and wayfinding, 
and branding guidelines. 

SECTION 1: INTRODUCTION
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The client is the Washtenaw Bicycling and Walking 
Coalition (WBWC). They are an organization that  
works in both policy and infrastructure. Their goal 
is to make Washtenaw County a leader in bicycling 
and walking, by making the city a safer place for 
non-motorists. They’ve asked us to create their visual 
identity to improve their appearance. They gave us 
several campaigns that they are looking to promote. 
These messages are important for the safety of 
pedestrians and bicyclists.  

The audience is first the city policy makers. The WBWC  
works through policy to create change. This requires 
that they appear professional for when they are 
trying to get certain traffic laws passed. Additionally, 
they communicate with the community, those who 
bike and those who don’t. In addition to teaching 
bicyclists about new rules and policies, they must also 
communicate to drivers. Education is a large part of 
what they do as well, and this will be reflected in  
their campaign material.

The WBWC works in advocacy, policy, awareness, 
and education. This requires a strong brand that 
is versatile enough to convey messages to several 
different audiences. This organization is beneficial to 
the city, the community, and the environment. I believe 
that this brand should be a reflection of them, while 
functioning in a professional matter. I have chosen to 
keep the name of the organization, as we were given 
the option to change it. I feel that while it is long, it 
does describe what they are. Additionally, they already 
have recognition as the WBWC, and with a new visual 
identity and a new name, they could appear as a new 
organization. This would make it hard to claim all of 
the progress they’ve made. Lastly, it’s important that  
this brand also makes bicycling appealing to the public 
as a legitimate form or transportation. In addition to 
improving the infrastructure of the city, they also hope 
to increase the number of people on bikes regularly. 

my proposal

SECTION 1: INTRODUCTION
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executive 
summary

The Washtenaw Bicycling and Walking Coalition is 
an organization working with advocacy, education, 
and policy to improve conditions and safety for 
bicycling and walking in Washtenaw County. Their 
visual identity should communicate to their multiple 
audiences, from lawmakers to the community. At the 
center of this organization is a passion for bicycling 
and an emphasis on the importance of having a safe 
city to do this. I want the brand to inspire others 
to join the bicycling community, while providing 
the organization with an identity that is successful 
professionally as well. 

SECTION 1: INTRODUCTION
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SECTION 1 
Brand Development

SECTION 2: BRAND DEVELOPMENT
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For my early logo sketches, 
I took inspiration from 
the arrows and markings 
that exist in bike lanes. 
Specifically, double arrows 
called “sharrows” indicated 
that the road should be 
shared by bicyclists and 
drivers. I referenced this 
familiar symbol as it mirrors 
the way that the WBWC  
communicates. 

WASHTEN AW
BICYCLING &
WALKING 
COALITIO N

SECTION 2: BRAND DEVELOPMENT

initial 
sketches
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For my final logo, I landed 
on a mark that still has  
hints of inspiration from 
road markings, but is 
abstracted to read first  
as a W. 

For the logotype, I chose 
to remove the spaces, and 
instead bolded words to 
separate them. This adds 
emphasis to the key focus 
of their organization, which 
is safety while bicycling  
and walking.

final logo
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This is the primary version 
of the logo. It is important 
that the logo is versatile in 
color and orientation. The 
next page shows alternate 
layouts, but here are several 
color combinations. 

The logo should always 
consist of black, white, and 
one color. If on a field of 
color, the logo should be 
black and white. 

The color of the logotype 
should always be the same 
color as the second set of 
stripes in the logo. 

primary  
logo

SECTION 2: BRAND DEVELOPMENT
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washtenaw
bicycling
an d
walking
coalition

washtenaw
bicycling
an d
walking
coalition

SECTION 2: BRAND DEVELOPMENT

Abbreviated Logo
 
This version can be used 
when the full name text 
would be too small, or 
when the full name of 
the organization is used 
elsewhere. 

alternate 
versions

Stacked Horizontal  
Logo 
 
To be used in instances 
when a more horizontal 
version is necessary. 

Landscape Logo 
 
This logo is available  
for when a single line  
horizontal orientation  
is necessary. 
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1/2 inch

x

x

2x

2x

2x

2x

SECTION 2: BRAND DEVELOPMENT

Clear Space

A cube with the 
dimensions “x” define  
the space between lines  
in the logo, as well as  
the distance the logotype 
sits below the mark. 

The logo should have  
a buffer space of 2x 
around it at all times. 

logo  
integrity

Minimum Size

The logo mark should not 
be smaller than 1/2 in. tall. 

Architectural Grid
 
To be used when using  
large scale applications  
of the logo.
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logo  
misuses

The logo and surrounding 
area should only utilize 
black, white, and one color. 

Do not stretch the logo

The color or the logotype 
should be the same as the 
second set of stripes. 

Do not use colors outside 
of the approved color 
palette for WBWC. 

wbwc.org

No text should enter the 
clear space around the logo.

White text should not be 
used on a light background 
color. 
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These are the approved 
colors for WBWC. They 
may be used in different 
opacities when overlaying 
photography, but should 
primarily be solid. 

C 20 / M0 / Y100 / K0 
R 215 / G 223 / B 35
Hex: #d6df23

C 84 / M5 / Y33 / K0 
R0 / G172 / B180
Hex: #00abb3

C0 / M0 / Y0 / K0 
R 255 / G 255 / B 255
Hex: #ffffff

C0 / M0 / Y0 / K100 
R0 / G0 / B0
Hex: #000000

colors

C 75 / M0 / Y75 / K0 
R 43 / G 182 / B 115
Hex: #2ab573

C 5 / M0 / Y100 / K0 
R 249 / G 236 / B 0
Hex: #f9ec00
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Frutiger 65 Bold
Used for headings

ABCDEFGHIJKLMNOPQRSTUVWXYZ

abcdefghijklmnopqrstuvwxyz

1234567890

Frutiger 45 Light 
Use for subheadings and body text 

ABCDEFGHIJKLMNOPQRSTUVWXYZ

abcdefghi jk lmnopqrstuvwxyz 

1234567890

Baskerville Regular 
Use for body text as a serif option 

ABCDEFGHIJKLMNOPQRSTUVWXYZ

abcdefghi jk lmnopqrs tuvwxyz 

1234567890

SECTION 2: BRAND DEVELOPMENT

typography

Frutiger is the primary 
typeface for WBWC. 
Whenever possible, these 
options should be used. 
Frutiger 65 Bold should be 
used for headings, while 
Frutiger 45 Light should be 
used for subheadings and 
body text. 

If using a serif typeface is 
ever necessary, one should 
used Baskerville Regular. 
This should be used for 
body text. 
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SECTION THREE 
Application

SECTION 3: APPLICATION
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stationery

SECTION 3: APPLICATION
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Washtenaw Bicycling and Walking Coalition

1234 Washtenaw Ave. 

Ann Arbor, MI, 48104

envelopes

4.
12

5 
in

. 

9.5 in. 

Envelopes should be 
standard #10, which will 
hold a tri-fold sheet of 
paper. Whenever possible, 
one should look for  
the square flap, to be 
cohesive with the brand. 

This is one option for the 
interior of the envelope. 
When the pattern is 
not available, or is not 
appropriate, one should  
use solid greeen. 

SECTION 3: APPLICATION



17

business  
cards

washtenawbicycl ingandwalkingcoal i t ion 

 
 
Bradley Parsons
info@wbwc.com
(734) 531-7738 
wbwc.org

washtenawbicycl ingandwalkingcoal i t ion 

 
 
Bradley Parsons
info@wbwc.com
(734) 531-7738 
wbwc.org

Business cards should be  
the standard size of  
3.5” x 2”

Colors can vary between 
cards, but should always 
contain black, white, and 
one color.  

SECTION 3: APPLICATION
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mailing  
label

Mailing labels should be  
4” x 6”

The return address format 
matches that of the 
envelope. Washtenaw Bicycling and Walking Coalition

1234 Washtenaw Ave. 

Ann Arbor, MI, 48104

4 
in

. 

6 in. 

Washtenaw Bicycling and Walking Coalition

1234 Washtenaw Ave. 

Ann Arbor, MI, 48104

View of the label at 
actual size
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letterhead

The letterhead is designed 
for a standard US Letter 
(8.5” x 11”) sheet to be 
folded in thirds. The body 
text has a left margin of  
1 inch.

The information at the top 
is company-wide 
information, whereas 
there is room underneath 
the signature for personal 
contact information. 

Washtenaw Bicycling and Walking Coalition
339 E. Liberty Street, Suite 300  
Ann Arbor MI  48104

(734)- 531-7738
wbwc.org

Dear Recipient,

Lorem ipsum dolor sit amet, consectetur adipiscing elit. In tempor, tellus ac interdum scelerisque, augue 
neque luctus eros, nec ultrices neque dui in erat. Integer malesuada elementum risus in hendrerit. Proin non 
ornare augue, eu laoreet elit. Maecenas dignissim, dolor vitae pharetra iaculis, eros nisi egestas metus, non 
commodo lorem turpis at odio. Vivamus sollicitudin sem id felis venenatis lobortis. Aliquam lacinia ut enim 
non consectetur. Donec quis fermentum mauris. Pellentesque accumsan dui at felis pharetra commodo.

Aliquam at hendrerit arcu, eu commodo nisl. Integer quis tincidunt erat, vel commodo tortor. Etiam auctor, 
orci id suscipit blandit, orci ligula blandit massa, sed dignissim lectus sapien nec ante. Aliquam lacinia neque 
sed sem blandit, at semper erat fringilla. Ut ac nibh id nunc dapibus consectetur id quis sapien. Cras sed nulla 
sed ante egestas volutpat eu in purus. Fusce iaculis sed nisl in rutrum. Sed id nibh nec magna molestie 
interdum. Vestibulum imperdiet, lacus rhoncus interdum pulvinar, velit arcu suscipit sapien, et luctus dui nisl 
sed ante. Etiam bibendum quam ex, et pharetra libero tristique interdum.

Cras pellentesque lacus eget nunc tincidunt, eget vehicula erat finibus. Nunc vitae interdum ex, eget mollis 
est. Donec tristique porttitor urna, ac maximus orci ullamcorper ac. Duis et tincidunt elit, maximus venenatis 
ipsum. Sed facilisis facilisis tortor eu venenatis. Etiam consequat libero vel sem euismod fringilla. Maecenas 
efficitur, lacus accumsan pretium maximus, massa justo elementum felis, eget elementum massa massa ac 
neque. Ut sodales scelerisque nunc. Fusce ac scelerisque diam. Duis venenatis justo nunc, non tristique 
mauris vehicula dapibus. Maecenas faucibus eleifend tempus. Donec semper malesuada posuere.

Cras viverra ornare accumsan. Etiam accumsan dictum suscipit. In vulputate, velit at condimentum rutrum, 
nulla leo pharetra tortor, vitae vehicula turpis eros id metus. Sed quis aliquam dolor, gravida accumsan purus. 
Etiam ullamcorper volutpat massa quis aliquet. Ut eget pharetra urna. Suspendisse a quam felis.

Sincerely,
Bradley Parsons

WBWC Board Member
info@wbwc.org
(734)- 531-7738
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posters

There are three types of 
posters essential to the 
WBWC. I’ve shown an 
example of each.  

Campaign posters are used 
to educate the public about 
a law or policy that is passed 
or to raise awareness about 
an issue. 

Event posters are used to 
promote events sponsored 
by the WBWC, or other 
bicycle organizations in  
the area.  
 
Advertising posters are 
used to promote the 
WBWC itself. These serve 
to communicate the 
general message and raise 
awareness about  
the organization. 
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campaign  
poster

This poster addresses one of 
wbwc’s current campaigns. 

The 5 ft. rule is new, and 
this campaign is a way to 
make the public aware of 
the new rule, to increase 
safety for bicyclists. 

SECTION 3: APPLICATION
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event  
poster

Here is an example of 
an event poster, where 
WBWC can list a variety 
of events and activities 
to raise awareness about 
their organization and 
opportunities to ride in  
Ann Arbor. 

This is a list of group bicycle 
rides occuring throughout 
the summer. 

SECTION 3: APPLICATION
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advertising 
poster

Advertising posters are 
about WBWC as an 
organization, with the 
purpose to raise awareness 
about what they do, and 
their goals. Here I’ve used a 
short tagline, “Walk safely, 
Bike safely, Drive safely.” 

This addresses all three 
audiences that they work 
with, as they want to 
advocate safety to both 
motor and non-motor 
transport. 

SECTION 3: APPLICATION
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apparel and  
merchandising

SECTION 3: APPLICATION



25

apparel and  
merchandising

SECTION 3: APPLICATION
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digital  
platforms 

SECTION 3: APPLICATION
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bus 
advertisement 

SECTION 3: APPLICATION
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outdoor 
signage

SECTION 3: APPLICATION
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outdoor 
signage

SECTION 3: APPLICATION
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gateway and  
wayfinding

SECTION 3: APPLICATION



Designed by Sara Ciaramella




