


The Concept

FUSE = Experience + Inspiration

The new Fuse wordmark is designed with an abundance of surface area which
offers the opportunity to act as a canvas for the Fuse brand. By changing the
imagery in coordination with the present exhibition, the logo acts as a window
into the theme of the event. This changeability also supports the brand's fresh
and innovative personality.

The wordmark is heavy and condensed and is effective for grabbing attention
and making a statement. The font is geometric and block like, the combination
of its thickness and thin angular counters are reminiscent of the maze-like

halls of a gallery.

Brand Elements

A typographic treatment is designed to relate the brand personality as well

as facilitate a hierarchy in communication. As a strengthening element to the Fuse Business Card
brand identity the Fuse logo always appears vertically. A grid system has been

developed for posters, banners, and horizontal formats. Guidance has also been

provided for colour theory and proper artwork usage.

Fuse Poster

Typographic Treatment

Gothamis the headline and text font for the Fuse
brand. It is the embodiment of a contemporary
urban typeface and presents itself as the Fuse
Brand does, confident, urbane, and sophisticated.

The varying weights allow for creativity in
composition as well as facilitate a hierarchy
of information. The Gotham typeface commu-
nicates the Fuse brand's emphasis on urban
playfulness and sophistication.

The type treatment is an essential brand element
which communicates the fresh and chic person-
ality of the brand.
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Grid System

Vertical Poster System

T The logo should hierarchically be the most commanding
Fuselogo element of all visual communications pertaining to Fuse.
G vent Details A grid system outlines the proper usage of the identity
across all applications. It designates the appropriate scale
12 and placement of elements to increase recognition and
communicate the fresh urbane nature of the brand.
Horizontal Poster System
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Tag Line

The tag line for the Fuse Brand relates that the event
is about experience and inspiration. Fuse encourages
attendees to engage with art, meet like minded people,
encounter new experiences and be inspired. Most im-
portantly, Fuse cultivates culture.

This mixing of people and ideas is a veritable breeding
ground for culture. Hence the tagline:

Culture Breeds

The typographic uses treatment is essential to the tag
line and should visually communicate that Fuse en-
courages the growth and evolution of culture.




Placement

]

SkyTrain Wrap

Button Treatments

Dana, Deschene :: hello@dansabird.com

Social Networking

The new Fuse brand will be supported by a social
networking element. Upon entering the event,
attendees will receive a button with their ticket.
The button will feature one letter (F-U-S-E) from
the current logo. After four Fuse events, attend-
ees will potentially have a full set; and, because
you can't control the letter you receive, people
will be encouraged to compare and trade buttons.

The buttons will hopefully make it onto jacket
collars, hats and bags and will act as an identi-
fying mark of a Fuse attendee. The buttons will
encourage repeat attendance, bolster community,
and act as low cost publicity.



