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Introduction

No one understands and appreciates St. Petersburg quite 
like the area Chamber of Commerce. It is the Chamber’s 
responsibility to reveal the city’s beauty and uniqueness 
to all who reside and visit the community. The Cham-
ber’s brand needs to reflect the vitality and vibrancy of 
the city in which it exists. Being located in such a distinct 
area puts pressure on the Chamber to attract as many 
visitors and potential residents as possible, so they can 
have the opportunity to experience the extraordinary 
place in which we live our daily lives.

Following is the research behind the decisions made in 
designing this new and improved, vibrant brand identity. 
The demographic information can be found on the City 
of St. Pete’s website.
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Research
Target Sectors

Marine and Life Science joins together the city’s top-tier healthcare services with 
the largest marine and environmental sciences community in the Southeast. Ma-
jor institutions in this sector include Johns Hopkins All Children’s Hospital, Bay-
front Health, and the University of South Florida St. Petersburg, as well as various 
federal and state agencies such as National Oceanic and Atmospheric Administra-
tion and United States Geological Survey.

Specialized Manufacturing is a growing sector in St. Petersburg, concentrating 
into two niches: electronics manufacturing and medical devices manufacturing. 
Manufacturing has always been among the top employment sectors in St. Peters-
burg and Pinellas County, as indicated by the city’s rank as second statewide for 
manufacturing employment.

Financial Services is the largest employment sector in St. Petersburg, employing 
thousands of local residents in high-paying careers. Impressively, the city has the 
most concentrated financial services sector in Florida and the region -- double 
that of the average American community. The city is home to Raymond James, the 
largest financial services firm outside of Wall Street.

Data Analytics is a quickly emerging sector of businesses using and manipulating 
“big data” to optimize business processes. The market is projected to increase 
40% annually due to the widespread use of big data in many industries. Several 
prominent firms in St. Petersburg, such as Valpak and HSN, position the city to 
capitalize on this growth by creating a hub for talent and employment in this sec-
tor.

Creative Arts and Design is gaining traction in St. Petersburg and is an essential 
economic driver, playing a key role in the city’s tourism by placing it as the cultural 
capital of Florida. For tourists and locals alike, the city offers immense opportu-
nities for enjoying dozens of top-ranked galleries, theatrical and music venues, 
world-famous museums, and performing arts companies.
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Research
Demographics

69% White
23.9% Black
6.9% Hispanic or latino
3.3% Asian

Population Diversity:

Population Age:

15.5% 0-14 years
12.3% 15-24 years
13.3% 25-34 years
12.8% 35-44 years
15.7% 45-54 years
14.3% 55-64 years
16.1% 65+

Top Tier Employment Industries:
Healthcare and Social Assistance - 22,197
Retail Trade - 16,541
Finance and Insurance - 10,099
Hospitality - 9,758
Manufacturing - 7,788
Information - 4,078
Arts, Culture, Events, Tourism - 3,199

Tourism:
Total Visitors Annually - 6,197,500
Average Length of Stay - 5.6 days
Average Party Size - 2.7 
Total Annual Visitor Spending - $4.65 
billion
Total Annual Economic Impact - $9.25 
billion

General Demographics:
Population: 256,681
Median Age: 42.1
Total Households: 108,815
Female: 51.8%
Male: 48.2%
Avg Household Income: $64,483
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our Target Audience

The St. Petersburg Chamber’s main target audience includes 
current and potential members of the community, visitors 
and tourists, and Chamber members. With inclusivity as one 
of the Chamber’s five values, we created a brand identity 
that was sure not to exclude any person. 

With over six million visitors anually, and over two-hundred 
thousand residents, the Chamber’s brand identity needs to 
be versatile and widely recognizable as a positive reflection 
of the St. Petersburg community. 

Since the largest portion of the St. Petersburg population is 
made up of 69 percent caucasian and the largest age group 
is 65+, it is important to focus our brand identity toward 
them, while ensuring that all people feel included. 

Lastly, we want the audience to see the Chamber’s brand 
identity as vibrant, approachable, unconventional, and 
aimed towards growth. 
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Your New logo

Design rational

The logo above represents the Skyway Bridge that leads into and out of St. Peters-
burg. It is easily identified by the St. Petersburg community and surrounding areas. 
The bridge represents the growth that the Chamber wishes to see in the commu-
nity. It also represents a connection between the cities surrounding St. Petersburg, 
encompassing them as one. 

The combination of a serif and a sans serif font depicts simultaneously that the 
Chamber is reliable and stable, yet modern and growing. 

Lastly, the tagline “The bridge to growth.” not only represents the Skyway bridge 
that connects communities, but shows the Chamber as an accelerator of growth 
for local businesses and organizations. 

Overall, this new logo conveys the St. Petersburg Chamber as vibrant, impactful, 
and foward-looking. 
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Your New Color Palette

Navy Blue
This particular shade of blue represents the St. Petersburg sea. 
It gives a sense of depth and stability. It is often associated with 
trust, knowledge, and integrity. 

Aqua Blue/Turquoise
This shade of bluish turquoise represents the St. Petersburg sky. 
It gives a sense of cool and calmness. It is often associated with 
meanings of refreshing, energetic, and friendship. 

Light Pink
This shade of pink represents friendship and harmony, which 
relates to the Chamber’s value of inclusivity. It gives a sense of 
happiness, and it is often associated with relaxation, acceptance, 
and contentment.  

Light Yellow
This shade of yellow represents the St. Petersburg sunshine. 
Similar to light pink, It gives a sense of happiness and hope. It is 
often associated with vibrancy, sponteneity, and cheerfulness.   
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Your New Typefaces

Perpetua tilting mt

This font is included in the serif family, meaning there are 
small lines or “shelves” that hang off the edge of the letters. 
Serif fonts tend to make a brand appear respectable and 
reliable. Although the font is in all capital letters, there is 
a version called “Perpetua” that can be used for lowercase 
lettering. This font is meant to serve as a headline, as it does 
throughout this proposal. 

Seravek

This font is included in the sans serif family, meaning there 
are no small lines or “shelves” that hang off the edge of the 
letters. The ends of the letter are straight like a pipe. Sans 
serif fonts tend to make an brand appear modern and sta-
ble. This font is meant to serve as a body copy, as it does 
throughout this proposal, because it is easy to read in a para-
graph and standing alone. 
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Your logo in B&w
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thank you.
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