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Great Gray: Where Craft Beer Meets Canadian Artistry and
Community Spirit. We are passionate about crafting excep-
tional beers that reflect the dynamic energy of youth and the
untamed beauty of the Canadian wilderness. Our brews serve
as a testament to the spirited essence of our nation, inviting
individuals to embrace their adventurous side and forge unfor-
gettable memories together. With each sip, Great Gray ignites a
sense of exploration and discovery, encapsulating the vibrancy
of our craft and the wild spirit of our land. Great Gray - Crafting
Brews and Stories to Inspire Unity and Celebration. Here to Craft
Brews and Craft Stories.

“Authentically Canadian, Authentically wild.”
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Use the icons head to determine the spacing
when working with the exhibition logo(s).
That means no type or designs are allowed
within the exclusion zones.

The central image, an abstract representation of an owl integrat- The text is a logotype, which means it uses a strategically

ed within a beer glass, is both innovative and visually striking. chosen typography or specially crafted lettering to serve as an
The owl’s eyes are depicted as the frothy top of the beer, creat- identity for the brand. The text is bold and capitalized, which
ing a dual imagery that’s both clever and aesthetically pleasing. conveys a sense of strength, confidence, and professionalism. It

also makes the text more visible and readable.

If there is ever a need for alarge-scale
model of the primary logo, the best way to
space everything out correctly is to use the
example on the right. Avoid reducing the size
of the primary logo, especially to the point
where the tagline loses

Great grey brew Co.
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(OLOUR SPECIFICATIONS

The black and yellow color combination in

a craft beer logo exudes youthfulness and
hipness. Yellow’s energy and creativity ap-
SssIhT:t\i/coaL’Jc?ogne;:r?s23;:::::cl)gii:;crhaec:/ds Do not use Great grey name Avoid distorting or
create a visually striking and contemporary next to the logomark stretching the logofs).
look, resonating with urban street culture
and appealing to a younger, trend-conscious
audience. This combination positions the
brand as modern, relevant, and attractive to
those seeking unique beer experiences.
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The logo for "GREAT GREY Brew C0." is de-
signed with high contrast and simplicity, mak-
ing it easily readable even when inverted. The
logo consists of a circular border containing

the company name, establishment year (2024),

and an owl icon in the center holding a cup.
The use of bold lettering and clear. distinct
lines ensures that all elements of the logo are
visible and legible against both light and dark
backgrounds.
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Introducing Uncle Gray’s Campfire Stories: a captivating se-

ries of IPAs that pay homage to the intriguing tales spun by 1 e
Crazy Uncle Gray. Delve into the depths of the wilderness as |
each brew unveils an ancient legend or warning of mythical ‘

cryptids lurking in the shadows. With every sip, embark on a 1 ;
journey through the untamed Canadian landscape, where the ‘
lines between reality and folklore blur. Uncle Gray’s Campfire e G ———— e ———
Stories IPAs bring to life the essence of adventure and mystery.

inviting you to gather around the fire, share in the thrill of the

unknown, and savor the taste of these legendary brews. Join us

as we craft more than just beer; we craft experiences that ig-

nite the imagination and connect us to the wild heart of Canada.

“Will you held the old mans Waring’s or is it another one of his
drunken ramblings, this is you for you to decide.”
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The intricate design, featuring characters
engaged in what appears to be a ritual or sto-
rytelling session, aligns well with the theme
of legends and myths. It can stimulate the
imagination of the consumer, inviting them
to delve into the stories and legends associ-
ated with the brand color scheme, using only
yellow lines against a black background, cre-
ates a striking contrast and a dramatic effect.
It also suggests a dark or nocturnal setting,
which is often associated with urban legends
and creatures.

featuring many details and objects, creates a
sense of depth and complexity. It also invites
the viewer to explore and discover more
about the scene and the characters. It can
spark curiosity and interest in the brand and
its stories.




Levels of Hierarchy

The exhibition identity has three
levels of hierarchy: Header, Subhead,
and Body Copy.

Headers and subheads use Houschka
Rounded DemiBold, and body copy
uses Medium.

These weights work well with the
logo’s thin, rounded nature.

HEADER

sub head

As aut laborio nseniscium quiaspiet, officiet audi doluptam faci-
is mi. to officidiam, num eum vel ipsa nihicit aquiasserio teculle
ndaeper uptaeris eatquae voles porerum estruptaspedAtum
duntio et hil mossinis magnis est quist eic tem qui doluptas sedi
omnihicit et quid.

HERDER

sub head

As aut laborio nseniscium quiaspiet, officiet audi doluptam faci-
is mi, to officidiam, num eum vel ipsa nihicit aquiasserio teculle
ndaeper uptaeris eatquae voles porerum estruptaspedAtum
duntio et hil mossinis magnis est quist eic tem qui doluptas sedi
omnihicit et quid.

As aut laborio nseniscium quiaspiet, officiet audi doluptam faci-
is mi, to officidiam, num eum vel ipsa nihicit aquiasserio teculle
ndaeper uptaeris eatquae voles porerum estruptaspedAtum
duntio et hil mossinis magnis est quist eic tem qui doluptas sedi
omnihicit et quid.
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chose a bold, black font on a white background to create strong
contrast and readability. This makes the text stand out and easy
to read. smaller, playful font for “Campfire Stories” below, indi-
cating the nature or category of Uncle Grey’s content. This adds
some personality and fun to the design.

UNCLE GREYS

Campfire Stories

Removing the box around the text can make it more legible
because it reduces visual clutter and contrast issues. The black
border of the box can blend with the letters, especially if they
are also dark, making them harder to read.

UNCLE GREY

Campfire Stories
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Use the "Y" to determine the spacing
when working with the exhibition logo(s).
That means no type or designs are allowed
within the exclusion zones.

UNCLE GREYS

Campfire S’rnrigs

If there is ever a need for alarge-scale
model of the primary logo, the best way to
space everything out correctly is to use the
example on the right. Avoid reducing the size
of the primary logo, especially to the point
where the tagline loses

UNCLE GREYS
Campfire 7Sﬁfur'1§s

Do not reduce logo(s)
beyond legibility

UNCLE GREYS

Campfire Stories

Please do not rotate
the logol(s).

UNCLE GREYS

Campfire Stories

Avoid distorting or

stretching the logo(s).
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This likely refers to a horror-themed
aesthetic or style. Horror-themed designs

oftenincorporate dark, eerie imagery. spooky ﬂ @ E Y a d L e 3 l I a V\, d
motifs, and elements associated with fear and

the supernatural. The use of “Horrors” sug- -B 0 L d

gests a design direction focused on invoking T ZRLV 20 ‘ VTN TS A, 2
feelings of suspense, thrill, or even playful- P \ \ AUTHENTICALLY WiL)
ness associated with the horror genre. It ABCDEFGHUKLMNOPRRSTU

might include elements like haunted houses, Ag{D[FGH[JkLMNﬂPdRET” VWXYZ 015)34,5@7830!

ghosts, skeletons, or other macabre imagery. WVX/VZ 0]254'56778 70 @L%% ~ g% ()

@ESA LX)
This refers to a specific
typeface within typography. Bradley Hand is
a script font known for its handwritten ap-
pearance and casual, friendly vibe. The “Bold”
variant indicates a heavier weight of the font,
which can enhance its impact and visibility.
The use of Bradley Hand Bold suggests a more
personalized and informal tone in the design, M O r I
adding warmth and character to the overall
visual presentation.

When combined, "Horrors” with Bradley Hand ABCDEFGHIJKLMNOPQRSTU gt et
Bold might suggest a playful yet spooky de- VWXYZ 01234567890!

sign approach, where the horror scary theme R

is softened by the friendly, handwritten feel @f $ b &* ( )

of the font. This juxtaposition creates an
interesting contrast that can appeal to audi-
ences interested in horror themes but also
seeking a lighthearted or approachable inter-
pretation of it.
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GREAT GREV' BREWING (8

@ MITHENTICALLY Wilp

CA73 ML - STRONG BEER

TAIE 6F THE HOB GOBL

Abtention, Young omes! .
‘round, for (Ve a chilling
share. b these very wood:
the Hob Goblin—a shy ¢

eyes Like stars and a grb
as sin. But heed my wa

wmischievous fiend spells
the wnwary with tricks,
deeper into the forest's het
light can't veach. Stay b
warmth confort and sh

Laughter, Lest you fall prey.
oclutohes, wever to retirmn,

UNCLE 6ReYS X (@

Campire Sforfes

Great Grey Brew Co.
Brewing Limited
Algonguin Highlands.
0n. Canada A09 4Y6
@JakeHaggertyyDesigns

WARNING: Drinking alcoholic beverages, includ
during pregnancy can cause birth defects.
‘Consumption of alcohalic beverages Impairs your
ability todrive a car or operate machinery,and may.
cause health problems. Please drink responsibly

MOCKS LOGO & BRAND IDENTITY GUIDELINES
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TIE OF THE JINMENIY

Listew up, Yowngsters, for v & tale
that'll send shivers down Your spinel
I the woods, there's talk of a creature
Rnown as the Jinrmenju—a tree with
fruit bearing faces instead of leaves.
But dow't be fooled by its strange
appearance; it's wo vaere botanical

A oddity. Those who dare to pluck its
frudt risk being trapped by its roots,

BN wever o return. Stay on the paths, ny

N tends, for the allure of the Jinnenju
sisint worth becoming its next victiml

WARNING' Drinking 2iconolic beverages. Including beer,

\ption of alcaholic beverages impairs your

W

ty,to drive a car or operate machinery. and may
e fiealth problems, Please drink responsioly
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UNCLE GREYS |

Campfire Stories

(CANS CANETTES
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JAKE HAGGERTY
PESIGN STUPIO 2-8



