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A branding and
marketing agency

Private and Over 60 full-time
independent professionals
Founded in Headquartered in
1987 Columbus, Ohio
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Our clients represent strong local, regional,
and national nonprofit brands.
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WHAT | S A BRAND?
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WHAT I S A BRAND?
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A BRANL M:hin°9° (or a patch).
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a tagline.

More than

an ad campaign.
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WHAT 1S A BRAND?
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A brand
lives In...
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Great brands
don’t just happen.
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Every great brand VOLVO
is built on a clear
positioning and a

amaZon.Ccom
N

~
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greatr story.
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LITTLE LEAGUE®
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[WHAT YOU NEED IS A STORY.]
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WHY |5 A
alURY
IMPORTANT

As humans, we form opinions very quickly—and they lend heavy influence
to the decisions we make. That’s why it’s critical for Little League® to have
positive and meaningful interactions with people as often as possible.
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Why is a story important?
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Our story helps us form
emotional connections
with our community from
the very first interaction,
whatever that may be:

WHAT 1S A BRAND?

a signup flyer for a local league
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Brand
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The total experience
we create.

WHAT |1

Story
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How we communicate
the experience.

S

A

B RAND?
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O UR PR OCESS

bREAT! HOW DO YOU
BUILD A GREAT aTORY




Project Goals and Objectives . .
Protect our reputation and perception.

Revise our brand statements to better support our mission and vision.

Little League® engaged

Distinguish our organization
from other youth activities.

Craft a clear positioning and messaging.

Ologie to accomplish

the following goals:

Update our brand image.

Refresh the logo and marks used by Little League® International
and our various constituents, including local leagues.

Empower long-term success.

Create a cohesive and comprehensive style guide to
ensure consistent branding throughout our organization.



Our Process
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EQUIP
DEPLOY
EMPOWER

VISUALIZE
VERBALIZE
CONCEPTUALIZE

ORGANIZE

OBSERVE

ALIGN
PLAN

LISTEN
LEARN
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Discovery Visit

NANONNNNNNN
HISTORY LESSON

NONONNNNNNN
GROUNDS TOUR

NONONNNNNNN

INTERVIEWS
& WORKSHOP

O UR PR OCESS

DEVELOPMENT
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Discovery Summary

Key Themes from Discovery

oooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooo

I]EEF ROOTS

A clear purpose and an unwavering
foundation since the beginning have
planted Little League® firmly in the lives

of so many individuals and communities.

oooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooo

IT 5 A DREAM, NOT A GOAL

We strive to win, but winning isn't
everything — one does not gain the full Little

League® experience if one has not lost.

oooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooo

A a0FT LANDING SPOT

Little League® is a safe and structured
environment for gaining independence —
it's one step outside of the home and

away from the classroom.

oooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooo

WE RE IN A PICKLE

Little League® is caught in the middle of
too many things — don't be afraid to take

a stance.

oooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooo

I]NLY THIS SPORT

Baseball and softball are hard, mentally
rigorous sports. It's situational strategy
where high-pressure meets failure and

encouragement.

oooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooo

BRINE THE RUNNERS HOME

Little League® has all the pillars of a
compelling story, but must find a way

to tie them all together.

O UR PR OCESS

oooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooo

INI]IVII]IJAI.S OF A TEAM

More than ever before, players crave
individuality — but that does not mean they
rebel against being part of a team. Every kid

brings and takes away something unique.

oooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooo

LITTI.E LEAGUE 15 FUN

Have we forgotten thate If you ask the kids
what they want —to fiercely compete or to

have fun —the answer is always the same.



Discovery Summary

N AN N NN NN NN

The existing story, assembled while staring down
World War I, has changed very little. Society has come

a long way since then, so it’s time to update and
modernize the Little League® story.

O UR PR OCESS
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Discovery Summary
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It's a multi-dimensional story —
let’s find the proper balance
and volume for each dimension.

O UR PR OCESS
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Discovery Summary

N AN N NN NN NN

O UR PR OCESS

Character, courage, and loyalty are the lifeblood of the
organization, but these words no longer mean what they used
to. Let's de-emphasize the words, but elevate

their meaning to ensure that their value is not lost.
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Discovery Summary
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By grouping our major audiences into
categories, we can allow the story to take on
deeper meaning and relevance without diluting the

central, driving idea.

O UR PR OCESS
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Discovery Summary

N AN N NN NN NN

O UR PR OCESS

A story shouldn't just sit on a shelf —

let’s determine the best way to distribute it.
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Strategy Overview

N NN NN NN NN

Strategy is the result
of a series of decisions.

Who are we talking to?

audiences

What do we say?

atributes

Why does it matter?

benefits

How do we look and sound?

personality

TTTTTTTT
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Audiences Overview

PRIMARY

Clubhouse

GROUPS LIKE

ooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooo

Volunteers
Administrators
Districts

League Officials
Umpires
Coaches

Staff and Employees

ooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooo

Engage, Train, and Retain

SECONDARY

Starting Lineup

GROUPS LIKE

ooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooo

Players
Parents
Caregivers
Families

Teachers

ooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooo

Inspire and Distinguish

TERTIARY

Box Seats

GROUPS LIKE

oooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooo

Supporters
Alumni
Pariners
Sponsors
Licensees
Donors

Businesses

oooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooo

Grow and Strengthen
Relationships

S TRATEGY

TERTIARY

Fans

GROUPS LIKE

oooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooo

General Public
Media

MLB

ESPN

Social Followers

Local Communities

oooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooo

Educate and Inform
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ULL
MESSAGE

S TRATEGY

Through proper guidance and exemplary
leadership, the Little League® program
assists youth in developing the qualities of
citizenship, discipline, teamwork,

and physical well-being. By espousing the
virtues of character, courage, and loyalty,
the Little League® Baseball and Softball
program is designed to develop superior

citizens rather than superior athletes.
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ULL
MESSAGE

S TRATEGY

Current Core Message

“It doesn’t mention or talk about fun. It’s kind of boring”

“| don't think people talk like this anymore. Saying citizens ages
us and limits our appeal to a new generation’

“This isn’t attractive to kids and parents of today.”

“The existing story was assembled while staring down World
Wer Il. We’ve come a long way since then as
citizens, so it's only natural that we update our story.”

“This lacks emotion. The ideals, morals, and values are
strong, but it doesn’t evoke the feeling of Little League®”

“The right parts are in there, but it's vague. We have a multi-
dimensional story that isn’t coming through

32



Message

Little League® believes
in the power of youth
baseball and softball
to teach life lessons
that build stronger
individuals and
communities.

Human Connection

We stand for a deeper level of human connection by bringing people

together through shared experiences around healthy, active, family fun.

33



Message

Little League® believes
in the power of youth
baseball and softball
to teach life lessons
that build stronger
individuals and
communities.

Human Connection

We stand for a deeper level of human connection by bringing people

together through shared experiences around healthy, active, family fun.

Development

We provide high-impact learning and developmental activities

that shape the most formative years of a child’s life.
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Message

Little League® believes
in the power of youth
baseball and softball
to teach life lessons
that build stronger
individuals and
communities.

Human Connection

We stand for a deeper level of human connection by bringing people

together through shared experiences around healthy, active, family fun.

Development

We provide high-impact learning and developmental activities

that shape the most formative years of a child’s life.

Reputation

Our reputation as the world’s largest and most respected organized
youth sports program gives you confidence that you're investing your

time wisely, for lifelong reward.
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Message

HUMAN CONNECTION

NUMAN CONNELTION

We stand for a deeper level of human connection by

bringing people

ogether through shared experiences

arouna

Community

We're deeply embedded in communities around the globe, driving

opportunity at local, regional, national, and international levels.

healthy, active, family fun.

Inclusion
Everyone deserves a sense of belonging and the opportunity to
be part of a team. We believe that you work harder when you

work together, which brings out the best in us all.
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Message

DEVELOPMENT

UEVELOPMENT

We provide high-impact learning and

developmental activities that shape the most

Education

We teach that success in life’s biggest moments is determined by what

happens in between each pitch — how we prepare, act, and respond.

formative years of a child’s life.

Big Dreams

We encourage our teams fo aim high and strive to do their best, because

winning is not what's most important, but rather how we go about the pursuit.
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Message

REPUTATION

REPUTATION

Our reputation as the world’s largest and most respected

organized youth sports program gives you confidence that

you're investing your time wisely, for lifelong reward.

Legacy
Drawing on our storied history and rich tradition as a source of inspiration,

we honor the achievements and impact of those who came before us.

Safety

The well-being of all participants is paramount, and we strive to create

an environment that's as safe as possible, on and around the field.

38
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Character,
Courage, Loyalty

WHAT IT IS

HOW YOU KNOW YOU'VE GOT IT

S TRATEGY

HOW LITTLE LEAGUE® TEACHES IT

Character is knowing yourself
and staying true to your values.

It requires a deep understanding and
awareness of what you will and won't

do in pursuit of your future.

We develop character by displaying empathy, understanding,
and respect, and by promoting equality to everyone we

encounter, whether we're the home or visiting team.

Courage is the ability to act
confidently under pressure and
in the face of adversity.

It requires bravery, resilience, and a
firm belief in yourself as a contributor

to the team.

We develop courage by offering support and positive
reinforcement during times of failure — because each of us
plays an important role on a team. We teach that with each

pitch comes a new opportunity for success.

Loyalty is acknowledging where
you come from and representing
your community with pride.

It requires selflessness to stand beside, not
in front of, one another and share

the success.

We develop loyalty by coming together as a community
with family, friends, and teammates, and by striving to

win, learning from failure, and doing our best.

40
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OUR MESSAGES TO LIFE WITH GREATER EMOTIONAL



S TRATEGY

Personality

oooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooo

m The Little League®
brand extends a warm

EUMP ASSIUN ATE invitation to every
child who loves to play,
because we believe

EUMPETITUR it’s through play that
people learn, grow,

and connect.

oooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooo



S TRATEGY

Personality

To support these ideas,
the Little League® brand is also:

oooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooooo

COMMUNITY-ORIENTED  INCLUSIVE

We care most about the players This is good, wholesome fun, and we promise
and communities we serve. a roster spot for every kid and family.
Moments created yesterday We're deeply rooted in the communities

are memories that last forever. we serve, all around the world.
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Be just like your Play your favorite Strive to win. Learn from
heroes, it only for position, and know — loss. And remember:
one impossible catch, these moments matter every game, every
one unbelievable hit. more than any trophy. season is important —



BUT SOMETIMES, IT'S THE
LELEBRATION AFTERWARD THAT GOES

DOWN IN OUR RECORD BOOKaA.
&






Give players a safe
olace to grow. Take
away the tee, and

see what's possible.

Teach them to stand
up for themselves and
others — not just in the
big moments, but in
the little ones, too.

Extend the moment to
the car ride home, the
dinner table and the

years down the road.



LEAVE A LEGACY OF TIME SPENT
QUTSIDE, MAKING MEMORIES,

AND MAKING CONTACT.
&






No matter where Play your part, and be the We are all #1 tans,

you're from or what reason your community base coaches,
team you root for, comes alive. Because we're rulebook experts, and

show your true colors. all here tor the same reason. would-be umpires.



BUT MORE THAN ANYTHING,

WE'RE TOGETHER.
&







And when we add to Because we know The greatest tales ever
it, when we make it this: the greatest told aren’t contained
our own, we make it stories aren’t open between two covers —
even better. and shut.



THEY HAPPEN ON THIS FIELD.
&



al, WRITE YOUR CHAPTER.



al, WRITE YOUR CHAPTER.



al, WRITE YOUR CHAPTER.
WHETHER IT'S YOUR FIRST,
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Photography

REGULAR SEASON

Photography is a key tool for showcasing our diverse and collaborative community.
Our photographs capture the essence of Little League® International and connect with
people in ways that words can't, to help us to tell a richer, more comprehensive story.

LITTLE LEAGUE® WORLD SERIES BLACK AND WHITE

Il DENTITY
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Typefaces Our brand uses five typefaces: Grand Slam, Home Run, Futura, Miller, and Quotes Seript. "2 5 R T 1T H
These typefaces work together to bring our messages to life. They each have their own
strengths and weaknesses, so use the following section to guide your typographic choices.

PRIMARY DISPLAY ALTERNATE DISPLAY

bRAND SLAM~ HOME RUN

ABCOEFGHIJKLMND ABCDEFGHIJKLMNO
PORSTUVWXYZ PORSTUVWXY?Z
0123456788 0123456789

TTTTTTTTTTTTTTTTTTTTTTTTTTTT

EHANH aLAM OBLIQUE HUME RUN OBLIQUE




Typefaces

UTILITY

Futura

CHARACTER SET

Aa Bb Cc Dd Ee Ff Gg
Hh li Jj Kk LI Mm Nn
Oo Pp Qq Rr Ss Tt Uu
Vv Ww Xx Yy Zz

0123456789

ACCENT

Keotes Sereppt

CHARACTER SET

Ae 6 Ce Dol be fFGg Hule
47 K~ LE Mo Voo Oo p By
e S2 [t U Vo Whov Jox Yy 22

0125956787

IIIIIIII

SERIF

Miller Text

CHARACTER SET

Aa Bb Cc Dd Ee Ff Gg Hh Ii
Jj Kk L1 Mm Nn Oo Pp Qq
Rr Ss Tt Uu Vv Ww Xx Yy Zz

0123456789
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100 O 3 205
90 1 100 22
13 58 70 63
71 12

B I HEX PMS R d HEX PMS
U e 00013A 2768 e CD163F 200

CMYK

11
9
20

0

HEX HEX
E2DDCA FFFFFF

CMYK RGB CMYK RGB CMYK ([{¢]:]

85 0 0 255 54 132
2] 156 56 105 0 189
0 222 90 0 100 0

0 0 0
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LOGO
aYalEM

I DENTITY

A brand is more than just a

logo. And a logo is more than
just a mark or symbol.

It must seamlessly adapt with
other design elements across
colors, dimensions, and uses.
Little League® has created a logo
system that is flexible enough to
be broken apart or used in full,
depending on the design need.
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Architecture

MASTER BRAND

The highest-level governing
body, from which all other
activities are managed.

@ Little League’
International

PRIMARY BRAND

The singular representation
for all sports, divisions, and
entities that operate under
the direct supervision of

Little League® International.

@ Little
League

SUB-BRANDS

Critical entities that deliver on
the mission of Little League®
International and expand the
definition of Little League.®

Baseball

(5 Little League

I DENTITY

SUB-BRANDS WITH
MODIFIERS

Entities, groups, or divisions
that can apply to one or
more of the sub-brands

in the previous category.

Little League
Urban Initiative
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Primary Brand

Little
League

EMBLEM WORDMARK

Inspired by Carl Stotz’s original keystone sketch, our emblem is a modern interpretation
of the heritage of Little League? lts structure has been streamlined for flexibility across all
media, as well as to represent all Baseball, Softball, and Challenger leagues equally.

Il DENTITY
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Orientation

@ Little League

Il DENTITY
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Color Our identity is built to be flexible and adaptable for all printing,
embroidery, and digital applications. The logos below show the
full range of approved color variations.

Il DENTITY

Little
League

Little
League

PANTONE 2768 + PANTONE 200 WHITE + PANTONE 200 PANTONE 2768 + PANTONE 200 WHITE + PANTONE 200

Little Little
League League

Little Little
League’ League’

PANTONE 200 PANTONE 2768 PANTONE 200 PANTONE 2768 PANTONE 200 PANTONE 2768
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Sub-Brands

t&f

Little Leaque
Baseball

BLACK

t&f

Little Leuﬂue
Softball’

BLACK

t&f

Little League
Challenger’

BLACK

Our sub-brand logos build on the primary brand identity, intfroducing a
color-coding element that helps distinguish and organize our communications.

&f

Little Leaque
Baseball

PANTONE 2768 + PANTONE 200

&f

Little Leaﬂue
Softball’

PANTONE 2768 + PANTONE 200

&f

Little League
Challenger’

PANTONE 2768 + PANTONE 200

&f

Little Leaque
Baseball

PANTONE 2768 + PANTONE 2925

ef

Little Leaﬂue
Softbhall’

PANTONE 2768 + PANTONE 1505

ef

Little League
Challenger’

PANTONE 2768 + PANTONE 376

ef

Little League

WHITE + PANTONE 2925

&f

Little League

WHITE + PANTONE 1505

&f

Little League

WHITE + PANTONE 376

t&f

Little Leaque
Baseball’

PANTONE 2925

t&f

Little Leaﬂue
Softbhall’

PANTONE 1505

t&f

Little League
Challenger’

PANTONE 376

Il DENTITY

WHITE + PANTONE 376
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Sub-Brand Modifiers For certain entities, groups, or divisions that are part of our organization, a modifier
can be applied to the overall logo construction. The diagram below illustrates the

recommended spacing and typesetting best practices, since these modifiers are
created only as needed.

=

Little League’ Little League Little League’
Central Region Latin America Junior Division

Little League’
Urban Initiative

|

The modifier is typeset in GT Walsheim Black.

Il DENTITY
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TACTICS

JUR BRAND IN PRACTICE




PowerPoint Templates
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UNTOLD POTENTIAL.
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EPIC

SERIES
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Little
League’

Brian
McClintock

bmcclintock@littleleague.org

PHONE 317 897 6127
MOBILE 317 897 7216

US HIGHWAY 15
P.O. BOX 3485
WILLIAMSPORT, PA 17701-0485

littleleague.org

- LITTLE
MOMENTS!

N e

Little

League

539 US Highway 15, P.O. Box 3485
Williamsport, PA 17701-0485

Phone (570) 326 1921 | Fax (570) 326 1074

littleleague.org

Dear John Smith,

Lorem ipsum dolor
tempor incididunt |
velit scelerisque in
risus. Et magnis di
semper eget duis ¢
Neque volut ac tin
magna urna. Dign
commodo viverra |
donec ac odio tem
varius morbi. Odic
aliquet sagittis id.

Eget gravida cum

ulum lorem sed risi
tristique. Quis eleil
nibh ipsum conseq
Augue neque grav
Nunc mattis enim t
ipsum suspendisse.
egestas purus vive
ac orci phasellus.

Feugiat nibh sed p
praesent semper fq
magna fringilla un
Purus non enim pr(
bulum rhoncus est
feugiat in. Sceleris
morbi tristique sen

Little

League’

539 US Highway 15, P.O. Box 3485
Williamsport, PA 17701-0485

Phone (570) 326 1921 | Fax (570) 326 1074

littleleague.org

amet. Orci nulla pellentesque dignissim enim sit. Mi tempus imperdiet nulla
malesuada. Lacinia quis vel eros donec ac odio tempor. Ut aliquam purus
sit amet luctus venenatis lectus magna fringilla. Elementum eu facilisis sed
odio morbi quis. Nulla aliquet enim tortor at auctor urna nunc id cursus. In
eu mi bibendum neque egestas congue. Lacus vestibulum sed arcu non odio
evismod. Malesuada pellentesque elit eget gravida.

Amet facilisis magna etiam tempor orci eu lobortis elementum nibh. Morbi
tristique senectus et netus.Risus feugiat in ante metus dictum at tempor com
modo. Aliquam faucibus purus in massa tempor nec feugiat nisl. Elit duis
tristique sollicitudin nibh sit amet commodo nulla. Tortor posuere ac ut cons
equat semper. Feugiat vivamus at augue eget arcu dictum. Sed viverra inha
habitasse. Potenti nullam ac tortor vitae purus faucibus ornare suspendisse
sed. Et malesuada fames ac turpis egestas sed tempus urna et. Eget lorem
dolor sed viverra ipsum nunc. Condimentum vitae sapien pellentesque
habitant morbi tristique. Erat pellentesque adipiscing commodo elit at
imperdiet dui.

Tempus egestas sed sed risus pretium quam vulputate dignissim. Mattis enim
ut tellus elementum sagittis vitae. Augue eget arcu dictum varius duis at cons
ectetur. Vestibulum rhoncus est pellentesque elit ullamcorper dignissim cras
tincidunt lobortis. Evismod quis viverra nibh cras. Dui nunc mattis enimut tell
elementum sagittis. Amet consectetur adipiscing elit pellentesque habitant
morbi tristique senectus et. Massa massa ultricies mi quis hendrerit dolor
magna. Eu facilisis sed odio morbi quis.

Best Regards,
Brian McClintock

Senior Director of Communications

U

Little
League

539 US Highway 15
PO Box 3485
Williamsport, PA 17701-0485

Little

League

TACTICS

amet. Orci nulla pellentesque dignissim enim sit. Mi tempus imperdiet nulla
malesuada. Lacinia quis vel eros donec ac odio tempor. Ut aliquam purus
sit amet luctus venenatis lectus magna fringilla. Elementum eu facilisis sed
odio morbi quis. Nulla aliquet enim tortor at auctor urna nunc id cursus. In
eu mi bibendum neque egestas congue. Lacus vestibulum sed arcu non odio
evismod. Malesuada pellentesque elit eget gravida.

Amet facilisis magna etiam tempor orci eu lobortis elementum nibh. Morbi
tristique senectus et netus.Risus feugiat in ante metus dictum at tempor com
modo. Aliquam faucibus purus in massa tempor nec feugiat nisl. Elit duis
tristique sollicitudin nibh sit amet commodo nulla. Tortor posuere ac ut cons
equat semper. Feugiat vivamus at augue eget arcu dictum. Sed viverra inha
habitasse. Potenti nullam ac tortor vitae purus faucibus ornare suspendisse
sed. Et malesuada fames ac turpis egestas sed tempus urna et. Eget lorem
dolor sed viverra ipsum nunc. Condimentum vitae sapien pellentesque
habitant morbi tristique. Erat pellentesque adipiscing commodo elit at
imperdiet dui.

Tempus egestas sed sed risus pretium quam vulputate dignissim. Mattis enim
ut tellus elementum sagittis vitae. Augue eget arcu dictum varius duis at cons
ectetur. Vestibulum rhoncus est pellentesque elit ullamcorper dignissim cras
tincidunt lobortis. Evismod quis viverra nibh cras. Dui nunc mattis enimut tell
elementum sagittis. Amet consectetur adipiscing elit pellentesque habitant
morbi fristique senectus et. Massa massa ultricies mi quis hendrerit dolor
magna. Eu facilisis sed odio morbi quis.

Best Regards,

Brian McClintock
Senior Director of Communications

U
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Web Banners




Posters
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Newsletter

TACTICS
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Social Media

Write your chapter. Whether it’s your first
or your greatest.

The greatest stories take place between
foul lines.

Live your series.

This is where their story started.

TACT

C
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Apparel

TACTICS
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Stadium Signage
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Softball Posters

TACTICS

90



B RAND T OOLKIT

BRINGING IT T0 LIFE




TTTTTTTTTTTT

ITSTARTS  ooerlviing
TODAY. creative working

session

senior leadership




STORY

ection

rand Guidelines

| of human connection by bringing people
periences around healthy, active, family fun.

munifies
tunity at local,
nal levels.

Inclusion

Everyone deserves a sense of belonging and
the opportunity to be part of a team. We
believe that you work harder when you work
together, which brings out the best in us all.

]

arning and developmental activities
ve years of a child's life.

jgest moments
n between each
respond.

Big Dreams

We encourage our teams fo aim high and
strive to do their best, because winning is not
what's most important, but rather how we

go about the pursuit.

I's largest and most respected organized youth
onfidence that you're investing your time wisely,

nd rich
n, we honor
hose

Safety

The well-being of all parficipants is
paramount, and we strive to create an
environment that's as safe as possible,
on and around the field.

s the option to use duotone photography. While this

nt of our visual language, it can be used to provide

ce or a more vintage feel. Duotone photos should

g our Little Leagt

Blue, PMS 2768. This can be

otos, but the effect works best when it's applied to

etes, and then applied over a fan background. Red
nents with multiplied transparency also work well
e the example on the facing pa

h you want to
ick-and-white

Now that you have a grayscale

version, create a duotone by
going again fo Image > Mode >
Duotone.

A dialog box will pop up that will
allow you to set the highlight and
shadow coll
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INTRODUCTION STRATEGY VOICE IDENTITY

Voice is how we express our message,
bringing it o life in meaningful ways in
our written and verbal communications.
It's more than what we say—it's how it
sounds. Through voice, we set a tone for
our communications that's unique, distinct,
and authentic to who we are.

CREATIVE PLATFORM
What's our big idea?

TONE
What do we sound like?

WRITING FRAMEWORKS AND TIPS
How can we verbally bring our brand to life2

37

Typography

OVERVIEW

squeeze

BALK

Our brand uses four typefaces: Grand Slam, Home Run,
Futura, and Quotes Script. These typefaces work together
to bring our messages to life. They each have their own
strengths and weaknesses, so use the following section

to guide your typographic choices.

Requests for the use of our typefaces can be sent to
Branding@LitteLeague.org.

/z / ,
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PHOTOGRAPHY

84

VISUAL LANGUAGE

Writing
Frameworks

To bring our brand to life and to help you create

consistently powerful copy, we've established a few
key ideas to focus on. With each technique, make
sure you're connecting the message fo the strategy.

AU AL A AN AN

Y. 11
124

SAMPLE TACTICS

Sl

The story of
Little League?

Our story isn't just our history; it's where we
go from here. We should emphasize the
reputation of Little League® and how each
of us shares ownership of the next chapter.

HOME

12

BALLS

J
I

INNING

STRIKES

GUEST

107,

/%ﬂ

—a 1 J

JIHATELY

EXAMPLES

The greatest tales
ever told take place
between foul

These are the stories
you remember.

There are two
ides to every play.

Typefaces

ALTERNATE DISPLAY

These are the moments

that go down in our
record books.

We all share the story
of Little League?®

The next pitch is a
whole other story.

Identity

PRIMARY BRAND

EMBLEM

Inspired by Carl Stotz's original keystone sketch, our emblem s a
modern inferprefation of the heritage of Litlle League s siructure
has been streamlined for flexibility across all media, as well as fo
represent all Baseball, Softball, and Challenger leagues equally.

Little
League’

ABCDEFGHIJ
KLMNOPQRS

TUVWXYZ

B RAND

Primary Audiences

CLUBROUSE

GROUPS LIKE GOALS

Volunteers Engage, Train, and Retain
Administrators

Districts

League Officials

Umpires

Coaches

Staff and Employees

COMPONENTS m

ORIENTATION

Little 5
@ League’ Little
League
HORIZONTAL VERTICAL

@ Little League’

SINGLE-LINE

Little
League

CONSTRUCTION

CLEAR SPACE

Ourlogo musthave space fo
breathe, with specific pacing
and margins. It should not be

crowded or overshadowed by o

other visual elements. The clear Little
space for the logo equals he o
height of one “Laraund ol Lqu ue

edges of he logo, which should

be frae from other grophics

and nterference. f here is an

instance where this rule may need

fo be broken, please conact @

brand supervisor.
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Key
Considerations

ommunication
Objectives

Suggested
Channels
and Tactics

The impact of the Little League®
felt most by these individuals, s¢
to help them understand what s
apart and to educate them ol
most of their experience. Add
expectations about our learni
and approach to competition sl
encourage families and coac

« Establish clarity and consistenc

« Celebrate and acknowledge i
their communities.

* Demonstrate the impact they h
one child, but many

* Annual celebration events for |
administrators and district adm

« Regular communication and s
League® International

«Tools and templates for marke
and recruiting participation in
making it easy for them fo acce
materials, ideally online

«Reinforcing and promoting the
volunteers pledge

Photography
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N\



B RAND T O OLK

Copy Playbook

UNDERSTANDING OUR PILLARS:

UNDERSTANDING OUR PILLARS:
g We stand for a deeper level of human connection by Z We provide high-impact learning and
H uMAN Eu NNEETI u N g bringing people together through shared experiences n EVEL“ P M ENT g developmental activities that shape the
7 around healthy, active, family fun. 7 most formative years of a child’s life.

Little

COPY PLAYBOOK

The creative platform “Live Your Series” takes the strategic pillars of
our message on the following pages and brings them all together within
an emotive narrative. In short, it forms the basis of our brand’s unique
identity and serves as a source of inspiration for copy. Think of it as a
lens through which to convey each pillar of our brand’s message.

The story of Little League®
began nearly a century ago.
And it’s up to us to write the
latest installment in an epic
series, every time we play.

So, play.

Be just like your heroes, if only for one impossible catch, one
unbelievable hit. Play your favorite position, and know—these
moments matter more than any trophy. Strive to win. Learn from
loss. And remember: every game, every season is important—but
sometimes, it's the celebration afterward that goes down in our

record books.

Dream.

Give players a safe place to grow. Take away the tee, and see what's
possible. Teach them to stand up for themselves and others—not just in
the big moments, but in the little ones, too. Extend the moment to the
car ride home, the dinner table and the years down the road. Leave
a legacy of time spent outside, making memories, and making contact.

Rally.

No matter where you're from or what team you root for, show your
true colors. Play your part, and be the reason your community comes
alive. Because we're all here for the same reason. We are all #1 fans,
base coaches, rulebook experts, and would-be umpires. But more than

anything, we're together.

We all share the story of Little League®

And when we add to it, when we make it our own, we make it even
better. Because we know this: the greatest stories aren’t open and shut.
The greatest tales ever told aren’t contained between two covers—they

happen on this field.

So, write your chapter. Whether it’s your first, or your greatest.

Create your story.

LIVE YOUR SERIES.

Human Connection
is broken into two
sub-pillars:

Leanpple coppy bines:

Every game, every
season is your series.

1) COMMUNITY

We're deeply embedded in communities

around the globe, driving opportunity
at local, regional, national, and
international levels.

Play your part. Be the reason
your community comes alive.

2) INCLUSION

Everyone deserves a sense of
belonging and the opportunity to
be part of a team. We believe that
you work harder when you work
together, which brings out the best
in us all.

These are the stories
you remember.

Everyone has a
position to play.

No matter who you root
for, show your true colors.

This is where we make
contact and make memories.

Great plays happen
on and off the field.

Rally around
your community.

We all share this series.

Here, everyone plays
the same game.

Every game, every
season is your series.

We welcome all of
life’s challengers.

Here, we all rally.

Snacks aren’t concessions.
They’re a celebration.

We're all number one fans.
We’re all together.

Leave a legacy of
time spent together.

Team means everything here.

Wear your four
corners of the world.

Make memories.
Make contact.

Represent your four
corners of the world.

When you hit it big, remember
where you came from.

Make sure everyone
feels like the home team.

These are the moments that
go down in our record books.

Your story plays out
on the field.

COPY PLAYBOOK 4

Development is
broken into two
sub-pillars:

Lewnpple coppy bines:

Be the reason they grow
into big league people.

1) EDUCATION

We teach that success in life’s
biggest moments is determined
by what happens in between
each pitch—how we prepare,
act, and respond.

Learning life’s little lessons
is how you hit it big.

2) BIG DREAMS

We encourage our teams to aim
high and strive to do their best
because winning is not what's most
important, but rather how we go
about the pursuit.

Strive to win. Learn from loss.

Every victory begins
with a base hit.

Life is all about the little things.

Take away the tee,
and see what’s possible.

Extend the post-game talks to
years down the road.

Life is won, one base at a time.

Take the field, and be
just like your heroes.

Head down. Follow through.

Live like a heavy-hitter.

These little moments
are larger than life.

Here, hustle is everything.

On a diamond,
every lesson is earned.

These moments matter
more than any trophy.

Here, we live for the little
moments. And the big ones, too.

Sometimes, the best plays
happen off the field.

This is the one place
it’s ok to steal.

Keep the post-game
talks going.

Stand up. Dust yourself off.

This is where we learn
life’s fundamentals.

Lean back in your stance. Let
the curve balls come to you.

Strive for big wins.
Live for the little moments.

What happens in
between pitches counts.

COPY PLAYBOOK 5
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UNDERSTANDING OUR PILLARS:

CHARACTER, COURAGE, LOYALTY

UNDERSTANDING OUR PILLARS:

g Our reputation as the world’s largest and most respected
f organized youth sports program gives you confidence that
Z you're investing your time wisely, for life-long reward.

ACROSS OUR AUDIENCES:

Reputation is broken
into two sub-pillars:

Lcvonpole coppy Cines:

A whole new ballgame,
every game.

1) LEGACY

Drawing on our storied history
and rich tradition as a source
of inspiration, we honor the
achievements and impact of
those who came before us.

Join a never-ending series.

2) SAFETY

The well-being of all participants is
paramount, and we strive to create
an environment as safe as possible
on and around the field.

The story of Little League®
belongs to all of us.

America’s greatest pastime
has never been more present.

Leave your legacy.
Live your series.

These are only
the early innings.

Born in Williamsport.
Alive all over the world.

Little League® is where we
become major league people.

This is what home looks like.

Create your story.
Live your series.

Make the story of
Little League® your own.

This story isn’t open and shut.

Every game, every season.
Live your series.

Make this a safe place
to learn and grow.

Write your chapter. Whether
it’s your first or your greatest.

Every play is a
whole other story.

Make this series your own.

This is the one place
it’s ok to steal.

Game one in an epic series.

Play. Dream. Rally.

Write your own
Little League® story.

Give them a safe
place to grow.

The greatest tales take
place between foul lines.

Writing the story of
Little League® since 1939.

COPY PLAYBOOK 6

These three virtues will continue to be the driving force that guides the Little League®

experience, however, with the evolved brand must come an evolved, modern style of communication.
We have redefined what these words mean to Little League® and, while we will be using the

words differently today, the value of those three words will never be lost.

CHARACTER

is knowing yourself and
staying true to your values.

Lewonpplle coppy Oines:

Be a big hitter and
a good person.

COURAGE

LOYALTY

is acki ledging where you

is the ability to act fid
under pressure and in the face
of adversity.

Leaonpple coppy bines:

Dust yourself off.
Step back in.

come from and representing
your community with pride.

Leanpple coppy bines:

Here, we always rally.

Be a role model.
A real ball park figure.

Go to bat for yourself.

One team.
One Little League®

Be the version of you
that you look up to.

Have the courage
to be a closer.

Represent. Whether you’re
the home or visiting team.

Be you, just like your heroes.

Have the courage to
strike out swinging.

The talk of the town,
since 1939.

Lead off.
Put your best foot forward.

No matter the count,
step up to the plate.

Wear your four corners
of the world.

Live up to your series.

Strive to win.
Learn from loss.

When you hit it big
in life, remember where
you came from.

You won’t see character
on a scoreboard.

Two strikes.
Untold potential. Swing away.

Wherever you play,
play with pride.

COPY PLAYBOOK 7
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The Clubhouse
Volunteers, Administrators, Districts,
Umpires, Coaches, League Officials,
Staff and Employees

This group needs to be informed
and trained, as much as inspired.
Remind our volunteers that we value
them as part of our organization.
Show them the impact they have

on our communities and our kids.

Be the reason our
community comes alive.

Leave a legacy
of life lessons.

Get involved.

Leave a legacy
of little moments.

Help us share this series.

Rally behind
your hometown.

Starting Lineup
Players, Parents, Caregivers,
Families, Teachers

This group needs to know what
Little League® offers and why
it's different than other youth
sports organizations. Focus on
the experience, the connections,
and the inclusivity that are
possible, on and off the field.

Find your team.

Sign up for an epic series.

Live your series.

Start your series today.

See how your
series plays out.

Write your
Little League® story.

Box Seats
Supporters, Alumni, Partners, Donors,
Sponsors, Licensees, Businesses

This group is looking to partner
with Litle League® So focus on
the breadth and depth of the Little
League® experience. D ate

Become part of the
Little League® story.

Live this series.

Help their stories come alive.

Relive your series.

our value within communities and
our ability to engage families.

Join the
Little League® legacy.

Step in. Stay connected.

Fans

General Public, The Media, MLB,
ESPN, Social Media, Local Communities

This is our messaging at the highest
level. Unengaged or uninformed
audiences need a crystal-clear
image of who we are, what we
do, and what we stand for. As
such, leaning more heavily into
master brand narrative language
is a solid approach.

Catch every big play
and little moment.

Live your series,
on and off the field.

Live your series.

Share the story
of Little League®

Live your series.
Every play, every game.

Start your
Little League® Story.

COPY PLAYBOOK 8
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