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01.//

THE CORE

BELIEF

Hong Kong is more than its buildings, businesses, and attractions.
The heart of the city is its people — their stories, memories, and
relationships are what really make the city remarkable.

OBJECTIVE

Create a brand identity that captures the spirit of Hong Kong and
invokes a sense of pride and unity among her people.

MANTRA

We are Hong Kong.
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MANIFESTO

STANDARDS & BEHAVIORS

We welcome and embrace individuals and
companies with a vision for the future and a desire
to improve the world. We believe the open and
competitive atmosphere of Hong Kong brings out

the best results.

CULTURE

BRAND VALUES




WE ARE

a city of millions of faces, each with a story to tell, and
each a part of a vibrant, global culture. We are the
elderly man, practicing his morning Tai Chi, and we
are the young business woman, innovating ideas for
a better tomorrow. We are the dim sum shop around
the corner, frequented by generations of families, and
we are the bright lights in Causeway Bay that never
shut off. We are the warm breeze flowing through
the lush mountain side, and the bustling sounds of
street life that keep your heart pumping. We are the
unforgettable days and nights in a place like no oth-
er, forged from the hands of all that call this place

home. We are many things, and

WE ARE HONG KONG.
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SOUND & ENVIRONMENT  Energetic
Vibrant
Bustling
Not unpleasant or harsh

TASTES Modem
Bold
Diverse
Cultural (Chinese and global)
Authentic
Personal
Inspiring
Adventurous

TARGETS Promote cultural pride among locals and ex-pats.
Promote Hong Kong to travelers and businesses as an exciting and vibrant place to grow and experience.

TRENDS Desire for more authentic experiences
Rise of areas that offer diverse choices in convenient proximity
Need for self expression among youth
Need for balance in city life
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BRAND
PHILOSOPHY

Hong Kong is a renowned city like no other, that is home
to millions of people. We believe each one of these people
should feel happy and prideful to call Hong Kong home.
WE ARE HONG KONG is the voice that signifies our city is
what we make it — because Hong Kong is our loved ones, it
is our happy moments, and it is part of who we are are. Hong
Kong is us, and we are what make this city remarkable.
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BRAND
STRATEGY

STRATEGIC CREATIVE DRIVERS

To promote the core values of WE ARE HONG
KONG, our brand must become present within the
communities of Hong Kong.

Promote CULTURE in communities through
reoccurring community events.

Promote PRIDE and UNITY by integrating WE
ARE HONG KONG branding into public areas
and creating advertising campaigns driven by
inspirational messaging.
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THE
GAUGE

1972 1974 1976 1976 1980 1982 1984 1986 1988 1990 1992 1994 1996 1996 2000 2002 2004 2006 2008 2010 2012 2014

COMPETITIVE LANDSCAPE

Competitors: Shanghai, Seoul, Singapore, Malaysia, Tokyo, Bangkok

Despite being a small city, Hong Kong exhibits steady and high GDP growth,
that is only outshined by Singapore.
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LEAST HAPPY MOST HAPPY

HONG KONG MALAYSIA S. KOREA THAILAND SINGAPORE

HAPPINESS REPORT

Although Hong Kong has one of the highest GDP in Asia, it has scored very low on happiness according to the World Happiness Report. Based on the report,
Hong Kong scores moderately well in all categories, but very low the Dystopia category, meaning that the people’s perception in Hong Kong is very negative.

bg. Kosovo 55585;]
7o. Turkmenistan (5.548)
7L Mauntus (5.477)

P 72. Hong Kong (5.474)
73. [Estonia (5.429)

74- Indonesia (5.399)
75. Vietnam (5.360)

Bl Explained by: GDP per capita W Explained by: generosity
B Explained by: social support Bl Explained by: perceptions of corruption
Bl Explained by: healthy life expectancy B Dystopia (2.10) + residual

Bl Explained by: freedom to make life choices H 95% confidence interval




INSIGHT

Hong Kong's greatest weakness is the
people’s lack of satisfaction. This is caused by
dissatisfaction with quality of living as well as
recent political unrest.

POSITIONING

By focusing on renewing people’s love
and pride for Hong Kong, we can increase
happiness in the city.
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THE
BIG
IDEA

LOGO CONCEPT

The logo for WE ARE HONG
KONG intertwines Western
and Chinese typography to
signify the global culture of
Hong Kong. The bold, serif
typefaces communicate

the passion and pride of

the brand, as well as the
brand’s modern voice. The
tightly gridded layout of the
characters along with their
jumbled placement reflects
how Hong Kong is a tight
jumble of different buildings,
cultures, and people.
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IDENTITY
ELEMENTS

VERTICAL VS. HORIZONTAL

In special cases where the dimensions of the visual
area are not suitable to for the vertical logo, the
horizontal logo may be used. The vertical logo is
preferred and the horizontal logo should only be

used when absolutely necessary.

A
WE
= ARE

&
HK

VERTICAL

WE %13
=ARE
HK#&#

HORIZONTAL




2ARE | DESKTOP

B Minimum height: 75 px @ 72 PPI
HK
1M %1
eate | PRINT R ARE TABLET
é:ﬁK Minimum height: 2 cm @ 300 DPI éﬁK Minimum height: 50 px @ 132 PP

e
e I MOBILE
Minimum height: 35 px @ 326 PPI

MINIMUM SIZE

For good legibility, the logo should never be
displayed smaller than the following sizes.



RESPECT AREA

To maintain the integrity of the logo, other
elements should not fall within a distance equal to

the logo’s "H."”




PRIMARY COLOR PALETTE

PANTONE 485 C
CMYK (5, 98, 100, 0)
RGB (226, 35, 26)

PANTONE 226 C
CMYK (66, 83, 0, 0)
RGB (120, 60, 189)

PANTONE 375 C
CMYK (46, 0, 100, 0)
RGB (149, 214, 0)

SECONDARY COLOR PALETTE

PANTONE 116 C
CMYK (0, 18, 100, 0)
RGB (225, 206, 0)

PANTONE 3395 C
CMYK (85, 0, 65, 0)
RGB (0, 93, 139)

PANTONE Orange 021 C
CMYK (0, 83, 100, 0)
RGB (285, 80, 0)

PANTONE 333 C
CMYK (61, 0, 34, 0)
RGB (52, 217, 195)

PANTONE 213 C
CMYK (1, 98, 24, 0)
RGB (234, 29, 118)



4 COLOR
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1 COLOR

P A
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= ARE
&8
HK

BLACK

WHITE



PRIMARY COLOR
COMBINATION

When the logo needs to be used in full color, this
logo is recommended as the standard choice.

A
WE
EARE

&8
HK

COLOR VARIATIONS

To show the diverse culture of Hong Kong, the elements of the logo can
be changed to many different color combinations, not limited to the ones
shown here.

A A P A
WE WE WE
ZARE <=ARE =ARE

él& él& él&
HK HK HK

The following elements must be the same color:
&F# + HK, WE + ARE, Effi+ 2
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BACKGROUNDS

If the logo is used against a background, a white logo should be used against
a dark background and a black should be used against a light balckground.
When using a colored logo, ensure that there is enough contrast between the
logo and the background.



A
WE
x=ARE
'8
HK

COLORED BACKGROUNDS

Using a white logo is prefered against a colored background. Colored logos can also be used on colored
backgrounds, as long as the colors are not conflicting or too similar.




INCORRECT USAGE

When using the logo, it is important to
not compromise the integrity, aesthetics,
or legibility of the brand. Here are some

examples of what not to do.

&8

Do not place the
logo on a cluttered
background.

Do not cut off the logo
or place it against an
edge.

Do not use more than
three colors for the
logo.

T 1r
'AV -
— N 'i:
¥ "
T S
-1 K

Do not use drop
shadows, glows, or 3d
effects on the logo.

Do not angle the logo,
unless it is a crutial
element of the design.

Do not distort or
stretch the logo.
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GRAPHIC/
EDITORIAL
ELEMENTS

TYPOGRAPHY

The typefaces used with WE ARE HONG
KONG are the Avenir family and the Kozuka
Gothic family.

WE ARE HONG KONG
RAEER

Headline 1 // Avenir Black All Caps 48 pt // Kozuka Gothic Heavy 48 pt

A CITY OF MILLIONS OF FACES
— (BRI B SR ELL

Headline 2 // Avenir Black All Caps 18 pt // Kozuka Gothic Bold 18 pt

EACH WITH A STORY TO TELL

SEASBEECHHS
Body bold // Avenir Black All Caps 12 pt // Kozuka Gothic Bold 13 pt

We are the elderly man, practicing his morning Tai Chi, and we are the young business woman, innovating
ideas for a better tomorrow. We are the dim sum shop around the corner, frequented by generations

of families, and we are the bright lights in Causeway Bay that never shut off. We are the warm breeze
flowing through the lush mountain side, and the bustling sounds of street life that keep your heart
pumping. We are the unforgettable days and nights in a place like no other, forged from the hands of all
that call this place home.

KFREN, BNEEAE, MKFIREENLZEA, BIFER, HEIEFHX, RFI2EENS, &
BRAANRERS E CEENEL OIS, FRPISEASZRE RIS, 163028 . RIS MBHER
ROREZRLE, MEEEEEENET, BrIOREIL HMES AR THHEREELBHRE M
7, FrR FARE ER 75 B R FEN,

Body copy // Avenir Roman 12 pt // Kozuka Gothic Roman 13 pt



PHOTO DIRECTION

WE ARE HONG KONG aims to capture the story of the Hong Kong people,
and show authentic glimpses of life in Hong Kong. The photo direction is very

nostalgic and personal.



PERSONAL

OPTIMISTIC PASSIONATE

INTROSPECTIVE




VISUAL LANGUAGE
CONCEPTS

To combine imagery with the
bold aesthetic of WE ARE HONG

KONG, the brand’s colors can be
overlayed onto images.




#®M

HK

30/10/15

Jon Doe
CEO
Company X
123 Main St

Dear Mr. Doe,

Solupisquam ra de laccusam sit labore dolendam undio. Nequasi dolupictur?
Teseque volupta tinumene niminvendio ipsapelia et, voluptaquis magnis si berspit as adiae
nobissim que pro et estis era quaeprernat esed endus.

Natem sa seque et veri ditatur alique miliquist, ut aliquo est, sclor rem et labo. Lautem
fugiatur, vid et quia conest quias evel inullup tatur, simolec ullore, utaquis sequam lique
platent vernati quodignatae nossi od ut omnihil is voluptatur sitatiu ntiatur?

Aborem intur saperi to maio berovid uciendit, quibus, conserferi sedi corum que por alitia
sincienient, sitate nobis rat hic to volo bea nihilitiae numendi aticrunt utatur? Qui del estin
cupta qui doluptaqui dolo velecus dendem. Ut earum eat apelicia con et entis et omnisit
iandita parchil ipsam volumenis et quam quunt, sedignam sin culpa con porera ant hic tes
autentis intionsecus secturectur.

Sincerely,

Cynthia Lu

WE ARE HONG KONG //.292 TAI.PO RD.
5129 3785 // HELLO@WEAREHK.COM

WE ARE HONG KONG // 292 TAl PO RD.
5129 3785 // HELLO@WEAREHK.COM

STATIONERY
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CREATIVE DIRECTOR
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CORPORATE
IMMERSION

AD CAMPAIGN

Hong Kong is everything we are. It is us, our family, and our
friends. Everyone in Hong Kong has a story, and that is what

we want to celebrate in our advertising.

CAMPAIGN CONCEPT

The objective of the campaign is to convey “"WE ARE HONG
KONG" in a simple, powerful message. This message is also
conveyed through a personal and emotional visual.

MORE
STORIES
THAN
BUILDINGS

3










AD DESIGN SYSTEM a simple, passionate alternate lines of Chinese

headline that expresses how and English to show unity

Hong Kong is its people and culture

Here is how we apply the brand identity to our ads to ensure

our message is expressed in a consistent manner.

A

A A

the visual is faded and visual shows a simple, headline is set in a logo is right of headline logo in white
overlayed with a brand color  personal moment contrasting brand color that

is easily legibile against the

background



PUBLICATION CONCEPT

Our publication aims to build community by recording and
sharing a diverse collection of short narratives and photos

of people’s lives in Hong Kong.




PUBLICATION DESIGN

Layouts should be kept simple and balanced, with strong
contrasts in the size of text and visual elements.

Photo with color
treatment on on page

English and Chinese
headlines imposed on
photo

A CITY
OF MILLIONS
OF FACES

B == I % &

ationsed que dolorat velitisto op-
tam sero beaqui utem quatiis cus
eum velibus daernatur molenient ea
cus et auditat iumquia volore

A MOMENT IN TIME
EREEFZY

Otam labori conseca boratem a
volecus deluptur, sum qui se sum
entemo officitio volupicid estotae
verios ipsamus eum hilloritium ipis-
tii stibus maio minveris sam quide
vent reped que parum lationserum
et, eum experep raecest iorror aut
eos re, si sitatur epediss imporrum
et ratur modi autaeptatur? Quideni-
mus, officae nem haribea nulpa sum
re poreicit re preribu saniend enim-
por itatatem cor si nihicid endaeris
sum nis sequis et ad exernam volup-
ta tumqui sequi optatur apis volor-
estios idelibu sciureria alis venis et
expernam gquam eum hario tem et
reiciae nonsendus commolu ptatur,
untiorecto consequi nobitatur, se-
que etur am dercita sitiatur, sum et
officium aut aborept ationsed que

dolorat wvelitisto optam sero bea-
qui utem quatiis cus eum velibus
daernatur molenient ea cus et au-
ditat iumquia volore coratem idem
rem alicient eatat eos doluptatum
flqguam faccat que volenis porestis
eiusa pre, ullabor eptatus ant qui
bea doluptur? Qui sapit mi, corem
rerferc hilluptatur apicaeped quibus
dis etur rati ad quunt ettrum aut de-
lestor sitem. Evelique culpa vollan-
del ipicabo. Ibus, optatendi nis sed
maxim ratinciis molore vendiciurit,
cum veligenimi, volupta ssequat.

Subheadline and short

personal narrative

Caption

0z
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DRESSING / VEHICLE LIVERY
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MULTIMEDIA
IMMERSION

SOCIAL MEDIA

On social media, WE ARE HONG KONG is about creating dialogue
and giving voice to the people of Hong Kong. Every week, we will
collect stories and photos from a variety of people in Hong Kong and
share on social media channels. There will also be contests and chances

for people to submit their own stories.

wearehk "In my life I'm most passionate
about my art because I've been drawing
since | was a little kid. It takes me to a
whole different place. When somebody
commissions me for a drawing | don't take
it as a job. | just do it like any other thing.
It's like going to the toilet! | just have to do
what | do, you know."




VIDEO CONCEPT

We will also share stories through videos on Youtube. Videos range

from personal interviews to group questionnaires, or even montage.

wil] |

P O 4 1477909 oo JE o S mm I

Fifty People One Question: Hong Kong (Your dream in life?)
https://www.youtube.com/watch?v=1nlE28j20b0
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PRODUCT &
SERVICE
IMMERSION

A
WE
=ARE

B8
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COMMUNITY
BUILDING

ﬁ ﬂ
" EVENT INTEGRATION
We Are Hong Kong branding should be present at events and holidays throughout the year, both
cultural (full moon festival) and modern (music festival).
= A R E HONG KONG STORIES
E Actively collect stories from a variety of people in Hong Kong and share through social media
& channels and publications.
~%




