New York Wine & Grape Foundation

Brand Guidelines
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Boldly, NY.

An attitude. An umbrella. A Foundation.

If there is a chief characteristic of New York wines, it is our diversity. We are
distinct winegrowing regions. We are unigue winemakers with innovative ideas.
We are different businesses owned by families with roots in many nations, not
large entities run by multinational corporations.

And yet there are things that unite us. Our cool climate is one. Despite our
microclimates, we’re all ripening grapes and practicing our craft in a climate
others thought wasn’t conducive to fine wines. Our nonconformist attitude
Is another. Just taste a few vintages from across the state for proof that we
don’t listen to the naysayers, the followers, or the faint of heart.

And our brand is the thing that captures it all. Boldly, NY. is the living
manifestation of where we came from, what we stand for, and where we’re
headed. And it will continue to represent us as New York wine continues to soar.




The audience

The primary audience for the Boldly, NY. brand is the wine industry and its various constituents.
This group includes growers, wineries, retailers, wholesalers, media, restaurants, and others.



The role it plays

Boldly, NY. serves as the umbrella brand for New York State’s wine industry. In that role, it is the outward manifestation of the
New York Wine & Grape Foundation and the unifying element for the programs and activities that NYWGF presents.

New York Wine & Grape Foundation

Boldly, NY. is the brand of the New York Wine & Grape
Foundation. In communications from NYWGF —from the
website to webinars to emails—if a deliverable or tactic
comes from NYWGF to its constituents, it should be part
of the Boldly, NY. brand and follow its guidelines.

While we are not insulating Boldly, NY. from the consumer
audience, it was developed to describe and capture the wine
industry in New York, and it is best suited for those

affiliated audiences.

To follow are examples of how the brand guides a
communication from NYWGF to its members.

Presenting Sponsor

Boldly, NY. serves as the unifying element for the programs,
events, and awards—such as the New York Wine Classic,

the New York Sustainable Winegrowing Program, and the

New York Wines Export Program—that are presented by NYWGF.
Each of these is likely to have an identity of its own that will be
inspired by the Boldly, NY. brand elements. Given that origin and
pedigree, their unique identities should feel like offspring of the
parent brand.

But like a good parent as their progenies venture out into the world,
they should be present but in a supporting role—having supplied
their DNA and having a vested interest in their success.

To follow is an example of how the brand supports some of the
Foundation’s programs and events.



The rules of the road

The following sections outline the nature of and usage rules around the various brand elements that make up Boldly, NY.

BRAND ESSENCE BRAND VOICE



Manifesto
Boldly, NY.

First they ignored us, then dismissed us, then called us crazy

But we didn’t ask for approval

We are the outsiders in an industry of old-world institutions

We were never supposed to make it big

We could easily move and grow in perfect conditions, but we didn’t
We leaned into adversity and came together as a family to make something out of nothing
The game is changing and we’re staking a spot at the front of the pack
Instead of following centuries of tradition, rituals, or rules

We are redefining quality, tastes, and experiences

Enjoy it how you’d like, we won’t judge

Our future is not in algorithms

It’s about our customers, our growers, and our members

It’s for the people, by the people

Our collaborative ethos is irreverent in and of itself

We’re an intrepid band of outsiders and we’re in this together

A family, and we believe in what we do



Logo refinement

THE BOLDLY, NY. LOGO HAS EVOLVED TO BE MORE MODERN,

PRODUCTION FRIENDLY, AND HAVE A BOLDER ATTITUDE.

— MODERN SHAPE

Boldly, s
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FOR BETTER LEGIBILITY

——— BRIGHT COLORED BEOLDER FONT
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Primary logo

THE BOLDLY, NY. LOGO COMES IN A VARIETY OF BRAND COLORS,

WITH AND WITHOUT THE URL.
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Boldly, B%dly Boldly,

NY. NY NY.

newyorkwines.org newyorkwines.org newyorkwines.org

newyorkwines.org
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Secondary logos

THE BOLDLY, NY. LOGO HAS A HORIZONTAL VERSION OF THE LOGO WITH AND

WITHOUT THE URL TO USE WHEN SPACE WARRANTS.

SECONDARY LOGO
WITH URL

(HORIZONTAL LOGO)

SECONDARY LOGO
WITHOUT URL

(HORIZONTAL LOGO)

Boldly, Boldly LR k#

newyorkwines.org nawyorkwinas.org

FOR USE ON LIGHT BACKGROUNDS

elsY NY.

newyorkwines.org

Boldly [y A £

Boldlylxhd Boldylhhd Boldlylyhé

newyorkwines.org newyorkwines., newyorkwines.org

REMNY. Boldly, Boldly [N

FOR USE ON DARK BACKGROUNDS




Logo usage

THE BOLDLY, NY. LOGO SHOULD BE USED WITH INTEGRITY. DO NOT ALTER THE LOGO AND MAKE SURE IT IS READABLE AND USED IN THE

CORRECT COLOR, FONT, PROPORTION, AND POSITION.

Boldly,

DO NOT CHANGE DO NOT CHANGE

THE LOGOD COLOR THE TYPE POSITION

newyorkwines.org

DO NOT STRETCH OR
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DO NOT CHANGE B Oldl}?‘
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aewyorkwines.org

newyorkwines.org




Photography



LIGHT

REGULAR

BOLD

EXTRA BOLD

Typography

Exemplar Pro and Untitled Sans are two primary fonts of the Boldly, NY. brand. Different in feeling, they each call attention to different aspects of
the brand. Exemplar Pro can be used as the headline or subhead font, but should not be used for smaller body copy. Untitled Sans should be used
for subheads or body copy and, depending on the piece being created, can be used for headlines. The mixing of the two fonts in headlines can also
be done to bring attention to the traditional and modern sides of the brand and of the wine industry in New York.

EXEMPLAR PRO

Inspired by the beauty and perfection of several typefaces and the art of calligraphy, Exemplar
is a typeface that is traditional yet unconventional, a balanced combination that feels both old and

new. The font family consists of four different weights in both Roman and Italic.

AaBbCcDdEeFfGgHhliljKkLIMmNNOoPpQqRrSsTtUuVvQqRrSs TtUuVvwXxYyZz
AaBbCcDdEeFfGgHhliiKkLIMmNnOoPpQqgRrSsTtUuVWvQqRrSs TtUuMYWwXxYyZz

AaBbCcDdEeFfGgHhIiJjKKLIMmMNNnOoPpQqRrSsTtUuVvQqRrSsTtUuVYWwXxYyZz
AaBbCcDdEeFfGgHhliljKkLIMmNnOoPpQqRrSsTtUuVvQqRrSsTtUuVvWwXxYyZz

AaBbCcDdEeFfGgHhliJjKkLIMmNnOoPpQqRrSsTtUuVvQqRrSsTtUuVvWwXxYyZ z
AaBbCcDdEeFfGgHhliljKkLIMmNnOoPpQqRrSsTtUuVvQqRrSsTtUuVvWwXxYyZz

AaBbCcDdEeFfGgHhli)jKkLIMmNnOoPpQqRrSsTtUuVvQqRrSsTtUuVvWwXxYyZz
AaBbCcDdEeFfGgHhliJjKkLIMmNnOoPpQqRrSsTtUuVvQqRrSsTtUuVvWwXxYyZz

LIGHT

REGULAR

BOLD

BLACK

UNTITLED SANS

A neo-grotesque typeface purposefully designed to look like a “quotidian, common-looking
typeface” with no discerning characteristics. It offers a clean, simple, modern feel. The font family

consists of five different weights in both Roman and Italic.

AaBbCcDdEeFfGgHhIliJiKkLIMmMNNOoPpQgRrSsTtUuVvQgRrSsTtUuVYWwXxYyZz
AaBbCcDdEeFfGgHMIJiKKLIMmNNOoPpQqRrSsTtUuVvQqRrSsTtUuVVYWwXxYyZz

AaBbCcDdEeFfGgHhliJjKkLIMMNNOoPpQqgRrSsTtUuVvQqRrSsTtUuVvWwXxYyZz
AaBbCcDdEeFfGgHhAIiJijKkLIMMNNOoPpQgRrSsTtUuVvQqgRrSs TtUuVvWwXxYyZz

AaBbCcDdEeFfGgHhIliJjKkLIMmNNOoPpQgRrSsTtUuVvQqRrSsTtUuVvWwXxYyZz
AaBbCcDdEeFfGgHhliJiKkLIMmNNnOoPpQgRrSsTtUuVvQqRrSsTtUuVvWwXxYyZz

AaBbCcDdEeFfGgHhliJJKkLIMMNNOoPpQqRrSsTtUuVvQqRrSsTtUuVvWwXxYyZz
AaBbCcDdEeFfGgHhliJjKkLIMmNnNOoPpQqRrSsTtUuVvQqRrSsTtUuVvWwXxYyZz

AaBbCcDdEeFfGgHhliJjKkLIMmNnOoPpQqRrSsTtUuVvQqRrSsTtUuVvWwXxYyZz
AaBbCcDdEeFfGgHhliJjKkLIMmNnOoPpQqRrSs TtUuVvQqRrSs TtUuVvWwXxYyZz



Colors

Inspired by nature and grape growing, the color palette offers both rich and
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Presenting Sponsor logos

A VERSION OF THE BOLDLY, NY. LOGO IS CREATED WITHOUT THE BOX
AND COLOR TO BE MORE SUBDUED WHEN USED IN CONJUNCTION WITH

PROGRAM LOGOS.

BNO#:" Boldly NY. BN(¢d| BO|d|y, NY.

newyorkwines.org

LOGO WITH URL

newyorkwines.org

newyorkwines.org

g BNOIYdI * Boldly, NY. BNO&jl Boldly NYY.

FOR USE ON LIGHT BACKGROUNDS FOR USE ON DARK BACKGROUNDS




time Achievement Award

The Jim Trezise Life

This award recognizes individuals who have derr_'mnﬂrated j Ilfei;r:g
commitment to the New York wine and grape industry an Ta t|—,
impactful contributions that advanced the I'I'IdL:IS[r'}r'. Awarded for the

first time in 2018 to Jim Trezise.
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New YorkWines

What we’ll serve to wine lovers

New York Wines have an identity all their own. They are distinct. They are
inviting. And they are friendly to food. And they deserve a brand that is
distinct, inviting, and friendly to people. The New York Wines sub-brand
of Boldly, NY. is the consumer branch of the family and will be an important
fixture as we disseminate the message of New York Wines to the target
audiences around the globe.




The audience

The audience for the New York Wines sub-brand is wine consumers, trade and media. They will receive the

message directly at times and, at others times, indirectly through influencers, including retail staff, sommeliers,
media influencers, and others.



Manifesto

IT IS CRITICAL THAT WE COMMUNICATE THE SAME INNOVATIVE, BOLDLY
MEDIA. AS DEMONSTRATED IN THE NEW YORK WINES MANIFESTO, THAT

DRINKER’S MIND ABOUT WHY THEY SHOULD CHOOSE A NEW YORK WINE: - -'f" Rl --.--
. u._ﬂ' : *rfv&-*h‘j\" v
: J%‘Tu“ﬁ
A bolder choice R s ne T8

It’s safe to opt for the hot valleys and the famous regions and the- blgger the-better in the glass. oy

It’s simple to reach for the imported labels, the hard-to-pronounce vlneyardm%thM|nes of anc ie

A 'mr'
i ’F‘

Easy, safe, and simple have their place. In kindergarten. Or in car msurancetﬁ}lt nnt in

A bolder choice is the less beaten path. One that leads to the lesser knawn antfthaﬁat

A bolder choice is small wineries with the know-how and the spirit to turn a cﬂnf cf'maﬁ nto

q I

and approachable .varieties that pair with food, instead ofwrestlmg it mto SUbI‘HIﬁ smévf;‘f 55y

Young, exciting, and adventurous...both wine and drinker alike.

Philosophers said that wine is life. And life is a series of choices. SENT



Mark

The New York Wines mark is, at a glance,

a graphic cluster of grapes, a fitting

representation of our industry, expertise,

and passion. Upon closer inspection,

you’ll notice that it is made up of

a series of dots of various colors,

each representing one of New York’s

AVAs and corresponding to the map

of our state’s winemaking regions.
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Logo

THE NEW YORK WINES LOGO IS AVAILABLE IN VERTICAL AND HORIZONTAL ORIENTATIONS AND IN BOTH POSITIVE AND NEGATIVE FORMATS.

POSITIVE LOGOS
AND MARKS

NEGATIVE LOGOS

AND MARKS
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Logo usage

THE NEW YORK WINES LOGO SHOULD BE USED WITH INTEGRITY. DO NOT ALTER THE LOGO AND MAKE SURE IT IS READABLE AND USED IN

THE CORRECT COLOR, FONT, PROPORTION, AND POSITION.

DO NOT CHANGE
RK WINES THE LOGO FONT

DO NOT CHANGE

THE LOGOD COLOR

DO NOT STRETCH OR DO NOT ANGLE

0
CONDENSE THE LOGO K WINES THE LOGO

DO NOT USE THE DO NOT USE THE

LOGO ON PHOTOS LOGO ON COLORS THAT

RK WINES

THAT MAKE IT MAKE IT

DIFFICULT TO READ

DIFFICULT TO READ




New York Wines leads,
Boldly, NY. follows

As demonstrated in several consumer-focused communications,
the New York Wine logo leads and Boldly, NY. anchors the tactics
to make it clear that the brand, NYWGF, and the spirit is

behind it all.

Ve

Boldly
NEW YORK WINES NY

Boldly,
NEW YORK WINES NY.y

When supporting and anchoring a program, the Boldly, NY. logo should be
used without the box and the type should be 60% black or white whenon a

dark background. It can be used without the newyorkwines.org url,
as long as the url, or other brand url is highlighted elsewhere on the piece.

Staying Bold

It is important to note that the New York Wines sub-brand takes

its tone and spirit from Boldly, NY. Copy used in tactical execution
within New York Wines is informed by the same essence and voice
as the umbrella brand, as shown in the following headline examples
employed in the messaging specific to each of our AVAs:

Boldly, Unhurried—the Long Island AVA

Boldly, Intense—the Hudson River Region AVA

Boldly, Energetic—the Upper Hudson AVA
iding—the Champlain Valley AVA

Boldly, Intricate—the Finger Lakes AVA

Boldly, Confident—the Niagara Escarpment AVA

Boldly, Historic—the Lake Erie AVA
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Gradation

A color gradation can be applied to photography, giving images a modern, fresh look. The photos can then serve as a
background for headlines and allow for easy readability. The effect is achieved in Adobe InDesign by creating a gradation
of two brand colors, and applying multiple layers of "Hard Light" and "Multiply" effects over a photo and adjusting the

opacity of each layer to achieve the desired look.




Typography

Exemplar Pro and Untitled Sans are two primary fonts of the New York Wines sub-brand. Different in feeling, they each call attention to different
aspects of the brand. Exemplar Pro can be used as the headline or subhead font but should not be used for smaller body copy. Untitled Sans should be
used for subheads or body copy and, depending on the piece being created, can be used for headlines. The mixing of the two fonts in headlines can
also be done to bring attention to the traditional and modern sides of the brand and of the wine industry in New York.

THE X-HEIGHT OF EXEMPLAR PRO AND UNTITLED SANS ARE SLIGHTLY DIFFERENT.
ADJUST THE X-HEIGHTS TO BE THE SAME

WHEN USING THIS HEADLIMNE DESIGN APPROACH.

FONTS CAN BE USED TO EMPHASIZE SPECIFIC WORDS.

THIS TECHNIQUE WORKS BEST WITH SHORTER PHRASES.
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What it means to be bold

Mew York makes bold wines—and

wines that yvou w
are always baold:

ould describe as anything but However, our choices and our attitude

Boldly, Evolving
rnd, chan ging the YWe're among the warld's most diverse and
COnvarsation, advancing the science, and ! s beautiful gQrowing régions.
S s craating modern traditions. ; i '

k. =

We're breaking new grou
 the ocean:

I'j = |j b'l'::

e Boldly, Nuanced
¥ — o ' . v 1 "

{ 1O tWO regqlon= e Lur wines intrigue, inspire, satisfy, and

-~ ANQ Y adly Qf gal. surprise with nuance d layered flavors

to plant their
creating something for averyone.

oLs in New York with a com nitment to both
craft and community.
Bl I
We embrace different pers pectives spanning
old-world to new-world, wi

Boldly, Purposaful

Were our rI_ItJ".:'.'—
th a unique e A 2 Steps e impact
freedom to pursue them all, - -

environmentally, econom ically, and sociall W,

water everywhere

8W York, bodies of water moderate
sefatures and impact the varieties that
WWEIlin their vicinities. These bodies of
wWater vary in size and depth from Long Island
SOURd to two great lakes to a handful of
Finger Lakes to smaller lakes and rivers,

INot so common ground

There is no "New York sail " Even within a

single vineyard, soil conditions can vary greatly.
While the soil isn't uniform, much of it drains

well and is uncommonly good for growing
grapes with a distinctive terroir. e

ature
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Great wine doing good

New York Sustainable Winegrowing is a program of NYWGF offshoot of the
Boldly, NY. brand. It positions the New York state wine family as the leaders
in sustainability initiatives and encourages vineyards to achieve certified

sustainable status.

In New York, we’re making great wines that satisfy the new generation

of wine lovers without compromising the ability of future generations

to do the same. And in New York, we have a determination to safeguard
our future by taking the steps to make a positive impact environmentally,
economically, and socially. This focus is captured in the “Great wine
doing good” tagline that is the hallmark of this program. The sub-brand
that supports this tagline will capture both our ability to produce truly
great wines while doing good things for the future.

r‘-; i.srn" }éﬂ”ﬁi"%jw ,51';
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The audiences

The audiences for the New York Sustainable Winegrowing sub-brand are trade and media members who will
distribute New York’s sustainable grown wine and its message—and wine drinkers who will consume both.



AS A SUB-BRAND 41;0 BOLDLY, |
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The New York Sustainable Winegrowing

trustmark will, at a glance, communicate that
the participating vineyard is certified sustainable
by the New York Wine & Grape Foundation.

For participating wineries, the mark demon-
strates the usage of sustainably certified grapes,
and for wines that they are made from 85%
certified grapes. The mark is composed of a
series of wine glasses coming together to form
the shape of a sun or a flower, both appropriate
representations of the critical importance the
environment plays in our industry and our
livelihoods. With its use of two of the most
common colors in nature, it is reminiscent of

our magnificent planet and reminds us of our

responsibility to care for and safeguard it.




Trustmark iterations

THE TRUSTMARK IS CREATED WITH AND WITHOUT TYPOGRAPHY AND IN POSITIVE AND NEGATIVE FORMATS.




Trustmark usage

THE NEW YORK SUSTAINABLE WINEGROWING TRUSTMARK SHOULD BE USED WITHINTEGRITY. DO NOT ALTERIT AND MAKE SURE IT IS READABLE

AND USED IN THE CORRECT COLOR, FONT, PROPORTION, AND POSITION.

DO NOT CHANGE THE DO NOT CHANGE THE

TRUSTMARK COLOR TRUSTMARK FONT

DO NOT CHANGE,
DO NOT ANGLE

STRETCH, OR CONDEMNSE
THE TRUSTMARK

THE TRUSTMARK

DO NOT USE THE
TRUSTMARK ON PHOTOS OR DO NOT USE THE

BACKGROUNDS TRUSTMARK SMALLER

THAT MAKEIT THAN 1/2"

DIFFICULT TO READ




New York Sustainable Winegrowing leads,
Boldly, NY. follows

As demonstrated in communications targeted to growers and wineries, the New York
Sustainable Winegrowing trustmark leads and Boldly, NY. anchors the tactics to make it
clear that the brand, NYWGF, and the spirit of New York wines places the highest emphasis
on the importance of sustainability.

greatwinedoinggood.com

Boldly,
NY. :




CMYK 40 o 938 0 C16 M16 Y90 KO

RGE 162 216 1 R222 G200 Be&O

e antonnt | bt i sinivein | seeniiss The environment is the inspiration behind the color palette
of the trustmark. A bright green and vivid blue feel energetic

HEX# 974700 231§20 and optimistic.




Gradations and overlays

A color gradation can be applied to photography, giving images a modern and fresh look. The photos can then serve as a G R A D A T I O N

background for headlines and allow for easy readability. The effect is achieved in Adobe InDesign by creating a gradation

of two brand colors and applying multiple layers of "Hard Light" and "Multiply" effects over a photo and adjusting the

opacity of each layer to achieve the desired look.

Small inset photography can have color overlays multiplied over images to add some brightness and freshness to pieces.

You can use New York Wine colors for this effect.

b

&

“‘ _

BLUE OVERLAY YELLOW OVERLAY P PINK OVERLAY

- Y



Exemplar Pro and Untitled Sans are two primary fonts of the Sustainable Winegrowing sub-brand. Different in feeling, they each call attention to
unique aspects of the brand. Exemplar Pro can be used as the headline or subhead font but should not be used for smaller body copy. Untitled Sans
should be used for subheads or body copy and, depending on the piece being created, can be used for headlines. The mixing of the two fonts in
headlines can also be done to bring attention to the traditional and modern sides of the brand and of the wine industry in New York.

THE X-HEIGHT OF EXEMPLAR PRO AND UNTITLED SANS ARE SLIGHTLY
DIFFERENT. PLEASE ADJUST THE X-HEIGHTS TO BE THE SAME

WHEN USING THIS DESIGN APPROACH TO HEADLINES.

CERTAIN FONTS CAN BE USED TO EMPHASIZE SPECIFIC WORDS.

THIS TECHNIQUE WORKS BEST WITH SHORTER PHRASES.
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The concept of Sustainable Winegrowingisn

aven though resea rch says that an impressive ] .
drinkers are inte rested in the subject. Asone of New York’s eustainable

winegrowers, you have the opportu nity to E:r.lplain the excellence of
New York wines and the role that sustainability p : :
producing great wine that does good. Below are some talking pm:*:ts
gathered through consumer market research that may be helpfulin

your discu ssions with wine enthusiasts.

wine

SUSTAINABLY GROWN WINES ARE GREAT
IN THEIR DIVERSITY.

— Mew York sustainably pro duced wines offer

spmething 1or eVely one.

— Because of our van ad regions and our bold attitude

Lo grimentation

icing excellent wines © armazing range.

|'!-I'|3- L.

_ \Wearen'tasing | variatal or st yle. We're gre al

and we're continu ing

i many

our greatness.

WE GROW WINES THAT GO GREAT
WwIiTH FOOD.

| climate wines are bold in their complexity
but with lower alcohol and higher acidity that pair
wiell with foo d.
_ There are other paris of the world that produce
th higher alcohol and sometimes

-hat’s great, but that's

— |t New York, bold is an attitude that p roduces

great wines that get

ot widely understood,
percentage of wine

EVELL growing and

GREAT THINGS ARE HAPPENING
IN SMALL VINEYARDS AND CELLARS.

is pl.':-l.:ul.:l.;_'l =] with small family iz

nneras that arg 2 r.I"r.'-::n'.-."u:;i.n:'i-: to the W

yines have always Deen made.
— They'refree 1o axperiment, €
and doing things that big corporale

only ook at w ith eny

SUSTAINABLE PRACTICES
THAT MAKE WINE EVEN GREATER.
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greatwinedoinggood.com

Doing

GOOD FOR THE
ENVIRONM
GAVE US GREAT WINE ENT THAT
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YO
U CAN HELP FAMILIES WITH DEEP

NEW YORK WINEG ROWING ROOTS
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Somerset Hill Winery &

‘Great things are happening in wineries arcund NY. Innovative
winemakers ans crafling a vaniaty of highly-drinkable, food-frisndly
wines, And our focus on sustainability is making them even greater,
Chack out our sustainably grown winas snd help family-ownsd
wineries and inability take root in WY,

g thilll. comusustaina bl

Great things are happening around
New York. Bold, innovative winemakers
are crafting a tremendousvariety of
highly-drinkable, food-friendly wines.

HEWYORKWINES, OROUSIMETAINABILITY

MNew York Sustainable Winegrowing

=)

From vineyard

to cellar,
practices and
processes are
doing good for
the environment—
so0 enjoying a
bottle tonight
doesn’t
compromise

our futureo.
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Color Profiles

PMS

PMS stands for Pantone Matching System,

a universal color matching system used primarily for
offset printing. A numbered code represents each color.
Unlike CMYK, PMS colors are pre-mixed with a specific
formula of inks prior to printing. Having these specific
formulas creates the most consistent color possible
across different applications or print locations. This
format is most often used for business cards, stationery,
and company signage.

Common PMS file formats include:
Al

EPS (available)

PDF (available)

CMYK

CMYK should be used when creating designs for print
applications. Cyan, Magenta, Yellow, and Key (Black)
make up the color palette for CMYK. This is often
referred to as a four-color process, as it uses four
different colors of inks to create all color variations.
Because CMYK colors are mixed during the printing
process, colors can vary slightly on various printers or
throughout a printing run. Although this is not usually
noticeable, it is something to remember when printing
logos or branding elements.

Common CMYK file formats include:
Al

EPS (available)

PDF (available)

RGB

RGB stands for Red, Green, Blue. RGB color profiles are
used exclusively for digital design. They represent the
same colors used on your computer, smartphone, or TV
screen. There is typically some variation in RGB colors
from screen to screen as monitors are each calibrated

a bit differently. HEX, which stands for Hexadecimal, is
also used on screen and is a short code for RGB color.

Common RGB file formats include:
PNG (available)

JPG

SVG (available)

B&W

Black and white logo formats can be used when color
printing is not an option.

Common B&W file formats include:
EPS (available)
PNG (available)
JPG (available)
SVG (available)



File Formats

Vector

Vector format is the gold standard for your logo files.
These vector-based files can be resized both larger

and smaller without diminishing their quality.
Whenever you are working on something that requires
your mark, logo or trustmark logo be scaled or if you are
passing it along to a professional, always use the eps

or PDF version, unless another format is specifically
requested.

Vector file formats include:
Al

EPS (available)

PDF (available)

SVG (available)

JPG

JPG files are the most common image types that many
of us are familiar with and are typically used forimages
on the web. These pixel-based images do not resize well
and will always have a white background fill.

SVG

SVG files are code-based vector images that are
supported by all web browsers. As responsive websites
become the industry standard, SVGs are being used
more as they allow web graphics to be re-scaled to any
size screen without degredation. SVGs can be used for
any vector file, whether a website background, icon,

or logo.

PNG

PNG files are an alternative to JPG but allow for a
transparent background and are generally of higher
quality. However, they have essentially the same
limitations because they are also pixel-based.



New York Wine & Grape Foundation
1 Keuka Business Park, Suite 208
Penn Yan, NY 14527

315.924.3700

CONTACT US AT:
iInfo@newyorkwines.org




