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Over the past year, Hermiston Futures Task Force, Branding and Committee 

Promotion Committee and Limelight Design have worked together to develop 

a new brand identity for the Hermiston region. Our collective hope is that this 

identity will help give Hermiston a face, unify its communications with a singu-

lar voice that speaks to the wonderful uniqueness of why you can “grow” here.

To get here we’ ve brainstormed together as a team to understand what makes 

this area what it is. We’ ve also conducted research with a qualitative and quan-

titative data from ag producers and industries in the region, looked at our de-

mographics, education system, healthcare, weather, recreational activies and 

determined that Hermiston is a place for growth. 

With that said, we’d like to give you this brand book. We see it as both a catalog 

of work and a tool to help protect the integrity of the artwork. Inside you’ll find 

executions that in many situations could be used “as is.” We know, however, 

that there will be circumstances where this work will need to be customized by 

Limelight Design to meet your specific needs. We’re hoping the examples here 

can serve as guidelines for layout, font and color use as well as set the tone 

of Hermiston’s brand voice and how it should come to life across a spectrum 

of media. Thank you, and if you have any questions please contact the City of 

Hermiston or Limelight Design, brooke@limelight-design.com.

DEAR READER,
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WHAT MAKES HERMISTON DIFFERENT?







A VIBRANT, GROWING CITY…

…offering the best of the American rural lifestyle in the heart of the 

Pacific Northwest. The most populous city in eastern Oregon, Herm-

iston is noted for its friendly, inclusive community. 

WITH A WEALTH OF OPPORTUNITY…

…in a region that enjoys great weather, with mild winters and an ex-

tra-long growing season. Hermiston is the regional hub for agriculture, 

energy, education, medical services, and commercial transportation. 

We are well-positioned for business development and growth in mul-

tiple areas.

WHERE LIFE IS GOOD…

…and outdoor recreation abounds in the rugged beauty of the Co-

lumbia River Basin. Hermiston features a top-tier school system that 

is not only academically strong—it’s also a sports power recognized 

statewide. We host the largest healthcare expo in eastern Oregon, 

and showcase one of the largest county fairs in the state, including a 

first-class rodeo.

HERMISTON, YOU CAN GROW HERE.

IN OTHER WORDS HERMISTON IS...
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BRAND STRATEGY & STANDARDS







IDENTITY & REQUIREMNTS
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LOGO VARIATIONS
The primary Hermiston logo is composed of the the wordmark and our tagline 

“You Can GROW Here.” The logo can be featured different ways and should 

always appear horizontal.

WORDMARK

TAGLINE

WHOLE LOGO

REVERSED



CLEAR SPACE
Clear space is the area surrounding the identity that must be kept free of any 

text or graphic elements. It ensures that the identity stands out in any context.

The clear space is measured by the cap height of the wordmark, shown as the 

value x in this exhibit. The minimum clear space must always be 1/2X on all 

sides of the identity, except where noted. The clear space area surrounding 

the identity must be kept free from any text or graphical elements. The clear 

space rules apply to all three variations of the identity.

X

1/2X1/2X 1/2X

1/2X1/2X 1/2X

X

WHOLE LOGO

TAGLINE ONLY

LOGO ONLY

X

1/2X1/2X 1/2X

1/2X1/2X 1/2X

XX

1/2X1/2X 1/2X

1/2X1/2X 1/2X

X
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SIZE REQUIREMENTS
To maintain readability, logo size is important. The logo should never be printed 

smaller than the sizes listed below. For digital viewing or large format materials  

such as signage and billboards, use your best judgment for the size of the logo, 

or consult Limelight Design, but be sure to leave adequate clear space around 

the mark so the logo remains easy to find and read.

1.5”

1”

.75”

WHOLE LOGO

LOGO ONLY

TAGLINE ONLY
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PRIMARY FONTS

Zurich Bold Condensed is the primary font used for headlines and headers. 

We recommend all caps. Univers Light is the primary font used for body copy 

We recommend using light or, in cases of subcopy or smaller blocks of copy, 

oblique and bold is also an option. Uppercase and lowercase letters are used.

In cases where these fonts are not available (web or electronic communica-

tions) Arial is the alternate typeface that is acceptable. Arial is similar in its san-

serif letterforms and legibility and has typefaces for narrow, bold and italics.

ABCDEFGHIJKLMNOPQRSTUVWXYZ ABCDEFGHIJKLMNOPQRSTUVWXYZ

ABCDEFGHIJKLMNOPQRSTUVWXYZ ABCDEFGHIJKLMNOPQRSTUVWXYZ

ABCDEFGHIJKLMNOPQRSTUVWXYZ ABCDEFGHIJKLMNOPQRSTUVWXYZABCDEFGHIJKLMNOPQRSTUVWXYZ

ABCDEFGHIJKLMNOPQRSTUVWXYZ

ABCDEFGHIJKLMNOPQRSTUVWXYZ

abcdefghijklmnopqrstuvwxyz abcdefghijklmnopqrstuvwxyz

abcdefghijklmnopqrstuvwxyz abcdefghijklmnopqrstuvwxyz

abcdefghijklmnopqrstuvwxyz abcdefghijklmnopqrstuvwxyzabcdefghijklmnopqrstuvwxyz

abcdefghijklmnopqrstuvwxyz

abcdefghijklmnopqrstuvwxyz

1234567890 1234567890

1234567890 1234567890

1234567890 12345678901234567890

1234567890

1234567890

ZURICH ARIAL NARROWUNIVERS

LIGHT

BOLD CONDENSED BOLD

ITALIC CONDENSED ITALIC

LIGHT CONDENSED REGULAR

BOLD

OBLIQUE
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PANTONE 1807 PANTONE 5767

PANTONE 7401

PANTONE COLORS
To maintain color consistency on printed material we recommend using PMS 

(Pantone Matching System) colors, or a CMYK build of the PMS color. Our 

primary Pantone colors are 462 and 7401. These two colors support our choice  

to use can be associated with the meaning of the word growth and speak to 

our country heritage. Versus white and black they add warmth to whatever 

photo they are placed on and are interchangeable to be legible on a light or dark 

background.Our secondary Pantone colors may be used as supporting colors.

PANTONE 462
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IMPROPER IDENTITY USAGE









IMAGE STYLE









QUESTIONS, COMMENTS & CONTACT INFO



IS A REGISTERED TRADEMARK OF THE CITY OF HERMISTON.

NOT FINDING THE INFORMATION YOU NEED?
No problem. If you have questions about using the logo or if you are seeking 

approval for a special circumstance not outlined in these standards, please 

contact us. We will be happy to assist you.

CITY OF HERMISTON
180 NE 2nd ST. •  HERMISTON, OR 97838

PHONE (541) 567-5521 •  FAX (541) 567-5530
www.hermiston.or.us

LIMELIGHT DESIGN
PO BOX 609 • HERMISTON, OR 97838

PHONE (541) 720-4244
www.limelight-design.com
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