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Our brand

The visual and verbal expression of  
Garment District is evolving with the 
introduction of a new brand position,  
signature and visual identity system. 

As these elements are delivered to  
internal and external audiences, every  
effort must be made to make choices  
that are on strategy, reinforce equity,  
and exhibit the brand in a unified manner.

This document provides directional  
guidance in both principles and the  
practice of developing and managing  
the Garment District brand identity. 

Our brand

1.1	 Our story 
1.2	 Brand positioning

Tone controls

1.3	 Overview 
1.4	 Candid  
1.5	 Bold  
1.6	 Inspiring 

1.0
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Our story

In the Garment District, things are changing  
as new residential developments, luxury  
hotels, specialty shops and fine restaurants 
make it their home. 
The business sector is flourishing as tech 
entrepreneurs, media mavens, finance  
leaders and other professionals seize upon  
the potential of the neighborhood. 
Both visionaries and pragmatists see the  
public plazas, intimate side streets, modern 
buildings and historic landmarks as the  
perfect place to grow in, work in, relax in,  
and live in.

1.1

It’s 24 city blocks.  
It’s 24 hours a day.  
It’s the most  
accessible business 
district in Manhattan. 
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The new Garment District brand position 
leverages its unique attributes – a rich  
history of entrepreneurship, a pioneering 
American and New York spirit, strong 
neighborhood diversity and a thriving  
support network, to inspire and intrigue  
a wide range of audiences.

Our unique brand position reflects the 
renewed vibrancy of the neighborhood  
and its transformation into a hub of  
multi-use commercial, residential and 
professional activity.

Gateway to Opportunity

The Garment District is a place where the 
paths of dreamers and doers, innovators  
and adapters cross. Together, they create  
an interwoven tapestry representing the  
“can-do” American spirit and the vitality  
of New York. Here, trends are still being  
set, new dreams are taking shape and 
ideas are growing wings. It’s a mixed-use 
neighborhood where optimism and a  
strong work ethic brought together new 
immigrants and established infrastructure. 
Today, it remains a Manhattan neighborhood  
of promise and proximity. It offers the 
resources necessary to nurture big  
thinking as well as a solid foundation for  
the next generation of entrepreneurs  
to build a  
better future.

Brand positioning1.2

	 Area Aspiration 

	 Emotional Drivers 

	 Functional Attributes 

	 Positioning

	� Pillars (Reasons to Believe)

	 Area Description

Brand Pyramid

Brand Personality:  
Passionate, Proud, Gutsy, Hardworking

To become  
a unique, vibrant  

24 hour neighborhood  
that draws visitors and is  

home to a diverse range of 
offices, businesses, dining, 

residences and hotels

Historically known as a center for fashion design and manufacturing, this Midtown Manhattan 
neighborhood, often referred to as the Fashion or Garment District, is quickly transforming.

History:  
Pathway to  

Success

Pioneering 
American &  

New York Spirit

Neighborhood 
Diversity

Support  
Network

Geographic Access  
(Location, Transportation) Affordability

Opportunity, Continuity,  
Reassurance, Support

Gateway to Opportunity
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We infuse our brand elements into every  
aspect of every communication – written, 
verbal, visual.

Tone controls serve as the foundation  
for the Garment District’s verbal 
communications, helping to reflect our  
core brand values, vision and identity.  
By infusing these tone controls and  
brand elements into every touchpoint,  
we are able to present a consistent,  
distinctive personality that better  
connects with property owners, tenants, 
visitors, tourists, partner agencies  
and the real estate community. Other 
neighborhoods may try to adopt a  
candid, bold or inspiring tone, but few  
if any organizations manage to  
synthesize all three for a distinctive  
tone-of-voice.

Tone controls:
Overview

1.3

Candid 
We’re honest, direct and down-to-earth.  
We enjoy sharing what we know and try to 
connect with people in a fun, inclusive way.

Bold 
We’re confident in our abilities and enjoy 
forging our own path, leading the way  
for others.

Inspiring 
We’re accomplishing big things—always  
moving forward, reaching milestones and 
achieving our dreams.



October 2013 
V01

Garment District  
Brand Identity Guidelines

7

Write like you  
speak — naturally 

Conversation should 
flow naturally and 
feel unscripted. Use 
plain, straightforward  
language that reflects 
your audience.

Cut through  
the clutter 

Simplify and prioritize 
your message. Make 
sure each sentence 
serves a specific 
purpose and supports 
your points.

Short paragraphs and 
punchy sentences  
work better than long 
dense verbiage. Don’t 
use ten words when 
four will do. 

Infuse the brand  
with personality

Don’t be afraid to  
have an opinion or  
talk about your  
values with conviction.

Showcase the many 
unique personalities 
and stories of the 
people that compose 
the district. Allow them 
to tell their stories in 
their own words.

Avoid over 
complicating  
your message

Using jargon, 
bureaucratic  
language and 
“adspeak” makes  
us feel cold 
and distant. It 
doesn’t reflect our 
approachable,  
honest nature.

Don’t 
over-edit

The art of great  
editing is knowing 
when to stop. Be 
concise, but don’t  
edit to the extreme 
that the language  
loses its meaning  
or personality.

Be cautious of taking   
ourselves too seriously

It’s okay to show 
our sense of humor 
when and where it’s 
appropriate. While  
not slapstick or  
laugh-out-loud funny, 
we do have a smart, 
endearing wit.

Tone controls: 
Candid

1.4
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Tone controls: 
Bold

1.5

Show our knowledge

Don’t be afraid 
to showcase our 
attributes and 
achievements.  
This isn’t puff or  
vanity. It’s about  
being an authority  
on the area and 
providing useful 
information.

Share our knowledge 
too. Empower our 
tenants so they’re  
also informed  
and confident.

Use active language to 
bring the brand to life

Use strong dynamic 
words and phrases to 
imbue the brand with 
a sense of forward 
momentum and action. 

Finish with a strong, 
detailed call-to-action.

Say something new

If you’re writing 
something that sounds 
familiar, try rewriting  
it from a new angle  
or perspective. 

Be creative when it 
comes to format and 
presentation. Does it 
always have to be a 
letter or a newsletter. 
Think big and small.

Avoid sounding 
arrogant

Though we’re proud 
of our achievements, 
we don’t over-promise, 
push or exaggerate. 
Keep it grounded, 
positive and real.

We’re silent champions. 
The BID doesn’t jockey 
for credit. It’s about 
our members, not us.

Don’t use a  
passive voice

The passive voice 
sounds weaker, is less 
direct, more formal and 
impersonal.

Don’t undermine our 
conviction. Footnotes 
and asterisks muddle 
the message.

Don’t rely on clichés 
and generalizations

Overused phrases 
sound vague, insincere 
and redundant.

Don’t tell your 
audience how they 
should feel. Let them 
discover and express  
it themselves.
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Tone controls: 
Inspiring

1.6

Signal a partnership

Use consumer-centric, 
collaborative language 
like “we can” vs. “you 
should.”

Engage in an ongoing 
dialogue with your 
audience. Listen to 
their concerns, directly 
address their questions 
and build upon their 
suggestions.

Go beyond “!s” to 
show enthusiasm

Demonstrate a 
genuine interest in 
our members by 
pro-actively asking 
questions. 

Frame problems as 
opportunities that 
we’re excited to tackle.

Create a compelling  
brand story

Facts and figures 
should always be 
accompanied by a  
“so what.”

Whenever possible, use 
head-lines instead of 
labels to grab attention 
and serve as signposts.

Explore other formats 
to convey information 
clearly and concisely 
(e.g., infographics, 
bulleted lists)

Don’t focus on  
us, us, us

Don’t just talk about 
ourselves and how 
good “we” are.  
Ask yourself what  
we can offer the  
wider world. What’s  
in it for them? 

Remember it’s about 
what our readers want 
to know and not just 
what we want to  
tell them.

Avoid relying on 
empty claims

Show your tenants 
that you understand 
their business and 
demonstrate how 
we’ve solved similar 
challenges in the past.

The more specific 
we can be about 
our claims, the more 
convincing they will be.

 

We need to 
demonstrate how 
special we are  
through the form  
of language we use. 
Rather than use  
words like ‘special’  
and ‘unique,’ let our 
actual message be 
special and unique.
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Signature

2.1	 Signature anatomy  
2.2	 Signature overview 
2.3	 Horizontal lockup 
2.4	 Vertical lockup 
2.5	� Special use vertical lockup 
2.6	 Do’s & dont’s

Messaging lockups

2.7	� Horizontal 
2.8	� Vertical 
2.9	W ord bank

Signature assets 

2.10	 Formats 
2.11	 Library 

2.0

Composed of the symbol and logotype,  
the Garment District signature is the heart  
of the Garment District’s visual system.

All elements in the Garment District identity  
are derived from, or relate to, the signature  
and physically being “IN” the Garment District.
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The Garment District signature is made up  
of a symbol and logotype. The unique symbol 
was inspired from the Garment District’s 
geographic location: 35th to 41st street from 
the south to north, and 5th avenue to 9th 
avenue from the east to the west. The city 
blocks, avenues and streets work together to 
define the word “IN” within the negative space. 

The logotype is set in Gotham which 
celebrates the American lettering that makes 
up much of New York cities public spaces, 
office building addresses and neon signs.

The bright green color palette cuts through 
the urban landscape of the Garment District 
and reflects the brand positioning. 

Signature anatomy

symbol

signature

logotype

2.1

36th STREET

37th STREET

38th STREET

39th STREET

40th STREET

35th STREET
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There are three different Garment District 
signature lockups. The Horizontal and Vertical 
are the primary lockups, which feature four 
and two line versions of the logotype, and 
the Special Use Vertical lockup which uses a 
one line version of the logotype and should 
be reserved for instances when vertical space 
is limited, or in instances where the symbol is 
being used as the main focal point. 

There are specially designed signatures for  
use on both white and Blue gradient 
backgrounds. Always select the appropriate 
signature to provide enough contrast on the 
communication piece.

Signature overview 

Horizontal: four line logotype

Vertical: two line logotype Special Use Vertical: one line logotype

2.2
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Clear Space 
It is important that the Garment District  
signature remains free from other textures,  
text and imagery. 

The clear space is defined by the height  
of one street in the symbol and is equal  
to the measurement “S” as shown below.  
The minimum clearspace should be equal  
to 7S as noted to the right. 

Minimum Size 
To ensure optimal reproduction and legibility  
of the signature, the signature should not  
be used smaller than the provided minimum  
size. The minimum width for the horizontal 
signature is 1 inch. 

Placement 
The horizontal signature works best when  
aligned to the top or bottom left margins  
of the page as shown to the right. 

Horizontal lockup

clear space

placement

minimum size

7S 7S

7S 7S

S

1"

2.3
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Clear Space 
It is important that the Garment District  
signature remains free from other textures,  
text and imagery. 

The clear space is defined by the height  
of one street in the symbol and is equal  
to the measurement “S” as shown below.  
The minimum clearspace should be equal  
to 7S as noted to the right.  

Minimum Size 
To ensure optimal reproduction and legibility  
of the signature, the signature should not  
be used smaller than the provided minimum  
size. The minimum width for the vertical 
signature is 1 inch. 

Placement 
The vertical signature is a compact square that 
works well on all applications. It is best applied 
in extreme vertical and horizontal applications 
as shown to the right. 

Vertical lockup 

clear space

placement

minimum size

7S

7S

7S

7S

S

1"

2.4



October 2013 
V01

Garment District  
Brand Identity Guidelines

15

2.5

The special use vertical lockup should be 
reserved for instances when the vertical space 
is extremely limited, or in instances where the 
symbol is the focal point, such as in a billboard, 
animation or any application that allows the 
symbol and type to be large.

Clear Space 
It is important that the Garment District  
signature remains free from other textures,  
text and imagery. 

The clear space is defined by the height  
of one street in the symbol and is equal  
to the measurement “S” as shown below.  
The minimum clearspace should be equal  
to 7S as noted to the right.  

Minimum Size 
To ensure optimal reproduction and legibility  
of the signature, the signature should not  
be used smaller than the provided minimum  
size. The minimum width for the vertical 
signature is 1 inch. 

Placement 
The special use vertical signature is a compact 
square that works well on all applications. It is 
best applied in extreme vertical and horizontal 
applications as shown to the right. 

Special use vertical lockup

clear space

placement

note:
When the symbol 
is being used as an 
image mask, the 
logotype may be 
moved away from the 
symbol or integrated 
into the secondary 
graphics. See section 
3.6 of the guidelines 
for more information 
on how to use the 
logotype separate 
from the symbol and 
secondary graphics.

minimum size

7S

7S

7S

7S

S

1"
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The Garment District signature should  
never be recreated or altered in any way.  
The signature should never need to be 
recolored, skewed or rearranged. Please 
always use approved Garment District 
signature artwork.

2.6 Do’s & dont’s

      DON’T
Vertically scale the logo or add drop shadows to 
the logotype.

      DON’T
Alter the signature color in any way.

      DON’T
Use the signature in a white tab on top of imagery. 

      DON’T
Use the symbol as an image mask when it is being 
used small as the complete signature. 

      DO
Use the Garment District Signature on a white 
background free from other text and imagery.

      DO
Use the reversed Garment District Signature  
on the blue gradient.
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The horizontal Garment District signature  
can be locked up with messaging when it is 
the focus of a piece. 

The word should always be set in Giorgio Sans 
Extra Light or Light, all caps in Dark Green 
when on white backgrounds, and medium 
Green when on the blue gradient. The weight 
of the letterforms should match the weight of 
the “IN” within the Garment District symbol as 
closely as possible.

The space between the word and the symbol  
should always be consistent and locked up as 
shown to the right. “A” is defined by the width 
of one avenue in the symbol and the space 
between the word and symbol should be  
equal to 2A. The word should always be  
right aligned to the symbol. 

The word should also always align to the top 
and bottom of the Garment District symbol.

Messaging lockups: 
Horizontal

SHOP
2A A

horizontal on white

horizontal on Blue Gradient

SHOP
2A A

Giorgio Sans Light 
Dark Green

Giorgio Sans Light 
Medium Green

2.7
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SHOP

SHOP
2.8

The vertical Garment District signature can be 
locked up with simple messaging when  
it is the focus of a piece. 

The word should always be set in Giorgio Sans 
Extra Light or Light, all caps in Dark Green 
when on white backgrounds, and medium 
Green when on the blue gradient. The weight 
of the letterforms should match the weight of 
the “IN” within the Garment District symbol as 
closely as possible.

The space between the word and the symbol  
should always be consistent with the 
proportions to the right. “S” is defined by the 
width of one street in the symbol and the 
space between the word and symbol  
should be equal to 5S. The word should always  
read from top to bottom. 

The word should also always align to the left 
and right of the Garment District symbol.

Messaging lockups: 
Vertical

vertical on white vertical on Blue gradient

S

5S 5S

Giorgio Sans 
Extra Light 
Dark Green

S

Giorgio Sans 
Extra Light 
Medium Green
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2.9 Messaging lockups: 
Word bank

The following are examples of words, phrases, 
locations and places that support our brand 
positioning and voice that may be locked up 
with the Garment District signature. 

The words highlight the positive, fun and 
exciting things that are going on “IN” the 
Garment District. These are just a few 
examples. The possibilities are endless.

Keep It Beautiful 

Fall In Love 

New Artists 

Learn To Dance 

38th/8th Ave 

9th Ave 

40th Street  

The Plaza  

Broadway 

Create 

Explore 

Dine 

Eat 

Shop 

Live 

Party 

Work 

Build 

Meet 

Invent 

Relax 

indulge 

buy 

Invent 

Fun 

Beauty 

Learn 

24/7 

Sip 

Celebrate 

Stay 

WORDS SHORT PHRASES

LOCATIONS & PLACES

WORD

SHORT PHRASE

LOCATION

PLACE
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2.10 Signature assets: 
Formats

Gradient gradient  reversed 2 Color* 2 Color* reversed 1 Color 1 color reversed

Horizontal 
 

Vertical 

Special Use Vertical 

 
* �The 2 Color signatures should only be used in applications such as silk 

screening on fabric when the 4 color signature won’t reproduce
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2.11 Signature assets: 
Library

Gradient
_G_

gradient reversed
_GR_

2 Color* 
_2C_

2 Color* reversed  
_2CR_

1 color  
_1C_

1 COLOR REVERSED  
_1CR_

Horizontal 
GD_h_ 

Print 
GD_h_G_4C.eps

Screen 
GD_h_G_RGB_300.png 
GD_h_G_RGB_300.jpg

Print 
GD_h_GR_4C.eps

Screen 
GD_h_GR_RGB_300.png

Print 
GD_h_2C.eps

Print 
GD_h_2CR.eps

Print 
GD_h_1C.eps

Screen 
GD_h_1C_RGB_300.png

Print 
GD_h_1CR.eps

Screen 
GD_h_1CR_RGB_300.png

Vertical 
GD_v_

Print 
GD_v_G_4C.eps

Screen 
GD_v_G_RGB_300.png 
GD_v_G_RGB_300.jpg

Print 
GD_v_GR_4C.eps

Screen 
GD_v_GR_RGB_300.png

Print 
GD_v_2C.eps

Print 
GD_v_2CR.eps

Print 
GD_v_1C.eps

Screen 
GD_v_1C_RGB_300.png

Print 
GD_v_1CR.eps

Screen 
GD_v_1CR_RGB_300.png

Special Use Vertical 
GD_v_su_

Print 
GD_v_su_G_4C.eps

Screen 
GD_v_su_G_RGB_300.png 
GD_v_su_G_RGB_300.jpg

Print 
GD_v_su_GR_4C.eps

Screen 
GD_v_su_GR_RGB_300.png

Print 
GD_v_su_2C.eps

Print 
GD_v_su_2CR.eps

Print 
GD_v_su_1C.eps

Screen 
GD_v_su_1C_RGB_300.png

Print 
GD_v_su_1CR.eps

Screen 
GD_v_su_1CR_RGB_300.png
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Brand elements

Color palette

3.1	� Primary
3.2	� Secondary
3.3	 Green gradient 
3.4	 Blue gradient

Typography

3.5	 Overview

Secondary graphics

3.6	 Overview
3.7	 Texture
3.8	 Image mask
3.9	� Image mask & cropping
3.10	 Multiple images
3.11	 Messaging box 
3.12	 Logotype

Image Style

3.13	� Light colored photography
3.14	 Rich colored photography

In addition to the Garment District signature,
the color palette, typography, imagery style 
and unique secondary graphic elements and 
work together to define and support the 
Garment District visual identity.

3.0
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Signature colors

3.1

The Garment District color palette is 
comprised of a spectrum of greens. 
Additionally, the use of blue and a blue 
gradient add to the flexibility of the  
Garment District identity system.

The palette is specified in Pantone,  
CMYK, RGB, and HEX breakdowns  
for both coated and uncoated papers. 

Color palette: 
Primary

Green
PANTONE 376 C 
PANTONE 376 U 
CMYK 50/0/90/0
RGB 132/189/0
HEX 84BD00

Dark Green
PANTONE 7738 C 
PANTONE 7738 U 
CMYK 75/0/100/0
RGB 72/162/63
HEX 48A23F

GREEN 
GRADIENT
(SEE PAGE 29)

LIGHT GREEN
PANTONE 381 C 
PANTONE 381 U 
CMYK 18/0/82/0
RGB 206/220/0
HEX CEDC00

BLUE
PANTONE 2738 C 
PANTONE 2738 U 
CMYK 100/95/5/0
RGB 31/41/127
HEX 2A3890

DARK BLUE
PANTONE 2758 C 
PANTONE 2758 U 
CMYK 100/95/5/40
RGB 18/20/80
HEX 171b61

BLUE 
GRADIENT
(SEE PAGE 30)

blue palette
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Teal
PANTONE 320 C 
PANTONE 320 U 
CMYK 96/0/31/2
RGB 0/156/166
HEX 009CA6

Magenta
PANTONE 213 C 
PANTONE 213 U 
CMYK 0/92/18/0
RGB 227/28/121
HEX E31C79

Orange
PANTONE 158 C 
PANTONE 158 U 
CMYK 0/62/95/0
RGB 232/119/34
HEX E87722

3.2

The secondary color palette is to be  
reserved for use in information graphics  
only. The neutral palette may be used  
for text where needed. 

The secondary palette is specified in  
Pantone, CMYK, RGB, and HEX breakdowns  
for both coated and uncoated papers. 

Color palette: 
Secondary

Neutral palette

GRAY
CMYK 0/0/0/50
RGB 128/128/128
HEX 919191

LIGHT GRAY
CMYK 0/0/0/25
RGB 186/188/191
HEX c6c8ca

DARK GRAY
CMYK 0/0/0/75
RGB 64/64/64
HEX 515151

Secondary colors for information graphics 
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3.3

There are two gradient combinations that  
help to define the Garment District visual 
identity system. 

The Green gradient as shown to the right  
is made up of the Green and Dark Green  
from the primary palette. 

The gradient should always run vertically  
and can be used both from light to dark  
and dark to light.

The Green gradient can be used as full  
bleed color, such as a divider page or the 
inside cover of a magazine.

Color palette: 
Green gradient

Gradient   
1 

Gradient 
2 

Green

Green

Dark Green

Dark Green

Dark Green
CMYK 75/0/100/0
RGB 72/162/63
HEX 48A23F

Green
CMYK 50/0/90/0
RGB 132/189/0
HEX 84BD00
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3.4

There are two gradient combinations that  
help to define the Garment District visual 
identity system. 

The Blue gradient as shown to the right is 
comprised of the Blue and Dark Blue from  
the primary palette. 

The gradient should always run vertically  
and can be used both from light to dark  
and dark to light.

The Blue gradient can be used for pages  
that use full bleed color, such as a divider  
page or the inside cover of a magazine  
as well as  backgrounds for secondary 
graphics that use the image mask and  
rich photography.

Color palette: 
Blue gradient

Gradient   
1 

Gradient 
2 

Blue

Dark blue

Dark Blue

Blue

BLUE
CMYK 100/95/5/0
RGB 105/190/40
HEX 69BE28

DARK BLUE
CMYK 100/95/5/40
RGB 105/190/40
HEX 69BE28
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3.5

Gotham is The Garment District’s primary 
typeface and should be used on all branded 
communications. It is a versatile typeface 
with a wide variety of weights that allow for 
flexibility in application. Gotham should be 
used for both headlines and body copy.

Giorgio Sans is a condensed sans serif 
typeface that should be reserved for locking 
up messaging to the signature as shown on 
pages 20-21, or as numerological accents  
as shown in our table of contents. 

When Gotham cannot be used, Arial is the 
default system font.

Typography: 
Overview

Primary

Secondary DEFAULT SYSTEM

Gotham Thin 
Gotham Thin Italic
Gotham Light 
Gotham Light Italic
Gotham Book  
Gotham Book Italic
Gotham Medium

Gotham Medium Italic 
Gotham Bold 
Gotham Bold Italic
Gotham Black  
Gotham Black Italic 
Gotham Ultra 
Gotham Ultra Italic

Giorgio Sans Light 

Giorgio Sans Regular

Giorgio Sans Medium 

Arial 
Arial Italic 
Arial Bold 
Arial Bold Italic
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3.6

The secondary graphics are derived from  
the Garment District symbol.

The secondary graphics provide flexibility 
when creating different communication pieces 
that are lively, dynamic and reflect the new 
brand positioning and strategy. 

The symbol can be cropped and used as a 
texture or used as an image mask. When used 
as an image mask, it can be cropped, cropped 
with multiple images, and also serve as the 
grid for messaging. 

The secondary graphics also allow the 
logotype to be used separate from the  
symbol as further explained on page 34.

Secondary graphics: 
Overview

texture (Page 29) image mask (Page 30)

Cropped  
(Page 31)

Messaging 
(Page 33)

Cropped with multiple images 
(Page 32)

Logotype 
(Page 34)

SYMBOL

The perfect 
place to  
eat, live  
and shop.

The perfect 
place to  
eat, live  
and shop.
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	 DON’T
Crop the graphic 
so that the 
negative space 
forms a cross

	 DON’T
Crop the graphic 
so it bleeds off  
one side

	 DON’T
Crop so that there 
are tiny shapes on 
any side

	 DON’T
Create small 
patterns out of  
the symbol

3.7

The secondary graphics are inspired by 
The Garment District’s symbol and play an 
important role in the Garment District visual 
identity system. This element that be used  
as a texture as shown to the right. 

For the best scale and cropping techniques, 
it is important that the texture bleeds off all 
sides and is cropped in an interesting way.  
The angle (Broadway) plays an important role 
in making unique and dynamic croppings.

Secondary graphics: 
As texture

      DO
Crop the graphic 
so that Broadway 
divides the space in an 
interesting way

      DO
Use the enlarged 
secondary graphics 
to create dynamic 
compositions

      DO
Crop the graphic 
equally on all sides

      DO
Crop the graphic so 
that the negative space 
reads “IN” and there is 
even amount of bleed 
on all sides
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The Garment District symbol may be used  
as a mask to hold imagery and textures.  
The illustration to the right outlined three 
steps to create dynamic compositions  
using imagery and secondary graphics. 

Secondary graphics may be both white  
and blue gradient backgrounds.

Secondary graphics: 
Image mask

3.8

step 1: image mask

step 2: layering with Graphic shapes

step 3: subtracting Graphic shapes and adding transparency

S.01 S.07 S.13

S.14

S.15

S.08

S.09

S.04 S.10

S.11

S.12

S.05

S.06

S.02

S.03

g.01 g.13

g.14

g.15

g.04 g.10

g.11

g.12

g.07

g.08

g.09

g.05

g.06

g.02

g.03

S.01 S.13

S.15S.09

S.04 S.10

S.11

S.12S.06

S.02

g.01

g.14

g.15

g.04 g.10

g.11

g.12

g.08

g.06

g.02

g.03

S.01 S.13

S.04 S.10

S.11

S.12S.06

S.02

g.15

g.04 g.10

g.12

g.03

g.01

S.15S.09

g.14

g.11

g.08

g.06

g.02

+

+

+

=

+

+

=

=

Image mask

Numbers have been added 
for illustrative purposes only 

Gradient Shapes  
G.01 – G.15 

Solid Green Shapes  
S.01 – S.15

Add gradient graphic shapes 
from the symbol on top of 
the image mask

Remove enough shapes so  
the image is recognizable. 
Both solid and gradient 
shapes should be removed 
approximately equally  
in number

Removed Shapes 
Gradient Shapes  
G.05, G.07, G.09, G.13 

Solid Green Shapes  
S.03, S.05, S.07, S.08, S.14

 

Add solid graphic shapes 
from the symbol on top of 
the image mask

Add transparency by using 
opacity, multiply or color 
filters in InDesign. Opacity 
should range from 70-95% 
depending on the image.

Transparent Shapes 
Gradient Shapes  
G.01, G.02, G.06, G.08,  
G.11, G.14 

Solid Green Shapes  
S.15

Complete symbol placed  
on top of the image mask

Finalize art with image mask 
and shapes. Light colored 
images work best on a white 
background while dark or 
Blue-toned images work best 
on the Blue gradient.

For the best compositions, 
its important for the 
shapes to be removed and 
made transparent evenly 
throughout the symbol.
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      DON’T
Crop the graphic so 
that the image isnt 
recognizable

The following examples demonstrate how  
to best crop the secondary graphics to  
ensure the most dynamic compositions. 

It is important when using imagery to  
make sure that the visible areas of the  
image are recognizable. 

Secondary graphics: 
Image mask & cropping

3.9

      DON’T
Crop the graphic so 
that there are only 
two shapes and the 
composition is  
split evenly

      DON’T
Crop the graphic so it 
bleeds on only 2 sides

      DON’T
Crop the graphic so 
that only one colored 
shape is displayed

      DO
Crop the graphic so that the negative space reads 
“IN” and there is even amount of bleed on all sides

      DO
Use the cropping at large scale so that the image 
is recognizable while still being more abstract.
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The following examples demonstrate how to 
apply the secondary graphics with multiple 
images on both white and Blue gradients. 

For best results, the large image within the 
image mask should be simple and serve as a 
texture. This allows the secondary images to 
be masked within separate pieces above it  
and not overly complex. The images should  
fall directly into the grid.

Secondary graphics: 
With multiple images

3.10

Multiple images on white Multiple images on blue gradient
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The messaging box can be used to hold text 
and should always be rectangular in shape.  
It is important that the text is placed in the  
box with equal left and top margins as shown 
to the right.

The messaging box can be Dark Green,  
Green, Light Green, Dark Gray (as shown), 
Gray or Light Gray.

The placement of the box is flexible  
and dependant on the cropping of the  
secondary graphics.

Secondary graphics: 
Messaging box

3.11

The perfect 
place to 
eat, live 
and shop.

The perfect 
place to 
eat, live 
and shop.

The perfect 
place to 
eat, live 
and shop.

The perfect 
place to 
eat, live 
and shop.

The perfect 
place to 
eat, live 
and shop.

example

placement

messaging box colors

The perfect 
place to  
eat, live  
and shop.

Dark Green

The perfect 
place to  
eat, live  
and shop.

Gray

The perfect 
place to  
eat, live  
and shop.

dark Gray

The perfect 
place to  
eat, live  
and shop.

LIGHT GREEN

The perfect 
place to  
eat, live  
and shop.

Green

The perfect 
place to  
eat, live  
and shop.

Light Gray

messaging box

middle left middle right top right Bottom right
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When using the secondary graphics as full 
bleed art, using the logotype separate from 
the symbol allows the secondary graphics 
to represent the symbol and the logotype to 
be integrated into the composition without 
becoming distracting and complex.

The stacked logotype with four lines from the 
horizontal signature or the one line logotype 
from the special use vertical signature may be 
used in these instances. 

The logotype must always be reversed out  
of Dark Green or Green placed in the box so 
that there are equal margins on the top and  
left sides. 

The logotype should never sit on a transparent 
box. If there is a messaging box on top or 
bottom of the logotype box, the messaging 
text and logotype should align to the left 
margin as shown to the far right.

When using the logotype separate from the 
symbol, it is important to use the full signature 
some where else on the communication.

Secondary graphics: 
Logotype

3.12

It’s 24 city 
blocks. 
It’s 24 hours 
a day. 

Horizontal signature: Stacked Logotype Special use vertical signature: ONE LINE Logotype

logotype color fields
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3.13

The Garment District imagery style may  
range from abstract textures and patterns  
to specific location references within  
the neighborhood. 

The images on this page are all light in  
value and work best when used in the image 
mask on a white background. Interesting 
perspectives, selective focus and simple 
compositions make the Garment District 
imagery style a unique and flexible part of  
the visual system.

Image style: 
Light colored photography

work Dine live
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3.14 Image style: 
Rich colored photography

Work Dine liveThe Garment District imagery style may  
range from abstract textures and patterns  
to specific location references within  
the neighborhood. 

The images on this page are all dark in  
value and work best when used in the image 
mask on the Blue gradient background. 
Interesting perspectives, selective focus 
and simple compositions make the Garment 
District imagery style a unique and flexible 
part of the visual system.



Application

Business system

4.1	 Business card 
4.2	� Letterhead  

& envelope

PowerPoint

4.3	 Cover
4.4	 Interior pages

Publication  

4.6	 Magazine

Postcards 
4.7	 General topics 
4.8	 Featured artists

In-district applications 

4.9	 Restaurant map 
4.10	 Animations 
4.11	 Banners  
4.12	 Garbage can

Uniforms  

4.13	 Coverall 
4.14	 T-shirts 
4.15	 Baseball caps

Premiums 

4.16	 Coffee cups 
4.17	 Kites 
4.18	 Tote bag

Advertising 
4.19	 Billboard

This section is the Garment District visual 
identity system applied. Type, color, secondary 
graphics and imagery work together to bring  
the Garment District brand to life.

Consistent application of the Garment District 
brand across all touchpoints is critical to 
ensuring a consistent consumer experience  
that is on strategy and differentiated from  
the competition.

The following examples demonstrate how to  
incorporate the new identity system across a 
variety of touchpoints and should be followed 
as a general reference for each communication.

4.0

37October 2013 
V01
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Business system: 
Business card

4.1

The Garment District 
business card is simple 
and straight forward. 
It uses ample white 
space that allows the 
signature to be easily 
seen.

The business card 
highlights the name 
and title by placing it  
in its own column on 
the top left. 

BARBARA RANDALL
President

The Garment District Alliance

209 W. 38th Street 
2nd Floor
New York, NY 10018

212.764.9600
brandal@garmentdistrictnyc.com

garmentdistrictnyc.com
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4.2

The Garment District letterhead offers  
three columns for the name, address and 
contact information. 

Like the letterhead, logos are scaled so  
that the logo mark remains a consistent  
size across the entire Garment District  
stationery system. October 1, 2013

Dear John,

Nust, temque solupta ipsaerchit et expe illuptur, ex es soluptat aut as et, 
solorum, ium ium ulluptat optate pra possi seque libusant. Tatem re 
nonsequaspe comnis is nobiti ipsantur andem quae quo ese nonsequiat.
Alibus, et ommodio ritatec aepudaestiae dolorrum volo ius. Ecum ius, sincto 
odi quia qui quia aut quiduciis sitiis aut vel ium sedi nem ipsa idit dolesci 
corersperum voloribus, cullabo. Ut quas esentibus corporum in pelles et 
doloris exero bea que consecuptat eosam sundis millorum sequam, as dolu
pti natur? Agnienda quo ipsandis dendento od quodit eat vitem dolo lorem 
omniendae natur.

Agnis vollorro magnat. Epudae omnimus dit, qui optatur Ihilis voluptasinto 
que aspeles tionsec umquunt. Lo blab ini simetur raeperition reseraecta 
porite assitaque preritatiis volor aut qui aut liquiam, sequo quos remporp orit
io que velitat empores qui aut ommodi unt. Pa deliquam, se preptati resseq
uis suscit apiendem renis dunt aspe nonseres ad ut molendus aut estiu
nti aut hiliatis dolut lit quuntem alitatem veles sitam estibernam nonsectatur? 
Aque omnis que pra doluptate dolor sinimol oreped quas qui torehenia.

 verspisqui omnis quibus si ipitaepta doluptatur mint et et et faccum harcius 
aut facepel impores nienihil et, con rempos volor rerciam quatibe rna
met por rentinus utectur, velibero quia nistore il mint acesendi rehendici cor
em reperae cturess untotat. Met asint labo. Et am, quaturi sus non cum 
veriam eum idipiet ilitae. Ilia qui as volessus, offi cabo. Nemporesto et qui 
quid et re, ute voluptatur lorem ispum sit.

Sincerley,

Sample A. Sample

the garment district 
alliance

209 West 38th Street
2nd Floor
New York, NY 10018

212.764.9600
garmentdistrictnyc.com

Stephanie McSampleSample
123456 Anywhere Street. Apt 1
Brooklyn, NY 11201

the garment district alliance

209 West 38th Street
2nd Floor
New York, NY 10018

Business system: 
Letter & envelope
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4.3

Title, White, Arial, 38pt
Presenter’s Name, Date, Arial 26pt

Title, Blue Gradient, Arial, 38pt
Presenter’s Name, Date, Arial 26pt

The PowerPoint presentation template is an 
important internal and external communcation 
piece. It is critical to apply the Garment 
District identity elements appropriately to 
ensure a consistent brand experience.

The PowerPoint cover uses the symbol with 
imagery that can be tailored to compliment 
the subject of each presentation. 

The cover background can be white or the 
Blue gradient as shown to the right.

PowerPoint: 
Cover
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The PowerPoint presentation template is an 
important internal and external communcation 
piece. It is critical to apply the Garment 
District identity elements appropriately to 
ensure a consistent brand experience.

The divider pages can be either the Green  
or Blue gradient with simple white type.

Basic pages can either use a one or two 
column grid for information.

Each slide should use the symbol-inspired 
footer as shown to the right.

4.4

5

Title, Dark Green, Arial Bold, 26pt

One Column lorem ipsum dolor sit amet
 • Consectetur adipiscing elit pellentes que quis lectus ut diam
  – Cras nibh augue, ultrices eu posuere sit amet

Vestibulum sit amet tellus nunc et tincidunt est nullam scelerisque 
 • Magna integer hendrerit metus 
 • Nec rhoncus porttitor risus elit bibend um risus eget placerat ligula 

Uiam sit amet tortor praesent 
 • Facilisis quam sed erat 
  – Lobortis ultrices sed id odio

Donec imperdiet justo sed luctus non varius augue mollis

6

Title, Dark Green, Arial Bold, 26pt

Two Column orem ipsum dolor sit
 • Consectetur adipiscing elit pellentes 

que quis lectus ut diam 

Ultricies varius aliquam a quam 
 • Magna integer hendrerit metus 
  – Nec rhoncus porttitor risus elit bibend um 

risus eget placerat ligula 

Uiam sit amet tortor praesent 
 • Aliquet sagittis dui a tempus

Fusce dignissim aliquam purus
 • Ac accumsan lorem

Lacinia quis integer vitae massa 
et massa tempor vehicula
 • Facilisis quam sed erat 
  – Lobortis ultrices sed id odio

Donec imperdiet justo sed luctus 
 • Suspendisse fermentum ornare mi 

et amet elit in hac habitasse

Divider Page Title
White, Arial Bold, 36pt

Divider Page Title
White, Arial Bold, 36pt

Divider pages

Basic page with text

PowerPoint: 
Interior pages
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The PowerPoint presentation template  
is an important internal and external 
communcation piece. It is critical to apply 
the Garment District identity elements 
appropriately to ensure a consistent  
brand experience.

Interior pages can use the two column  
layout for image, text, charts and other 
information graphics. 

Information graphics should use the  
primary color palette and secondary  
palette when necessary, as shown to  
the right.

4.5

11

Title, Dark Green, Arial Bold, 26pt

Lorem ipsum dolor sit amet
 • Consectetur adipiscing elit pellentes 

que quis lectus ut diam 

Ultricies varius aliquam a quam 
 • Magna integer hendrerit metus 
  – Nec rhoncus porttitor risus elit bibend um 

risus eget placerat ligula 

Uiam sit amet tortor praesent 
 • Aliquet sagittis dui a tempus

CHART TITLE

10%

10%

10%10%

10%

10%

10%

12

Title, Dark Green, Arial Bold, 26pt

CHART TITLE

Group 1
0

1

2

3

4

5

6

Group 2 Group 3 Group 4 Group 5 Group 6 Group 7

7

Title, Dark Green, Arial Bold, 26pt

Two column with image on left 
fusce dignissim aliquam purus
 • Ac accumsan lorem

Lacinia quis integer vitae massa 
et massa tempor vehicula
 • Facilisis quam sed erat 
  – Lobortis ultrices sed id odio

Donec imperdiet justo sed luctus 
 • Suspendisse fermentum ornare mi 

et amet elit in hac habitasse

36th STREET

37th STREET

38th STREET

39th STREET

40th STREET

35th STREET

EI
G

H
TH

 A
V

EN
U

E

N
IN

TH
 A

V
EN

U
E

SE
V

EN
TH

 A
V

EN
U

E

B
R

O
A

D
W

A
Y

SI
X

TH
 A

V
EN

U
E

FI
FT

H
 A

V
EN

U
E

41st STREET

9

Title, Dark Green, Arial Bold, 26pt

Lorem  Ipsum dolor sit amet Consectetur 

1 Elit suspendisse  14.6

2 Non ipsum orci nulla  11.7

3 Ac justo sem aliquam  6.2

4 Laoreet magna 4.1

5 Morbi libero risus quis 3.6

6 Auctor eget magna 2.4

7 Morbi tincidunt scelerisque  1.8

8 Felis nec convallis erat  1.6

9 Vivamus dictum 1.1

page with image and text page with table

pages with information graphics

PowerPoint: 
Interior pages
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4.6

scoop
02 Letter from the President

04 Garment District Festival

06 Around the Neighborhood

09 New Year’s Resolution

HOLIDAY 
2013

Consectetur maiu 
adipiscing elit. Aen 
ean aliquam quam a 
ante lacinia, dictu
m nibh lobortis. 

Consectetur adipiscing elit. 

Proin vestibulum libero in sus 

tristique. Cras luctus aliquet 

nulla, quis congue lacus. Fusce 

euismod sagittis mauris ut ele 

ifend. Proin vitae sapien vitae 

libero pretium feugiat. Donec 

vel mi dui. Aliquam erat. Sed 

quis ipsum lobortis diam hend 

rerit sodales.

Lorem ipsum dolor sit amet, 

consectetur adipiscing elit. Aen 

ean aliquam quam a ante 

lacinia, eu dictum nibh lobortis. 

Proin sagittis euismod viverra. 

Lorem ipsum dolor sit amet.

Consectetur adipiscing elit. 

Proin vestibulum libero in 

suscipit tristique. Cras luctus 

aliquet nulla, quis congue lacus. 

Fusce euismod sagittis mauris 

ut eleifend. Proin vitae sapien 

vitae libero pretium feugiat. 

Donec vel mi dui. Aliquam 

erat volutpat. Sed quis ipsum 

Cras eu neque at sapien 

accumsan eleifend at at augue. 

Vestibulum laoreet eget risus 

at pharetra. Aenean ultricies mi 

sit amet mi ultricies, ac ferment 

um quam vehicula. Aenean 

eleifend enim arcu, vitae 

gravida purus gravida vitae. 

Duis inter dum erat eget 

imperdiet lorem. 

lorem ipsum dolor sit 
consectetur adipiscing. 
Aen ean aliquam quam a ante 

lacinia, eu dictum nibh lobortis. 

Proin sagittis euismod viverra. 

Lorem ipsum dolor sit amet.

Lorem ipsum dolor sit amet, 

consectetur adipiscing elit. Aen 

ean aliquam quam a ante 

lacinia, eu dictum nibh lobortis. 

Proin sagittis euismod viverra. 

Lorem ipsum dolor sit amet.

Fusce 
Euismod

SCOOP LAOREET EGRET  

01

PRESIDENT
A LETTER
FROM THE

Happy Holidays. Essint quam laccabore venis 
etur ant uibus modicita ventis .

Doluptam il in non plit quiatas pienim audic 
atem quibus modicita ventis autaspel ilit que 
voluptat dus aliquid ipiciassunt quas volum 
alissitat.

Dus, et quatur mil esto quideliquiae mod maion 
conse adis dolo culpa dolut et dus cum ium 
conectio volorro entoriatur? Lictem ad ma dio 
ercidigent iust dipiderum natem que nectum 
rat eaqui re veriae. 

Ut vel eum volessequat ma voluptio millorro 
vit excerum rempe et offi c tetur accullaut 
libusdanis eium iumquid miligendae quiate 
faceri resciendus re et et miniatius aut evelis 
cus exerum qui rae vendita temped maiosa 
nulparit haribus qui cus voluptia num veritem.

Sanditiusda cullia niscium quassumqui offi cim 
non sectus, aut ex exeribus reicide occaeped 
que coribus, sint, id quassimincto eos maxim 
quis ea quam, om modis eicipsante sitis est 
dendae net fugiamet dem.

Etur, solenes cidenis nusciam cum repeliqui 
doloratata consendipsum volores net et 
volorita dolupiti odist odigend aecus, evenis 
est arumenim es et utemquat latque 
idionsequunt maximpe veriore iciet.

fusce euismod. 
Proin vitae sapien vitae libero 

pretium feugiat. Donec vel mi 

dui. Aliquam erat. Sed quis 

ipsum lobortis diam hend rerit 

sodales. Lorem ipsum dolor sit 

amet, consectetur adipiscing 

elit. Aen ean aliquam quam a 

ante lacinia, eu dictum nibh 

lobortis. Proin sagittis euismod 

viverra. Lorem ipsum dolor sit 

amet.

consectetur adipisci. 
Proin vestibulum libero in sus 

tristique. Cras luctus aliquet 

nulla, quis congue lacus. Fusce 

euismod sagittis mauris ut ele 

ifend. Proin vitae sapien vitae 

libero pretium feugiat. Donec 

vel mi dui. Aliquam erat. Sed 

quis ipsum lobortis diam hend 

rerit sodales.

Lorem ipsum dolor sit amet, 

consectetur adipiscing elit. Aen 

ean aliquam quam a ante. 

Eu dictum nibh lobortis. Proin 

sagittis euismod viverra. Lor

em ipsum dolor sit amet.

proin vestibulum libero in 
suscipit tristique. 
Cras luctus aliquet nulla, quis 

congue lacus. Aximenis et verat 

lame que voluptatur? Qui 

velecti berovit esto beruptia 

pore lab ium doluptu rempore 

rferum quia duciis et mo tem 

fugia niste magnam dolut pa 

aute alique quae nobis et 

poratendunt eniatiunto te net 

aborumet es sequide bitaspedi 

to is es siminiscid etur sunt laut 

quias et ditaquae.

cus et harum nis 

Ditet harum simoloreius de 

nihillo ruptas essitium re nulp

arum re liquo dolum et pe quis 

di autem alita quia sitium re

henti nienet que odit quo 

berumet quo is estrum vo

lest amet dit.

 SCOOP LAOREET EGRET

02

Euismod viverra lorem 

ipsum dolor sit amet

Consectetur adipiscing elit 

proin vestibulum libero in 

sus tristique cras luctus ali 

quet nulla quis

Fusce euismod sagittis 

mauris ut ele ifend

Proin vitae sapien vitae 

libero pretium feugiat donec 

vel mi dui aliquam

Proin sagittis euismod 

viverra lorem ipsum dolor sit 

amet

Git adia dollibus, unt 

vendaestis eum ra vole.

aen ean aliQuam

The Garment District magazine uses  
secondary graphics on the cover with  
imagery that relates to the issue subject. 

The interior spreads take advantage of  
a three column grid and use color,  
typography and graphic shape to bring  
the identity to life.

Publication: 
Magazine
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Postcards: 
General topics

4.7

The perfect 
place to 
eat, live 
and shop.

It’s 24 city 
blocks. 
It’s 24 hours 
a day. 

The perfect 
place to 
eat, live 
and shop.

ART

lorem ipSum Sit dolor
Mauris dit dolor amet dit
consequtor amet dit mauris
amet dit amet mauris.

 07.11.13 – 08.25.13
Enti dolor acepudi asperit aut lat laccuscilia vit, 
consequam, aut ommo optiostia corerunt ulpa qui offi  cti 
oritat re dis dolores di doluptatur, consed eos aut aut lam 
veri ilis ditat harum restist ut ium ent.

Dae volorpo reptam que la quo doluptatur?

Ut offi  ctus illupta temqui ut etur aut quundae pratumqui 
con nim ius persped istrum simi, voluptatem re veles inci 
sam rehendis demque omnihic ilitium voluptur sit optat 
rehendi psanditat aciis evendi.

Nuscit evenisq uodignam ipitium estotas mi, que etur, 
que simusandae porporitem saepudae eum untotatem 
hillabor reroritat offi  ciatures denis maximusant.

the garment district alliance

209 West 38th Street 
2nd Floor
New York, NY 10018

Stephanie McSampleSample

114 5th Avenue, 11th fl oor

New York, NY 10011

The secondary graphics offer a wide range  
of design options for postcards. They can  
hold imagery, messaging and the  
Garment District logotype.

The back of the postcards should use  
ample white space and integrate the Dark 
Green into the typography for headlines.

A simple Light Green box may be used  
sparingly to highlight a date or other  
important information.

front

Alternate fronts with messaging Alternate fronts without messaging

back
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Postcards: 
Featured artists 

4.8

For postcards that feature artists or gallery 
shows in the Garment District, it may be 
necessary to use the front of the postcard 
to highlight the subject without a dominant 
Garment District brand presence.

In these instances, a band of the Garment 
District Blue gradient or white should be used 
on top of the artwork to house the Garment 
District signature and “ART” lockup. 

The back of the postcards should use  
ample white space and integrate the Dark 
Green into the typography for headlines.

A simple Light Green box may be used  
sparingly to highlight a date or other  
important information.

ART

five elementS
A Summer Public Art Installation 
on the  Broadway Plaza’s between 
36th & 41st Streets.

 07.11.13 – 08.25.13
Created by internationally recognized artist Xin Song, 
the FIVE ELEMENTS installation is based upon the  
traditional Chinese belief in the process of change  
and transformation. Five individual pieces are  inspired 
by the basic Water, Fire, Wood, Metal, and  Earth 
elements, each represented through intricate paper 
cut artworks. FIVE ELEMENTS is an exploration of 
environmental and personal transformations in  our 
shared city surroundings.

For more information about Art + Design in the  
Fashion District, visit the Garment District NYC  
website at garmentdistrictnyc.com .

the garment district alliance

209 West 38th Street 
2nd Floor
New York, NY 10018

Stephanie McSampleSample

114 5th Avenue, 11th fl oor

New York, NY 10011

ART

front back

ART

ART

ART

ART

Alternate fronts
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In-district applications: 
Restaurant map

4.9

DINE

2013 ReSTAURANT GUIDe DINE
 001 aBigael’S

1407 Broadway 
212.575.1407
Glatt Kosher cuisine

 002 aKi SuSHi W. 
123 W. 36th St. 
212.868.8090 
Japanese and Chinese

 003 andreW’S 
coffee SHop
246 W. 39th St.
212.391.0110
Classic diner

 004 appetito 
riStorante 
47 W. 38th St. 
212.391.5286 Northern 
Italian cuisine

 005 arno 
riStorante
141 W. 38th St. 
212.944.7420 
Northern Italian cuisine 

 006 atomic WingS
528 Ninth Ave 
212.760.9090
American Favorites

 007 aura tHai fuSion 
462 Ninth Ave
212.971.8530
Thai Fusion

 008 auStralian
20 W. 38th St. 
212.869.8601
Australian Food & 
Lounge

 009 azuKi SuSHi
590 Eights Ave 
212.736.5116
Japanese cuisine

 010 Ben’S KoSHer
209 W. 38th St. 
212.398.BNES
Kosher Restaurant 
& Deli

 011 Big BoWl 
noodleS
1011 Sixth Ave
212.869.0888
Chinese cuisine

 012 Blaggard’S puB
8 W. 38th St. 
212.290.2611 
Irish pub & Restaurant

 013 carBone 
riStorante
331 W. 38th St. 
212.290.2625 
Bar & Coal fi red pizza

 014 cHef yu
560 Eight Ave 
212.756.6150
Szechuan Chinese

 015 cHo dang gol 
55 W. 35th St. 
212.695.8222 
Korean BBQ & Tofu

 016 colBeH
43 W. 39th St. 
212.354.8181 
Mediterranean & 
Persian

 017 concrete
320 W. 37th St. 
212.967.9121 
Tapas bar & Lounge

 018 croton 
reServoir tavern 
108 W. 40th St. 
212.997.1738 
Cosmopolitan Fusion

 019 curry ream
66 W. 39th St. 
212.810.4125 
Indian Restaurant

 020 dJerdan BureK
221 W. 39th St. 
212.921.1183 
Balkan cuisine

 021 dong Hai grill
108 W. 39th St. 
212.221.7237
Asian and Japanese 

 022 franKie & 
JoHnnie’S 
32 W. 37th St. 
212.947.8940
Steakhouse

 023 fuJi SuSHi riSing 
dragon 
316 W. 36th St. 
212.695.166
Japanese & Chinese

 024 gaBBy o’Hara’S
123 W. 39th St. 
212.278.8984
Irish pub & Restaurant

 025 ginger’S 
512 Seventh Ave 
212.768.3100 
Chinese classics 
& Szechuan

 026 Han Bat
53 W. 35th St. 
212.629.5588
Country style Korean

 027 Happy coffee 
HouSe
 4 W. 38th St. 
212.221.1447
Diner & Deli

 028 Harrie’S diner & 
BaKery
1407 Broadway
212.221.3666
Diner & Fresh bakery

 029 Havana
NY 27 W. 27th St. 
212.944.0990
Cuban bar & Restau-
rant

 030 HoundStootH
520 Eighth Ave 
212.643.0034
Pub & Comfort food

 031 Hyo dong gaK 
51 W. 35th St. 
212695.7167
Chinese Korean

 032 JacK’S
147 W. 40th St. 
212869.8300
American with Asian 
infl uence

 033 Jimmy’S coffee 
SHop
990 Sixth Ave
212.244.2211
American diner

 034 JoHn Barry’S
38 W. 39th St. 
212.398.0350 
Asian Mediterranean

 035 KeenS 
cHopHouSe 
72 W. 36th St. 
212.947.3636 
Steaks & Seafood

 036 lazzara’S pizza 
Café 221 W. 38th St. 
2nd Floor 
212.944.7792 
Pizza & Pasta

 037 luXe reStaurant & 
Bar 
235 W. 35th St. 
212.209.6221 
Italian eatery

 038 ma dang Sui 
35 W. 35th St. 
212.564.9333 
Korean BBQ

 039 macy’S celler 
151 W. 34th St. 
212.868.3001 
Bar & Grill

 040 manganaro 
488 Ninth Ave 
212.563.5331 
Italian groceries 
& Restaurant

 041 marKet cafÉ 
491 Ninth Ave 
212.967.3892 
French bistro

 042 metro grill 
45 W. 35th St. 
212.279.3535 
American bistro

 043 metro marcHe 
625 Eighth Ave 
212.239.1010 
French bistro & Deli

 044 mr. BroadWay 
1372 Broadway 
212.921.2152 
Glatt Kosher cuisine

 045 mitcHel 
london foodS 
458 Ninth Ave 
212.643.1200 
Burgers Cupcakes 
& Pizza

 046 murano 
riStorante 
207 W. 36th St. 
212.695.5220 
Northern Italian cuisine

 047 olympic pita 
58 W. 38th St. 
212.869.7482 
Isreali Glatt Kosher

 048 o’reilly’S off 
fiftH 
21 W. 35th St. 
212.502.5246 
Irish American Tavern

 049 playWrigHt 
reStaurant 
27 W. 35th St. 
212.268.8868 
Irish Restaurant & 
Tavern

 050 pomodoro 
518 Ninth Ave 
212.239.7019 
Italian American

QUICK EATS

 051 ritmo de la nocHe 
252 W. 38th St. 
212.921.1147 
Mexican and Tex-Mex

 052 royal tHai 
318 W. 36th St. 
212.868.3399 
Thai cuisine

 053 SandWicH planet 
534 Ninth Ave 
212.273.9768 
Sandwiches & Burgers

 054 SaraBetH’S 
reStaurant 
424 Fifth Ave 
212.827.5068 
Pastries & Bakery

 055 Simply paSta
120 W. 41th St. 
212.391.0805 
Italian pasta & pizza

 056 SpaniSH 
taverna 
203 W. 38th St. 
212.221.6458 
Spanish Seafood 
cuisine

 057 StagHorn 
SteaKHouSe 
315 W. 36th St. 
212.239.4390 
Steakhouse

 058 StitcH 
247 W. 37th St. 
212.852.4826 
Bar & Lounge

 059 SuSHi oSaKa 
535 Eight Ave 
212.6299708 
Japanese cuisine

 060 SzecHuan 
gourmet 
21 W. 39th St. 
212.921.0233 
Szechuan Chinese

 061 tHai Select 
472 Ninth Ave 
212.695.9920 
Alternative Thai cuisine

 062 36 W. Bar & grill 
314 W. 36th St. 
212.695.3710 
New American Fusion

 063 timeS puB 
240 W. 40th St. 
212.869.5788 
American Seafood 
& Pub

 064 toucH of india 
232 W. 37th St. 
212.560.9414 
North Indian cuisine

 065 toyama SuSHi 
11 W. 36th St. 
212.967.954 
Sushi restaurant

 066 tS ma 
480 Ninth Ave 
212.465.9739 
Chinese & Sushi

 067 Windfall grill 
23 W. 39th St. 
212.869.4606 
Eclectic American

 068 Wolf’S Bay pS 
reStaurant 
32 W. 38th St. 
212.221.3334 Diner

 069 Woo cHon 
reStaurant 
10 W. 36th St. 
212.695.0676 
Korean BBQ

 070 zipper factory 
tavern 
336 W. 37th St. 
212.695.4600 
Theatre Bar & Grill

 071 aBitino’S pizza & 
paSta 
1435 Broadway 
212.768.0043

 072 amici 
36 519 Eighth Ave 
212.279.7070

 073 articHoKe cafÉ 
240 W. 37th St. 
212.947.1080

 074 atrium cafÉ 
485 Seventh Ave 
212.947.1080

 075 au Bon pain 
Port Authority Bus 
Terminal 
212.502.5939

 076 Bellizzi’S 
202 W. 36th St. 
212.629.4818

 077 Blimpie 
143 W. 40th St. 
212.704.9700

 078 Bravo pizza 
1367 Broadway 
212.268.4499

 079 Bread factory 
cafÉ 
470 Seventh Ave 
212.279.6665

 080 BroadWay 
JeruSalem 
2 1375 Broadway 
212.398.1475

 081 Burger King 
561 Seventh Ave 
212.997.5212 

474 Seventh Ave 
212.216.9328

 082 cafÉ BonJour 
18 W. 38th St. 
212.575.7070

 083 cafÉ duKe 
1450 Broadway 
212.354.4558

 084 cafÉ metro 
530 Seventh Ave 
212.398.8788 

1359 Broadway 
212.268.5555

 085 cafÉ metro 
Port Authority 
2nd Level 
212.714.9342

 086 cafÉ ruStico ii 
pizza 
25 W. 35th St. 
212.736.1114

 087 cafÉ 37 
47 W. 37th St. 
212.391.1523

 088 city Burger 
1410 Broadway 
212.977.7770

 089 coSi SandWicH 
498 Seventh Ave 
212.947.1005

 090 dean & deluca
620 Eighth Ave 
212.221.0308

 091 deli pluS port 
Authority Bus Terminal 
212.244.5748

 092 domino’S pizza 
227 W. 40th St.
212.944.0400

 093 dunKin donutS 
240 W. 40th St. 
212.395.9280 

265 W. 37th St. 
212.302.8080

 094 europe cafÉ 
1412 Broadway 
212.398.9822

 095 faSHion Soup 
124 W. 41st St. 
212.704.0909

 096 favorite cafÉ 
260 W. 35th St. 
212.279.1124

 097 food eXcHange 
1400 Broadway 
212.944.7165

 098 freSco tortillaS 
314 W. 39th St. 
212.221.5849

 099 fuJi BaKery and 
cafÉ 
224 W. 35th St. 
212.6297588

 100 go! go! curry! 
273 W. 38th St. 
212.730.5555

 101 golden KruSt 
601 Eighth Ave 
212.967.7666

 102 gray’S papaya 
539 Eighth Ave 
212.904.1588

 103 green treeS 
Port Authority Subway 
Level 212.868.0772

 104 guy & gallard 
245 W. 38th St. 
212.302.7588 

469 Seventh Ave 
212.695.0006 

1001 Sixth Ave 
212.730.0010

 105 Halal BaKery 
pizza 
521 Eighth Ave 
212.695.2500

 106 Hale & Hearty 
SoupS
1410 Broadway 
212.354.1199

 107 Hot & cruSty 
606 Eighth Ave 
212.704.2106

 108 international 
food HouSe 
240 W. 35th St. 
212.564.7444

 109 JuSt Salad 
134 W. 37th St. 
212.244.1111

 110 KeBaB & grill 
150 W. 36th St. 
212.967.0813

 111 Kati roll company 
49 W. 39th St. 
212.730.4280

 112 KoSHer deligHt 
1359 Broadway 
212.563.3366

 113 laBeleca pizza 
200 W. 40th St. 
212.869.9605

 114 macaron cafÉ 
161 W. 36th St. 
212.564.3525

 115 manganaro’S 
HeroBoy 
492 Ninth Ave 
212.947.7325

 116 mcdonald’S 
556 Seventh Ave 
212.730.9237 

974 Sixth Ave 
212.279.2022

 117 metro deli rancH 
1 141 W. 41th St. 
212.768.1111

 118 mid toWn Buffet 
566 Seventh Ave 
212.768.4344

 119 mrS. fieldS 
pretzel time 
Port Authority 2nd 
Level 212.695.1186

 120 norimaKi SuSHi 
224 W. 35th St. 
212.967.8177

 121 nyc fried cHicKen 
270 W. 39th St. 
212.719.1599

 122 del pallaro pizza 
224 W. 35th St. 
212.279.3246

 123 paX WHoleSome 
foodS 
966 Sixth Ave 
212.967.2820 

501 Seventh Ave 
212.391.0080 

520 Eighth Ave 
212.714.0555

 124 pergola 
SandWicH 
109 W. 39th St. 
212.768.2211

 125 picK-a-pita 
601 Eighth Ave 
212.730.7482

 126 laS 
poBlanitaS 
302 W. 38th St. 
212.629.0090

 127 popeyeS cHicKen 
240 W. 40th St. 
212.354.0711

 128 poW WoK 
499 Seventh Ave 
212.967.1197

 129 pret a manger 
530 Seventh Ave 
646.728.0750 

1410 Broadway 
212.572.0490 

1020 Sixth Ave 
646.688.1061

 130 pronto pizza 
135 W. 41st St. 
212.221.8886 

976 Sixth Ave 
212.244.4450

 131 pump energy 
Food 112 W. 28th St. 
212.764.2100

 132 QuiznoS SuB 
498 Seventh Ave 
212.947.1414

 133 SaHara grill 
558 Seventh Ave 
212.391.9524

 134 Siena pizza 
274 W. 40th St. 
212.391.9524

 135 SuBWay 
126 W. 41st St. 
212.730.803032 

W. 39th St. 
212.719.4044 

224 W. 35th St. 
800.888.4848 

612 Eighth Ave 
212.382.1416 

525 Eight Ave 
212.564.6454 

512 Seventh Ave 
212.221.0422 

1369 Broadway 
212.643.8705

 136 SuSHi & deli 
Box 68 W. 39th St. 
212.840.1405

 137 SuSHi By Bento 
nouveau 
1407 Broadway 
212.398.1405

 138 taco Bell dunKin’ 
donutS 
525 Eighth Ave 
212.216.0997

 139 teleon cafÉ 
264 W. 40th St. 
212.575.3838

 140 tio pio W. 
46 W. 36th St. 
212.239.6633

 141 trio frencH 
BaKery 
476 Ninths Ave 
212.695.4296

 142 vegetaBle garden 
243 W. 38th St. 
212.997.7558 

 143 villa pizza 
Port Authority 
Bus Terminal 
212.971.9242

 144 village 38 
575 Eighth Ave 
212.244.7800

 145 WeeKend coffee 
SHop 
319 W. 35th St. 
212.560.0702

 146 Wendy’S 
259 W. 34th St. 
212.560.7876

 147 Weng’S palace 
304 W. 40th St. 
212.868.6868

 148 WHite caStle 
525 Eighth Ave 
800.THE.CRAVE

 149 WHoleSome 
WrapS 
200 W. 40th St. 
212.730.9780

 150 ying du 
273 W. 38th St. 
212.575.6978

 151 zaro’S BaKery 
501 Seventh Ave 
212.575.7031

 152 zaro’S Bread 
Basket Port Authority 
Bus Terminal
212.292.0186

 153 zeSt 1441 
Broadway 
212.398.9378

DELI

DESSERT

DRINK

 161 aKSHar & SHrigi 
grocery 
131 W. 35th St. 
212.594.6477

 162 alpine gourment 
farm 
480 Seventh Ave 
212.279.9858

 163 Big apple cafÉ & 
deli 
324 W. 42nd St. 
212.268.2161

 164 Blue roSe deli 
552 Eighth Ave 
212.302.2301

 165 Bryant marKet 
deli 
1017 Sixth Ave 
212.730.2345

 166 cucina & co 
151 W. 34th St. 
212.216.9611

 167 gourmet Wonder 
17 W. 39th St. 
212.997.2244

 168 Herald SQuare 
marKet 
968 Sixth Ave 
212.244.3484

 169 HigHtone cafÉ 
110 W. 40th St. 
212.944.8967

 170 JlH deli 309 
W. 38th St. 
212.244.6966

 171 KHvp nina candy 
265 W. 37th St. 
212.354.2644

 172 midlantic deli 
40 W. 39th St. 
212.704.2101

 173 muncHy’S gourmet 
Port Authority 
2nd Level 
212.967.0011

 174 neW Star cafÉ 
552 Seventh Ave 
212.719.2680

 175 olive tree 
1420 broadway 
212.840.0999

 176 r&g deli 
247 W. 36th St. 
718.607.9707

 177 rainBoW gourmet 
572 Eighth Ave 
212.921.8141

 178 SHaH 38 deli 
256 W. 38th St. 
212.840.1196

 179 SHamaS deli 
150 W. 38th St.

 180 SHaran deli 
314 W. 39th St. 
212.695.7170 

 181 6tH ave grocery & 
coffee 
1020 Sixth Ave 
212.768.8781

 182 SunriSe deli 
575 Seventh Ave 
212.221.6490

 183 zeytinz fine food 
marKet 
24 W. 40th St. 
212.575.8080

 184 Ben & Jerry’S 
auntie anne’S 
151 W. 34th St. 
Macy’s 4th
212.594.0018

 185 cold Stone 
253 W. 42nd St.
212.398.1882

 186 garrett popcorn 
SHopS 
One Penn Plaza East
888.4.POPCORN

 187 godiva 
1460 Broadway 
212.840.6758

 188 nut caStle 
552 Seventh Ave.
212.391.4976

 189 SWeet factory 
Port Authority
2nd Level
212.563.6739

 190 taSti d-lite
1032 Sixth Ave.
212.869.3122

 154 amazonia Juice 
498 Ninth Ave 
212.268.0796

 155 caSa Java 
Port Authority Bus 
Terminal 
646 473.0083

 156 dolce caBana 
Juice 
252 W. 37th St. 
212.967.3089

 157 HealtH King 
526 Seventh Ave 
212.764.6699

 158 JamBa Juice 
Port Authority Bus 
Terminal 
212.947.5105 

1440 Broadway 
212.354.3435

 159 Juan valdez cafÉ 
1451 Broadway 
212.871.7515

 160 StarBucKS coffee 
600 Eighth Ave 
212.997.7337

525 Seventh Ave 
212.869.5273

462 Seventh Ave 
212.279.6432 

1372 Broadway 
212.921.0827

DINE

For a complete list of  
restaurants in the Garment 
District visit us online at 
garmentdistrict.com

DINE

2013 ReSTAURANT GUIDe

The Garment District restaurant map is an 
important piece for visitors navigating  
the area. 

The map shown to the right has been designed 
to highlight area restaurants and makes use of  
simple messaging on the cover. 

The interior of the map uses simple geometric 
blocks with Giorgio Sans headlines to highlight 
the different category of restaurants. 

The back of the map integrates secondary 
graphics, imagery and messaging.
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4.10

The Garment District visual identity system 
lends itself to many animation possibilities, 
leveraging imagery, color and messaging.

The pieces of the secondary graphics can  
be colored to match animation imagery, but 
must land back on the Green palette on  
the end frame.

lIve

RELAX

SIP

DrInK

talK

Meet

shop

celeBrate

Be Merry

MEET

relax

Meet

SHOP

DIne

In district applications: 
Animations
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4.11

The Garment District signage should be 
simple and bold so it can cut through the 
urban landscape.

Backgrounds may either white or the  
Blue gradient, allowing the content to  
be highly visible from street level.

In district applications: 
Banners
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4.12

The garbage can uses “Keep it beautiful” 
messaging locked up to the horizontal  
signature in a repeat pattern wrapping  
the circumference of the can. 

In district applications: 
Garbage can
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Uniforms: 
Coverall

4.13

When designing lifestyle pieces like clothing 
or uniforms, using the Garment District brand 
colors and messaging plays an important role 
in making an impact.

The coverall uses the two color version of 
special use vertical signature and should be 
placed above the left front pocket. 

Phrases like “Keep it clean” may be locked  
up to the horizontal logo on the back of  
the coverall.

KEEP IT CLEAN
KEEP IT CLEAN

KEEP IT CLEAN

KEEP IT CLEAN

KEEP IT CLEAN

KEEP IT CLEAN

KEEP IT CLEAN
KEEP IT CLEAN

KEEP IT CLEAN

KEEP IT CLEAN

KEEP IT CLEAN

KEEP IT CLEAN

front Back
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Uniforms: 
T-shirts

4.14

KEEP IT CLEAN
KEEP IT CLEAN

KEEP IT CLEAN

KEEP IT CLEAN

KEEP IT CLEAN

KEEP IT CLEAN

KEEP IT CLEAN
KEEP IT CLEAN

KEEP IT CLEAN

KEEP IT CLEAN

KEEP IT CLEAN

KEEP IT CLEAN

KEEP IT CLEAN
KEEP IT CLEAN

KEEP IT CLEAN

KEEP IT CLEAN

KEEP IT CLEAN

KEEP IT CLEAN

KEEP IT CLEAN
KEEP IT CLEAN

KEEP IT CLEAN

KEEP IT CLEAN

KEEP IT CLEAN

KEEP IT CLEAN

KEEP IT CLEAN
KEEP IT CLEAN

KEEP IT CLEAN

KEEP IT CLEAN

KEEP IT CLEAN

KEEP IT CLEAN

KEEP IT CLEAN
KEEP IT CLEAN

KEEP IT CLEAN

KEEP IT CLEAN

KEEP IT CLEAN

KEEP IT CLEAN

KEEP IT CLEAN
KEEP IT CLEAN

KEEP IT CLEAN

KEEP IT CLEAN

KEEP IT CLEAN

KEEP IT CLEAN

KEEP IT CLEAN
KEEP IT CLEAN

KEEP IT CLEAN

KEEP IT CLEAN

KEEP IT CLEAN

KEEP IT CLEAN

front BackWhen designing lifestyle pieces like clothing 
or uniforms, using the Garment District brand 
colors and messaging plays an important role 
in making an impact.

The t-shirts can be Dark Green, Green, White 
or Navy and use the “Keep it Clean” phrase 
locked up to the vertical signature in white on 
the Green shirts and the brand colors on the 
navy and white shirts. 
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Uniforms: 
Baseball cap

4.15

KEEP IT CLEAN
KEEP IT CLEAN

KEEP IT CLEAN

KEEP IT CLEAN

KEEP IT CLEAN

KEEP IT CLEAN

KEEP IT CLEAN
KEEP IT CLEAN

KEEP IT CLEAN

KEEP IT CLEAN

KEEP IT CLEAN

KEEP IT CLEAN
KEEP IT CLEAN

KEEP IT CLEAN
KEEP IT CLEAN

KEEP IT CLEAN

KEEP IT CLEAN

KEEP IT CLEAN

KEEP IT CLEAN
KEEP IT CLEAN

KEEP IT CLEAN

KEEP IT CLEAN

KEEP IT CLEAN

KEEP IT CLEAN

front

Back

When designing lifestyle pieces like clothing 
or uniforms, using the Garment District brand 
colors and messaging plays an important role 
in making an impact at a short glance.

The baseball caps can be white or Blue with 
Green and Light Green colored bills. They all 
feature the symbol on the front and the one 
line logotype on the back.
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4.16

When designing special premiums such  
as a coffee cup, using both the secondary 
graphics and custom messaging locked  
up to the signature is an excellent way to 
make a great brand impact.

Premiums: 
Coffee cups
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4.17

Special premiums like the kite for “Kite Flight”, 
use both the secondary graphics and custom 
messaging locked up to the signature.  
The simple use of pattern and color help  
it to stand out against the backdrop of the  
city sky.

Premiums: 
Kites
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4.18

The tote bag uses the secondary graphics as 
a texture or may lockup relevant messaging.

Premiums: 
Tote bag
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4.19

The Garment District advertising should  
be bold and exciting. Using the symbol  
as a mask for imagery is an excellent way  
to brand a surface and provide a vehicle  
for communication.

Advertising: 
Billboard



Who to contact

Questions?
Reach out to the following  
Garment District contacts: 

Ryan Daly 
Communications Manager

rdaly@garmentdistrictnyc.com 
212.764.9600

Anne Bonacum 
Director of Planning and Development

abonacum@garmentdistrictnyc.com 
212.764.9600
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