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PHOTOGRAPHY

SIX KEY PRINCIPLES

Getting the photography right is one of the most
important parts of the brand's look and feel.
And one of the most difficult.

Much of the photography that we have available
focuses purely on the product, the beautiful scenery
and impressive historic sites. Our new brand demands
that we start to reveal a side of Britain based on a
greater sense of personal experience. This means that
the photography we choose or commission needs to
introduce a greater sense of story and help the viewer
picture themselves in the shot.

The pages that follow give clear guidance on how

to commission brand photography, how to select

from existing shots and how to get the most from

the photography by cropping or using expressive

typography (see page 11). Opposite are our six key
suggestions that together form an overview of the
photography we should aim for.

1 Choose shots that are bold in content

and composition.

This will help to deliver depth and vitality because shots will
feel strong and surprising.

2 Look for a strong, definitive colour.
The bold use of colour can really lift a shot and works well
with other elements of the visual brand.

3 Use images to tell stories.
Viewers should be able to get a feel for the story within the

shot and feel involved with the people or the experience.

4 Involve the viewer, use the camera

as the tourist.

See things from the viewpoint of the visitor, look for the
detail or the angle that they are interested in.

5 Show real people and unstaged scenarios.
Where we are using people in our photography look for

images that feel unstaged and where people look natural.

6 Aim for visual intimacy and interaction.
To get heart into the shot aim for a sense of intimacy and

closeness in the imagery.
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PHOTOGRAPHY

HERO AND ACCENT SHOTS

We've divided images into two types — hero shots and accent shots.

The following describes how each should be used.

HERO SHOTS are those that really put the brand essence across.
The shot composition is strong and the colours and perspective are
distinctive and inspiring. Hero shots are often used as cover or as
main spread images.

ACCENT SHOTS are images that can be used to support the hero
image. Focussing on details or visually highlighting parts of the place,
experience or area being featured in interesting ways, they serve to
add colour, interest and direction to the story. Accent shots should
be chosen to develop the story being told.
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1&2 AVISIT TO THE MUSEUM

This image of the Great Court emphasises
the architectural splendour of the glass
dome, an awe inspiring image. The accent
shot elaborates on the experience of
learning and discovery. 3,4 & 5 HIKING IN SNOWDONIA

The hero image is a climber in a spectacular setting, having just
discovered a natural marvel in the formation of the rocks. The
story is reinforced by the smaller accent images that show the
walk through the lowlands as dusk settles and a warm and cosy
welcome at the end of the day.
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PHOTOGRAPHY

CROPPING

Many photographs that we have can be made more 'on brand'

by using cropping to bring a greater sense

of dynamism or depth.

DEPTH: Try to extract the story by eliminating the clutter and simplifying the focus.

HEART: Crop into the personal intimacy to show the experience better.
VITALITY: Use the lines found in the image to create movement and lead the eye.

3 &4 CYCLING IN THE
BLACK MOUNTAINS,
POWYS, WALES

This image, as it exists, has
many ‘on brand’ characteristics.
It has depth, is inspiring in
that you can imagine yourself
in the image and is bright and
vivid. The characters are real
and the nature of the activity
gives it a sense of vitality.
However, the focal point, the
cyclists, are placed directly in
the centre of the image, which
is rather boring. The suggested

figures are somewhat lost in
the background. The tighter
composition emphasises
movement, speed, drama
and story. The viewer is
drawn into the action, the
three characters in the
shot and their stories are
1& 2 SCOTLAND amplified, whilst the sense
V5. ARGENTINA, of scale within the stadium
MURRAYFIELD, EDINBURGH s maintained.

As it is, this shot has good
colour and a clear sense of
occasion. However, the key

crop on the right uses the depth

of the image to draw the viewer in.
The cyclists are placed off centre
creating a dynamic sense of motion.
The expressions on their faces are
now clearer, adding emotive depth
to the story of their journey.
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COLOUR

RED PALETTE

Our red palette comprises a set of eight different hues, each of which has a name. Each colour also has
two tints. We look at the eight original colours in each palette as our hero colours, and the tints as accent

colours that can add visual subtlety to creative. When used, a tint should always appear with one of the
hero colours, not by itself. Always look to one of the original hero colours for your creative starting point.

C mocoowms ccanrs
SPECIAL PROCESS RGB WEBSAFE NON WEBSAFE TINT 1 TINT 2

MACDUFF Fantona®7431 C10 M55 Y10 KOO R224 G113 Blgd #CCs699  #E071A4 CO7 M40 Y10 KOO C00 M20 YO0 KOO
POPPY Pantone® 191 C00 M85 Y40 KOO R27 G41 B88&  #FF3366 #F72058 C00 M55 Y22 KOO C00 M33Y1Z2 KOO
LETTERBOX Pantone®1788 C0O0 MOS0 Y75 KOO R252 G26 B35 #C(C3333 #FCTAZ3 CO0 Me5 Y45 KOO C00 M33 Y20 KOO
SIXTY SIX Fantona®1925 C10 MT00 Y55 KOO RZ2S GO B57 #C(C3366  #AF0039 CO0 MI10 Y70 K30 C00 M40Y15 KOO
DRAGON Pantone®@ 214 C20 MT100 Y25 KOO R198 G1  B9S #CC006s  #Ca015F C13 MA0 Yi5 KOO COF M40Y10 KOO
KAPOOR Fantona® 7435  C70 MT100 Y10 K50 R109 GO B57  #660033 #D0039 C10 Ms5> YOO K23 C10 M35Y00 K15
PLUM JAM Fantone®7427 C10 MT00 Ye5 K35 RM7 GO B29  #000033 #220010 C10 Ms5 Y40 K20 C00 M30YI5 K15
STAG Pantone® 188 00 M95 Y45 Ke0 RS9 G7F B29 #993333 #630710 C00 Ms0 Y32 K40 C00 M30YI10 K20
Helpful hint NB

When setting up literature templates in Quark using the four colour
specifications for the red palette, name your colour with the prefix red’
eg. red_stag, this will ensure all the reds are grouped together in your
colour listing.

Differences in paper stock and finishes may affect colour consistency.
If in doubt please refer to a 4-colour process book. When using colours
on the internet your default should be the websafe values. When using
tints for non-print creative, Tint 1is a 63% tint, Tint 2 is a 33% tint.

TINT 1 TINT 1 TINT 1

MACDUFF

LETTERBOX PLUM JAM
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TYPOGRAPHY

EXPRESSIVE TYPOGRAPHY

We use expressive typography in a very specific way. Words,
phrases and sentences can be reproduced as stand-alone
graphic elements or combined sensitively with photography
to create atmospheric and engaging narratives. Expressive
typography should only be used to enhance an image or
execution, and should not be overused.

Clarendon and ITC Bailey Sans are the two font families
which may be used to create expressive typography.

Clarendon

Light, Roman, Bold

Bailey Sans

Book, Book italic, Bold, Bold italic

Both Linotype Clarendon and ITC Bailey Sans can be purchased
online at www.fontexplorer.com/fontstore/

NB When ordering for a MAC you should opt for post script

or open type. For a PC you should order true-type.

11
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TONE OF VOICE

OVERVIEW

The way we write about Britain, our tone of voice, can really help bring the experience to life
for visitors. How can our writing reflect depth, heart and vitality? Looking at each in turn helps

Adding a sense of depth to copy is about using words to give
a real flavour of the place, the person, the attraction or the
event. Rather than just listing the facts, find time for the

clarify what we hope to achieve and identify those things which will really engage our audiences.
stories. People are fascinated by the "behind the scenes’
descriptions, the stories and the rumour that surround many

of our most famous landmarks and characters. p
Heart has a number of interpretations from a warm,
genuine and human side to a spirited and committed
side. When people write with heart they really
communicate with the reader and put something of
themselves into the copy. Expressing your opinion and

experience of a subject in a credible and genuine fashion
communicates the heart element of the brand.

Vitality is important as it starts to get the visitor o ®
excited about the experience. A way of putting

across vitality is through a sense of enthusiasm

for the subject. We can recognise vitality when

a spark of positive energy, attitude or pace lifts
a passage.

16
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TONE OF VOICE

SIX KEY PRINCIPLES

The following are some ideas about how to bring the brand essence of depth,
heart and vitality into the way we write about Britain. When you're writing an article

we don't expect you to be ticking off each principle as you go along, your copy should
be natural and unforced, however the principles below should inform your writing.

Describe the personal experience as e.g. There is something absolutely magical about pushing off your shoes and actually feeling
well as places. the sand between your toes.

Write in an informal and
conversational style.

Introduce pace by breaking up e.g. Nothing beats browsing through the stalls on a crisp, bright, winter morning. A warming
sentences. cup of coffee. A long-sought bargain.

Tell stories and paint
pictures.

Spea dlrectl}r to the reader. e.g. | got goose pimples when | saw the spot where Thomas 4 Becket was martyred in 1170.

Put customer's thoughts into
words.

To sum up...

We're looking for a more journalistic style of writing, the kind of thing you might enjoy reading in the travel section of a Sunday
paper. This doesn't mean abandoning depth of information in favour of fanciful or whimsical text. We don't need to look far for
examples of great characterful writing with lots of detail - just look at the Rough Guides or Lonely Planet for example.

What we really want is to talk to our target markets on their level, peer to peer, instead of talking up or down to them. In this
way our communications become more credible, motivating and effective.
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Shrnuti

|Strategie znaCky znamena vytvoreni partnerskeho vztahu mezi
destinaci a klientem

" Branding destinace spociva v diferenciaci znacky od
konkurencnich destinaci

_IUspesny branding je uzce provazan se vsemi prvky
marketingoveho mixu

“1Branding muze destinaci poskytnout pfidanou hodnotu
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Fotografie by mély v prvniradeé vystihnout atmosféru mista ¢i aktivity. Mély by to byt prirozené, az
dokumentarni ¢i filmové zabéry. Rozostieni, pohyb, ¢i zajimavy vyiez vykresli atmosféru lépe nez
perfekiné inscenovany a barevné ,nalestény“snimek. Vyznamnou roli ptizachyceni pocitu autenticity
hraje meékké, misty azbarevnésvétlo, které preferujeme pred dennim ostrym osvétlenim. Zasadnése
vyhybejme umélearanZovanym zabértim a kire¢ovitému p6zovani pired objektivem. Atmosférama
pirednost pied zdanlivou femeslnou dokonalosti.
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Trochu jina
destinace

Fijeme ve svité sterectypl

a zkratkovitych asociaci. Reknéte
za hranicemi Ceska republika

a nejtastéi se lidem vybavi
Praha, skvéle pivo a krasne Zeny.
Madhodte nékde v &echach téma
jiZni Morava a uslyiite o vinu,
Lednici nebo vile Tugendhat.
Made zem a nas region jsou ale
piilis silne destinace na to, aby se
nechaly swvazat svymi sterectypy.
Jizni Moraveé je zkratka Skatulka
kraje bodrych stryca a vinnych
sklipkd prilis tésna. Je naase, aby
to koneéné ukizala!

Mova znadéka a s ni spojeny vizualnl
styl respektuje Sirckou 3kalu
moZnosti, ktere jiZnl Morava svym
navitévnikam nabizi. Mepopira
preoplanove letita spojeni,

ktera si lidé ve vztahu k regionu
utvofili. Hrdé se hilasi k tradici
pohostinnosti, humoru a nadsazky,
jimiZ jsou linomoravane vyhlaseni.
Zarover viak ukazuje, e

pohostinnost neznamena nutné
jen hodove koladky a domaci
zabijatku, humor, ovinénég
viipkovani a nadsdzku vé&&ng
Epickovani s PraZaky.

Mova znafka pomaha jiznl Moravé
budovat postaveni svébytng

a sebevédomeé destinace, které ji
po pravu nale?i. Destinace, ktera
vi. Ze jeji kofeny sahajl hluboko

do historie, vyrlstaji z podhoubi
lidowych tradic a nevisdniho
pfircdniho | kulturmiho bohatstvi
Destinace, ktera reflektuje moderni
trendy a neziidka je i udava, at uz
jde o gastronomii, aktivni traveni
volného &asu, relaxaci nebo tfeba
noéni Zivot. Destinace, kiera je
natolik silna v kramflecich, e se
nemusl brat smrtelné vainé nebo
se bat fict, e dovolend v Ceskeé
republice miZe znamenat | néco
jingho nef jen pijatiku v Praze nebo
mechanicke odikriavani pamatek
UMESCO ze seznamu.

Pokud:

¢ komunikujete hravé, pfatelsky,
viipné, s nadsazkou a zdravym
sebevédomim,

+ prezentujete Sirokou nabidku
regionu,

+ hledite novy pohled na
tradiéni pFednosti destinace,

jste v souladu se znatkou
JiZni Morava.

brand essence /10

"1Stereotypy

_IHIasi se k tradici pohostinnosti,
humoru a nadsazky

_1Ale také reflektuje moderni trendy a
nezfidka je i udava (gastronomie,
nocni zivot, ...)

"1Sebevédoma destinace, umi se

prezentovat mimo zavedena klisé
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Region bohaty ve vsech smerech

KaZdy region méfi sve bohatstvi
ve dvou ohledech. Ma to, co mu
bylo dano, at uZ pfircdou & historil.
K tomu ma sve lidi s jejich plany,
aktivitamni, sny, radostmi a strastmi.
To prvni twofi jeho potencial. Ti
druzi jej naplfiuji a v nékterych
vyjimeénych pifpadech rozvijeji

a pfekracuji. Jizni Morava dostala
gtédfe nadélenc v obou smérech.

Jsme krajem slunce, vina

a ikonickych pancramat. Jen
zaviete ofi a pfedstavie si

masiv Palavy, nekonedné fadky
vinohradd, zvingne lany moravskeho
Toskanska, meandrujici Dyj

nebo tajemne punkevni jeskyné
Pokud uZ jste pfircdnich kras
nasyceni, vydejte se s nami po
stopach d&jin. Zanechaly nam tu

po sobé nespofet pamatek,a to
nemusime zlstat jen u pfekrasneho
Lednicko-valtickeho arealu,
funkcicnalistickeho klenotu

v podobé vily Tugendhat nebo
svetoznameho slavkovskeho
bojisté V' kaZzdé vesnitoe narazfie
na zajimavy kostelik, kaplitku nebo
tfeba boZl muka

Mo a pak jsou tu nasi ide. Pozitivnl,
usmévavi, pohostinnl, gincrodl
a napaditi. Ale za viech okolnostl

predeviim opravdowi a svi. Odkojeni
odkazem inovatord, jako byl Gregor
Mendel nebo Leos Janacek. Lide,
ktefi maji odvahu délat swétovou
gastronomii ve vesniéce s nékolika
sty obyvateli. Lide, ktefi dokaZou
proménit ospalou regionalni
metropoli v Mekku kavarenske
a barove kultury. Lidé, ktefi
dokizali dostat nade zplundrovans
vinohradnictvi opét na svatovou
urovedi. Lide, ktefi dnes a denné
rozjizdéji sve podnikani nebo
poscuvaji hranice ve v&dé, sportu
kulture.

Jeden jihomoravsky rodak kdys
fekl, Ze: Spatné pfekondvat
dobrym - to nenl tak t&2ke, ale
t&2ko je pfekonavat dobré lepiim.”
Jinomoravang to délaji kaZdy den.
Z toho je potfeba mit radost

pFib&h znacky /11

|Kultura a priroda =
potencial

CJAktivni lidé

_IKraj slunce, vina a
Ikonickych panoramat

_IPozitivni, usmevauvi,

cinorodi a napaditi lide
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Jizni Morava je jedinecna.
Stejne tak i jeji nova znacka

Ukolem ka?dé znacky je
diferencovat a jasné urdit to,

oo reprezentuje. Plvod znadky
proto hledame v osobitych
charakteristikach, ktere formovaly
twvar regionu a jeho identitu a kters
&l wwmezujl v zaplavé jinych
destinaci — at uZ tuzemskych, &i
zahranicnich.

Ma kfiZovatce cest - UZ od dob
jantarove stezky byla jiznl Morava
tavicim kotlem riznych kultur
avlivi. Take dnes ostatné t&3 ze
sve unikatnl pozice na spojnici
mezi hlavnimi mésty tii statd.

Mikdy neustavajicl pfesun lidi, zboZi
i myslenek s sebou nutné nesl
otevienost, pratelskost, toleranci
a pohostinnost.

Venkoméstanstvi — Kulturni

a spoledensky hukot druhého
nejvétiiho mésta v Ceske republice

i pomalu plynouci Zivot venkova.
Fadny jiny tuzemsky region nenabizl
ternto unikatnl koktejl. Vysledkem je
dualita kesmopolitninoe rozhledu

i tradiénich hodnot.

Kratké vzdalenosti — Ma jizni
Moraveé nejsou kratke vzdalenosti
jen mezi betonem a pfircdou’,

ale i vedalenosti mezi lidmi. Ulice
nasich mést a vesnic nejsou plne
anonymnich, spéchajicich jedincd
zirajicich do mobild, ale lidi, ktefi
vnimajl a sleduji sve okoli — aby jgj
mochli cbdafit dsmévem nebo tfeba
nadzvednutym obodim. Déni kolem
sebe Easto spontanné glosujeme
se viipem, nadsazkou a bez
zbyteénych formalit. Mikdy

vEak se zhm dmyslem.

V jednoduchosti je radost -
Zilerne v regionu, ktery nam
umofiuje radovat se z prostych
&istych vecl. Krasné pfirody,
dobrého jidla, pitl, slunce, tance,
zpévu. Nepotfebujeme pozldtko
a sloZitosti. Takova bude i nova
znacka - tak trochu poditkairska.

Meustile se posouvame dal -

Ma jiZni Morave je jednoduche byt
spokojeny s tim, co Elovek ma.
Presto takovi nejsme. Nas region
imy v sobé mame drajv, ktery nas
nutl posouvat hranice a objevovat
nove veci. Bez ohledu na obor,
inovatorstvi mame v krvi.

Jaka znacka je
a Jak se chova?

Odpovedi na tyto otazky jsou kligem
k jeji identits,

Oteviend, piatelski tolerantni

a pohostinna — Pred nikym nezavira
dwefe, nikoho nenechava stat
bokem. le tu pro viechny — pro
tuzemske | zahraniéni navit&wmniky

i pro Jinomoravany samotne.

Ochotné se déli o bohatstw regionu,

je 5t&dra a zaroveni i schopna
uspokojit viechny potfeby turista
a swwch obyvatel,

Kosmopaolitni i tradiémni — Umi byt
hipsterka z brnénske kavarmy i holka
v kroji. Ma rada tep mésta s jeho
kulturou a zabavou | hodove vesell
a blizkost venkova, ProtoZe vi, e
jedno nevyluéuje druhe.

Spontanni, vtipna a neformalni -
Mebere s& smrteiné vazné
Skrobena formalnost a vwkanl jsou
ji cizi. Dok aZe zavtipkovat, utrousit
sebeironickou poznamku, ale nikdy
nesklouzava k cynismi.

PoZitkairskd — Choe a umi s2 bavit.
Mechava se unaset smyslowvymi
viemy. Zadné svétske potéseni ji
nenl cizil. Je to swidnice se smyslem
pro harmonii.

Inovativni — DokaZe se podivat

na veci jinak nez v&téina, neotiele

a s napadem. Je aktivni, cdvaZzna

a nebaoji se uskutednit svou vizi. Diky
tomu dokaZe nabidnout to, co jini ne.
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Ke komu

znhacka mluvi?

Prostfednictvim Centraky
cestovniho ruchu JiZnl Morava
oslovuje destinace pfedeviim
navit&vniky regicnu, a to jak
klasicke turisty, tak i byznys
klientelu mifici na kongresy &
veletrhy. To do znaéng miry uréuje
i strukturu cllowyeh skupin, ke
kterym se nova znatka obraci.

Miladi a mladi dospéli - Studuji
nebo zadinajl pracovat a pfi
cestovani se chitéjl zejmena bavit
Spi%e neZ pamatky a historie je
zajimajl neviednl zaZitky. Nejsou
tak naroéni na kvalitu sluZeb, ale
kli€owa je pro né Sife nabidky
regionu. V komunikaci s touto
cllovou skupinou mife byt znadka

nejuvolnénéisl a nejmené formalni.

Maopak — pfilisng upjatost by ji
mohla odradit.

Rodiny s détmi - Zajimaji je méné
naroéné aktivity, které mohou
absolvovat se sywwmi ratolestmi,
mohiou byt vEak | sportovné
zalocZené. Do hry v tomto pripadé

vstupujl i klasictéjsi témata kultury,
historie a kvalitnl gastronomie.

Dospéli — Mladi pracujici lide

a mlade pary, ktere jesté nemajl
dé&ti. Gasto cestuji ve vEtiich
skupinach. Vyhledavaji zabavu

a jsou ochotni (a schopni) Za ni
zaplatit. W pfipadé teto cilove
skupiny miZe nova znacka
prezentovat teméEF celou SR
benefitd regionu, protoZe radius
jejich zajmi je Siroky. Ma rozdi od
miladych a mladych dospélych jsou
Ji naroénéjsi na kvalitu sluZeb.

Priazdné hnizdo - Rodide, jejichz
déti jiZ opustily domov, a ktefi £asto
hledaji nove zdroje seberealizace.
Jednim z nich nezfidka byva
cestovani. Chit&ji si pinit sve sny

a nabouravat kaZdodenni sterectyp.

Meboji e experimentovat.
Kladou vyiEl narcky na pohodii
a dostupnost jednotlivych zaZitkd.

Kongresovi a veletrZni turisté —
VEtSinou mifi do Brna a do regionu

je nezfidka vysila zaméstnavatel.
Pokud je vEak destinace

zaujme, mohou se do ni vratit
pozdd&i. Zajima je kulturni wyZiti

a gastronomie. Vyhledavajl zaZitky
i ve viedni dny, nejen o vikendech,
kdy je viude spousta turistd.

Poskytovatelé slufeb cestovniho
ruchu - Nova znacka se neobraci
pouze ven, ale i dovnitf —

k pfirozenym ambasadorim
regicnu. Mé&la by je motivovat, aby ji
pfijali za svou a posilovali jeji vliv.
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Dva archetypy v jedné znacce

Archetypy nam pomahaji vypravét
pfibeh znacky v takowych vzorcich,
kterym cllove skupiny snadno
porozumi. Znaéka jiZni Moravy

v sobé spojuje archetypy hned
dva. Milence a psance.

Milenac - Nenechte se zmylit
nazvem. Archetyp milence
zahrnuje viechny druhy lasky,
nejen tu remantickou. Milenec
chce mit s lidmi blizky vztah a touw#l
po tom, aby se citili vyjimedni.

Zije tim, aby naplfioval potfeby
druhych. Je vainivy, petuje

o vztahy a vyjadfuje uznani.

S archetypem milence se viak poji
také smyslnost. Vechno, co potési
vaie smysly — at uZ jsou to krasné
veci, zajimave vang, vyteéne jidic
£i piti nebo tfeba dotek slunce na
twdfi — milence t&5[

Psanec - Reprezentuje rebelskou
povahu jizni Moravy. Citime v ném
kousek Brna i touhy délat siveci
po svémn. Nebojl se narudovat
status quo, touZi po zméné

a bofi tabu. le to nekonvenéni
myslitel, ktery dokaze vidy pfijit

s novym a nectfelym pfistupem

k wEci. Psanec vidy pfekvapuje

a nikdy nenudi. Bavi ho posouvat
hranice toho, o éem si lide mysli,
e je moZné. Tento archetyp
reprezentuje jlhomoravskou
inovativnost, ale i smysl pro humor
a cdvahu mistnich lidi.

archetypy /715
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jizni morava

Pojdme s lidmi mluvit jako lide

Pokud vizualni styl a logotyp
piedstavuji nonverbalni &ast
komunikace znadky, texty a jejich
tonalita reprezentuji verbalni
sloZku. Obé& dvé se pfitom

museji vzajemné podporovat,
aby byla znacka pro sva cilova
publika srozumitelna, autenticksa
a konzistentnl.

W textaci veskerjch vystupd

jsme proto vidy pozitivni, hravi

a neformalnl. Zddarazfujeme
pfirczene pfednosti destinace —
pohostinnost, pfatelskost,
spontannost, inovativnost,

vtip i hédonismus. Zédsadné

se vwwhybame Ofedni hantyrce

a spojenim typu .realizovat projekt”
atd. Prosté a jednoduie, mluvime
jako lide, nikoli Ufednici. Stejné,
jako miuvi Jinomoravang sami.

Doplfiujicl preek komunikace
pro novou destinaénl znacku
piedstavuje claim ve znénfl:

~TA radost”

Fri¢emz v jednotlivych kampanich
by byl claim zobrazovan pomoci
znaku # (hashtagu):

#TARadost

Formulace claimu svou zp&vynostl
odkazuje k folklorni tradici jizni
Moravy a jejim lidowym pisnim.
Zarovefi viak evokuje moderni
formy komunikace prostfednictvim
socidlnich siti a jejich zkratkovitost,
kde napfiklad spojenl _Ten pocit,
kdyZ.." patfi k obvyklym zplsobim
uvozeni pfispévki s emocionalnim
podtdnem.

Claim je zérovef dostateéné
univerzalni, aby nam umoznil
propojeni s riznymi atributy
jiZni Moravy. MiZeme jej pouit
pro dirckou dkalu pfednosti této
destinace:

At ui jde napfiklad o aktivni
sportovni vwyZitl (pfedstavte si
propagaénl materidl na singletrails
v Jlihomoravském krasu):

#TARadost z pohybu

Pfes gastronomii (material
prezentujici lokalni speciality/vina):

#TARadost z poctive
chuti / prvniho dousku
Prirodni krasy, pamatky, vizualnf
sexappeal regionu:

#TARadost

Z paradni fotky

Drruhou variantu, ktera nam dobfe
poslouZi pro uvedeni deldich textd,
pfedstavuje spojeni se slovem
JedyET

#TARadost

KdyZ jste si uzili parddni den na
kole, ale vite, Ze to nejlepil vas
teprve ceka. Nad fadky vinohradu
se pomalu stmiva a sklenicka ve
va&l ruce je prvni z mnoha.”
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Jizni Morava se
krasné foti.
Pojdme toho

vyuzit

Stejné, jako jsou fotogenicti

lide, jsou fotogenicke i regiony

a jizni Morava je rozhodné jednim
z nich. le pfirozend, nepotfebuje
zbytedné pfikrasdlovat a ma hodné
co ukdzat. Nechceme ji proto
prezentovat prostfednictvim
kasirovanych a nepfirczenych
kompozic, fotobankowych snimbkd
rebo Photoshopem vwiehlenyeh
modeld.

Proé také, kdyZ dplné oby&ejna
momentka fekne Casto mnohem
wic. Fotograficky styl nove

znacky by proto mél ukazovat

lidi zachycené v pfirozenych
situacich, ktefi nehledi do &ocky
fotoapardtu. Vzniknou tak vizualni
stfipky pfibéhd, které dohromady
skladaji mozaiku nove znadky
destinace. Pokud se nam do
fotografie podafi dostat drobny

vtipek. Jako v pfipadé divky v kroji,
ktera si déla selfie na mobilu, jsme
doma. Takova je jiZni Morava -
tradiénl i soudasna, pfatelska

a komunikativni.

Druhym ddleZitym jmenovatelem
fotografického stylu je atmosféra
definovana svétlem a barvami. JliZzni
Moravé to nejvice slugiv teplém
barevném spektru, prozafeng
svEtlem takzvané zlaté hodinky,
kdy jsou barvy vyrazn&jsi, osvétleni
méekEl a stiny dramatict&jsi.
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Logotyp

jizni morava

Cisté typograficky logotyp

sloZeny ze symbolu a pfepisu
ndzvu destinace. Vidy ve stejné
kompozici, barvach a typografii.
Vyznaduje se vysokou mirou
rozpoznatelnost, nezaménitelnosti
a jedineénosti.

Wychazi z moderni typografie

a wyrazneho kontrastu, kdy
symbol m jednoznaéng vyjadiuje
Maoravu (pfedstavuje srdce
Maorawy — regionu).

Purpurova barva vyvaolava

pocit vielosti a pozitivnl emoce
neagresivnim zplsobem.

Maodra barva zastupuje
rovnovahu, vyvaZenost a pohodu
kraje. Symbolizuje vodni toky,
oblohu, lidove wivarne techniky
{modrotisk, zdobeni kraslic

a keramiky apod.). Je propojujici
linkou s minulosti a tradicl.

Celkovou identitou navazujems
na graficky styl Jihomoravskeho
kraje a obé znacky vzajemné
propojujeme.

Logotyp destinaénl znacky
lizni Morava vyjadifuje:

- tradice

- hravost

- emoce [vielost)

- inovace

- minimalismus

- nadéasovost

- autenticitu

- nezaménitelnost

- propojeni th pilifd regionu
(minulost, souéasnost
a budoucnost)

- myslenku

- ndvrat ke kofenim
(dfik pismene m protaZeny
do spadu formatu).

Zakladni provedeni logotypu se poudi v situaaich,
kdy je maZné tisknout bareyn®. Pravida o apliked
agotypu ne podkladowpeh plochach jsou pfesné
definowing no strané 28-30

https://www.ccrim.cz/wp-content/uploads/2020/02/jizni morava
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Cl Logomanual

kraj final.pdf
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