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OUR BRAND

The sea is the greatest force on earth. YR i B s ' e ¢ FZ g !
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People have been made by it, and broken by it. But in the Navy, we , . o | Y
command it. '
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Water and salt flow through our veins in the same proportion as the
sea. That mighty force is the lifeblood of the greatest Navy ever to
sail unstoppably upon it, slip stealthily beneath it or fly unchallenged
above it. It shapes Americans from every corner of the nation into
Sailors with the courage to protect liberty back home, bonding us
together with the commitment to serve with the utmost honor. The
sea propels every one of our men and women to defeat or defend. To
comfort or to awe. To victory or to the rescue.
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BRAND PROMISE

Our brand promise was forged by the six pillars that define America’s Navy.
Together, these pillars form a platform upon which we base all communications.

Strength

Strength of body and mind—built from
coming together as a united defense force
working with the sea.

Opportunity

Boundless opportunities for
transformation, both personal and

professional, within and beyond the Navy.

Direction

A structured environment that fosters
paths toward a focused career and life.

Teamwork

True camaraderie—a family away from
family; unprejudiced human connections
exist here.

Creative_
Innovation

We are an entity dedicated to innovating
and mastering cutting-edge technologies
and driving creative solutions.

Meaningful
Adventure

Beyond a job or leisurely travel, the
Navy offers cultural enlightenment
and self-discovery.



BRAND MESSAGING

Our brand messaging must accomplish three things:

+ Instill pride for the Navy in the American public by demonstrating the
importance of the Navy mission to our country in the 21st century.

+ Create reverence for the institution and admiration for the men and
women who serve.

+ Elevate the Navy as an employer to support recruiting and build a
stronger force.

Following these three principles throughout all communications will
ensure that we stay true to the Navy's core values of honor, courage and
commitment as we evolve our dialogue.

BRAND IMAGE

One Voice—America's Navy

To create a cohesive brand, it is important to use one voice across all
platforms. The voice of America’s Navy should convey the same principles
upheld by the men and women serving in the Navy. For example: pride,
integrity, dedication, commitment and confidence. Ours is a voice that is
bold, true, loyal and strong.



COPY REFERENCE

America’s Navy

It's important for America to feel ownership of their Navy—the largest,
strongest and most technologically advanced in the world. From now on,
we will refer to the Navy as America’s Navy. No other variation (e.g., the
Navy of America, Our Navy, American Navy) should be used. It will always
be written in title case.

Forged by the Sea
The tagline will always be written in title case: Forged by the Sea.

COPY STYLE

“A” school—Use double quotes throughout a story. If included in a quote,
use single quotes: ‘A’ school.

aboard vs. onboard—Use “aboard” to reference events taking place on a
ship or aircraft. Use “onboard” for events based on shore.

active duty (n), active-duty (adj)—Make lowercase in all references.

aircraft—The acceptable characterization of naval aviation platforms. Do
not refer to military aircraft as “airplanes” or “planes.”

aircraft designations—Always the letter(s) followed by a hyphen and
number: SH-60B Sea Hawk or F/A-18E/F Super Hornet.

aircraft squadrons—On first reference, spell out in full: Strike Fighter
Squadron (VFA) 97. On second reference, abbreviate and hyphenate: VFA-97

all hands (n), all-hands (adj/compound modifier)—He called all hands to
the meeting./They attended the all-hands call.

Anchors Aweigh—Not Anchors Away.

battalion—On first reference, spell out and use numerals: Naval Mobile
Construction Battalion (NMCB) 4. On second reference, abbreviate and
hyphenate: NMCB-4.

battle group—Do not use. Rather, use “carrier strike group” or
“expeditionary strike group.”

boat—Use to describe a submarine. Do not use to describe a ship.

boot camp—Use as two words.

burial at sea—Do not hyphenate.
call signs—Do not refer to individuals by call signs. Use full name and rank.

carrier strike group—Capitalize when used with the name of a ship.
Precede name of strike group with “the.”

chaplain—Identify as “Cmdr. John W. Smith, a Navy chaplain,” in first
reference and as “chaplain” or by last name thereafter.

chief (select—Use the service member’s current rank: “Hospital Corpsman
1st Class Franklin Pierce will be promoted to chief petty officer next
month.” Do not use “select.”

Chief of Naval Operations—Lowercase when referenced after an
individual’'s name or when used alone.

chief petty officer—Applies to Navy or Coast Guard personnel in pay grade E-7.
Lowercase when referenced after an individual’s name or when used alone.

Commander in Chief—Used only for the President. Always capitalize. Do
not hyphenate.

commanding officer—Do not capitalize except when directly proceeding
the title and name.

crew member—Use as two words. Do not use “crewman” or “crewmen.”

doctor—Identify as “Cmdr. John W. Smith, a Navy doctor” in the first
reference and by last name thereafter.

DOD/DoD—Department of Defense. DOD or Pentagon is acceptable on
second reference.



E-1 through E-3 Sailors—Refers to enlisted Navy members in pay grades
E-1 to E-3. Identified as seaman recruit (SR), seaman apprentice (SA) or
seaman (SN). Capitalize when directly preceding a name. The community
variations of this naming convention are airman, constructionman,
fireman, hospitalman and seaman.

fast-attack—Hyphenate only when used as an adjective.

fo'c’sle (n)—A superstructure at or immediately aft of the bow of a vessel,
used as a shelter for stores, machinery, etc., or as quarters for Sailors. It
can also be written as “forecastle.”

frontline (n), front line (adj)—Troops on the frontline need supplies. Front
line troops are the most in need.

general quarters—Lowercase when spelled out. Do not use “GQ.”
gray—Not “grey,” except greyhound.
guided-missile—Hyphenate only when used as an adjective.

half-mast, half-staff—On ships and at naval stations ashore, flags are
flown at “half-mast.” Elsewhere, flags are flown at “half-staff.”

hangar, hanger—A “hangar” is a building, and a “hanger” is used for clothing.
helo—Acceptable abbreviation for “helicopter.”

in country—Service members arrive in country. Once there, they have an
in-country presence.

in port—Use as two words.

littoral combat ship—Do not capitalize.

Marines— is a proper noun. Capitalize, do not abbreviate.

master chief petty officer—Refers to Navy or Coast Guard personnel in
pay grade E-9.

Master Chief Petty Officer of the Navy—Lowercase when referenced
after an individual’s name or when used alone. MCPON is the accepted
abbreviation on second reference.

men—Do not use “men” if referring to a group of persons made up of men
and women or a group of individuals whose genders are unknown. Use
“Sailors” or “Marines” if the group is military.

midshipman—On first reference: Midshipman 1st Class John P. Jones. On
subsequent reference: Jones. The plural form is “midshipmen” and applies
to both male and female Sailors.

military rank—On first reference include rank and full name. On
subsequent reference, last name only. Always refer to Sailors by rank/rate
and not pay grade.

military titles/job titles—Spell out the Sailor’s rate when generalizing or
directly preceding a name.

minehunter—Use as one word.

missiles—Capitalize the proper name, but not the word missile: Titan Il missile.
naval—Lowercase.

naval activities—Spell out and capitalize only when part of a proper name.

Navy Reserve—Capitalize when referring to the specific organization.

Navywide—Use as one word. Always capitalize.

numbered fleets—Always reference by number, precede with “U.S.” and
capitalize “Fleet”: U.S. 6th Fleet.

officer in charge—Do not hyphenate.

pay grade—Use as two words.

petty officer—Applies to Sailors or Coast Guardsmen in pay grades E-4 to E-6.

rate—Refers to enlisted pay grades, e.g., E-4, E-8. Spell out and do not use
warfare designations.

reenlist—Do not hyphenate between the double vowel.
replenishment-at-sea—Lowercase, hyphenate.

retired—Use retired before rank/rate and name. Do not capitalize. Do not
abbreviate after a name.

Sailor—Capitalize in all references to our U.S. Navy Sailors.

SEAL—Sea, Air, Land. SEAL is acceptable on first reference. If plural,
use SEALs.

Secretary of the Navy—Lowercase when referenced after an individual’s
name or when used alone. Subsequent reference: SECNAV.

service members—Use as two words.

ship names—0n first reference, always include USS, the ship’s name
and the hull number. Do not use ships’ nicknames. Should be upper- and
lowercase: USS Seattle.

squadrons—On first reference, spell out and use squadron’s number: Fleet
Air Reconnaissance Squadron (VQ) 1. On second reference, abbreviate
with a hyphen: VQ-1.

Submarine Force—Use uppercase when referring to Submarine Force.
time—Do not use military time unless quoted.
watchstander, watchstanding—Use as one word.

woman, women—Preferred over “female.”






LOGOS

The America’s Navy logo is the anchor point of our visual
identity and the primary symbol of our brand. As we introduce
an eagle icon and a tagline alongside the brand name,
variations are inevitable. Each variation is labeled with its
proper term on the following pages.




Primary Logo
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RESERVE

The America’s Navy Reserve is a vital part of our Navy brand.

To create a unified look across all Navy communications,
rules and guidelines relating to the America’s Navy logo also
apply to the America’s Navy Reserve logo. Please follow the
same brand look (fonts, colors, graphic elements, tone of
voice, etc.) for all America’s Navy Reserve communications.

AMERICA"S

NAUY

RESERVE




CORRECT LOGO USAGE

Primary logo
Use the lockup as the primary version of the logo.

When to use the lockup vs. the wordmark
When enough space allows, use the lockup. If space is limited
or the gold pin is used, employ the wordmark.

When to use the logo with the tagline vs. without
The logo should only be used with the tagline on broadcast
and specialty collateral.

Using the eagle icon by itself

The eagle icon should only be used as part of the lockup.
The only time it can stand alone is on merchandise or as
a gold-pin mockup on collateral as a secondary graphic
element. (See page 31.)

Correct Use

AMERICA"'S

g s N AW 2a s

,AMERICAS

FORGED BY THE SEA

INCORRECT USE

Primary Logo Incorrect Use

AMERICA'S

AMERICA'S

\ l If ™
l I I Don’t change the size
relationship of the
elements of the logo.
™

AMERICA"'S

NAUY

Don't use any color other
than one in the approved
logo palette. (See page 38.)

AMERICA"S ™
Don't create new

relationships with the
elements of the logo.

ﬂ AMERICA'S
Don’t use multiple colors
within the eagle.

AMERICA'S AMERICA'S

™ ™

FORGED BY THE SEA

AMERIECAS WWENLT A'S

HAUNE \\\N

Don't outline the logo. Don't distort the logo.

AMERICA"'S AMERICA'S

NAUY NAWY

Don't use more than one
color within the logo or
any of its elements.

On white backgrounds,
don’t use a drop shadow
behind the logo.

\C e
3 “i .
: Nﬁw
™
Don't place the logo on Don't change the space

an angle. between the elements of
the logo.

MERICA"'S

- NAWY

Don’t outline the eagle.

AMERICA"'S

Don't use the logo without
the trademark symbol.

AMERICA'S

™

Don't add any effects to
the logo, such as bevel,
emboss, etc.

AMERICA’S

NAUY

Don’t change the typeface
of the logo or tagline.

AMERICA"'S

NAUY

Don't use the gold pin in

place of the vector eagle.

Don't fill the logo with any
pattern orimage, only the
approved solid colors.
(See page 38.)

AMERICA'S

NAUY

Don't use any photography
or graphics in front of or
interacting with the logo.

*

™

Don't use any previous
versions of the logo.



CO-BRANDING

Correct Use

AMERICA'S

@liscovery

EDUCATION®™

™

Use a divider line allowing space on either
side of it. Both logos should be the same size.

AMERICA'S

NAUY

gJliscovery

EDUCATION™

Stack both logos with ample white space
between them.

LOGO COLORS

The America’s Navy logo has preferred color choices. (See
color formulas on page 40.) The logo can be black on light
backgrounds or white on dark backgrounds. The logo must
be clearly visible and identifiable, without compromise to
its full graphic identity, regardless of its color or that of the

background it is on.

Black: Pantone Black C

AMERICA'S

NAUY

&:‘ﬂ,"gAMERICA'S
24 NY
&t .
N 7z

Navy Blue: Pantone 303 C

AMERICA'S

NAUY

< NAUY

N 7
SYYZ

Blue: Pantone 7690 C

AMERICA"'S

NAUY

s AMERICA'S

N
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AREA OF ISOLATION

The area of isolation is defined as the clear, unimpeded space
surrounding the logo. The clear space should be proportional
to half the height of the letter “N” in the America’s Navy
wordmark. Graphic elements that interfere with the clear
recognition of the logo—including type, photographs or
illustrations—should not be placed within this area or behind
the logo. The area of isolation should be observed when
placing the logo near the edge of the page canvas.

" AMERICA'S

MINIMUM SIZE

Minimum Size

To ensure legibility and clarity, the minimum
recommended height of the logo is 0.75" with the tagline
and 0.50" without the tagline. Height is measured from
the top of the proprietary “A” in America’s Navy to the
bottom of the logotype.

For any usage less than 0.50", default to the wordmark.

Art Integrity

The Forged by the Sea tagline should never be manually
placed beneath the logo. Use the existing art displayed
here. It includes all necessary assets.

N ZAMERICA'S

o/,
Qi fZ

I Minimum height of the

)
eﬂﬂﬂ' w tagline lockup is 0.75".

FORGED BY THE SEA

S ZAMERICA'S

E_‘ﬂ,_.‘ Minimum height of
e'.rra|@' I the lockup is 0.5".

AMERICA'S

Minimum height of the
tagline wordmark is 0.75".

FORGED BY THE SEA

AMERICA'S

Minimum height of
the wordmark is 0.5".






GRAPHIC ELEMENTS

Chevron Bar

Line weight for 8" x 10" print is .5 pt. To scale the graphic up or down, expand the line weight so that it scales
proportionately and maintains the look of the graphic.

Do not stretch or add additional stripes to the chevron portion of the graphic element. Keep spacing between the
chevrons the same. If the size of the box needs to change horizontally, adjust the content box widths only, and to adjust
the height, scale the entire graphic proportionately and adjust the width as necessary.

The width of this graphic should not be any greater than the included preset on 8" x 10".

Do not use this bar in any way other than the shown example. Do not place any other graphics, images or items within
the box other than the body copy and gold logo pin. Do not place this bar anywhere other than the approved spacing
below the headline.

12.2502° N, 64.3372° E AMERICA'S
5TH FLEET
ABRAHAM LINCOLN STRIKE GROUP
SUBMARINE WARFARE

SSN 720 ™

Data Lockup

For the data lockup on 8" x 10" ads, the divider line weight is .5 pt and should always match the chevron bar’s line
weight. To scale the graphic up or down, expand the line weight so that it scales proportionately and maintains the
look of the graphic.

The color of all the elements should be the same. Do not adjust the spacing between the data, the divider line and the
logo. Scale the graphic element as a unit when using it across different sizes.

See page 48 for typography rules for the data.

Do not use without the trademark. Versions of the pin are available
optimized for light and dark backgrounds.

The gold pin version of the eagle icon should be used within the container and scaled as a unit with the rest of the bar
graphic. Do not adjust the size of the pin within its container and always maintain its spacing around it. This pin is not to be
used anywhere other than on print and digital collateral. It must always be accompanied by the America’s Navy wordmark

elsewhere on the graphic.

See page 46 for typography rules for body copy within this graphic.

NAVY.COM

Navy.com Mark
The Navy.com mark should be used as provided whenever the website is referenced in collateral. Fill only with the
approved solid colors. Do not add this to the logos in any way—this is a standalone mark.



GRAPHICS USAGE: LIGHT BACKGROUND

PEACE DOESN'T o
PRESERVE ITSELE.

o=
LOREM IPSUM DOLOR SIT AMET, CONSECTETUR ADIPISCI@%{?’E‘MORBI
IMPERDIET FACILISIS LACUS EU PLACERAT. i s

AMERICA'S

34,5531° N, 18.0481° E RICA'S

U.S 6TH FLEET
CSG-10

AVIATION WARFARE
F/18-18E

Headlines use navy blue color.
Secondary graphics use blue color.

The data bar can be white or navy blue. Use white

on dark backgrounds and use navy blue on light
backgrounds. All elements should be the same color;
do not mix and match white, blue or navy blue in the
data and wordmark graphic element.

PEACE DOESN'T
PRESERVE ITSELF. -

#ﬂ:-?:*
LOREM IPSUM DOLOR SIT AMET, CONSECTETUR ADIPISC]m&JT MOBBI
IMPERDIET FACILISIS LACUS EU PLACERAT.

AMERICA'S
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ADIPISCING ELIT. MORBI &f

DOLOR SIT AMET, CO
CILISIS LACUS EU PL

AMERICA'S

NAVY

Basr M, RS E
WL AT PLEET

o]
ALATEON WANFARE
Frinme

-



GRAPHICS USAGE: DARK BACKGROUND

'R ADIPISGING ELIT. MORBI

All usage specs remain the same. Make all elements
white and ensure their legibility. Do not use drop
shadows. Instead, ensure the background is dark enough
to support the designs.

LOREM IPSUM D
IMPERDIET FACILI

AMERICLCA'S

AMERICA'S




PEACE DOESN'T L5
GRAPHICS USAGE: LONG COPY PRESERVE ITSELF

Lorem ipsum dolor sit amet, consectetur adipiscing elit. Tt - RN
Donec euismod a ligula nec accumsan. Quisque in vulputate

ig
tellus. Integer risus odio, gravida suscipit luctus sit amet, 3 |
convallis rutrum nisl. Pellentesque arcu dolor, semper vel ] z
interdum id, eleifend a eros. Suspendisse vitae lectus a ¢ H‘ 5
nulla fringilla ultricies. Suspendisse nulla massa, sagittis at ‘ "-*‘_-:-i _ ~ Do .
orci at, ullamcorper placerat mauris. Sed eget purus urna. = ==,

PEACE DOESN'T
PRESERVE ITSELF.

Lorem ipsum dolor sit amet, consectetur adipiscing elit. < o s =
Donec euismod a ligula nec accumsan. Quisque in vulputate : = - - : __- 5

tellus. Integer risus odio, gravida suscipit luctus sit amet,
convallis rutrum nisl. Pellentesque arcu dolor, semper vel : g
interdum id, eleifend a eros. Suspendisse vitae lectus a i3 - 'ﬁ . . . .
nulla fringilla ultricies. Suspendisse nulla massa, sagittis at : h-—*‘*‘ o e ’;..'- Only use this version if bOdy copy exceeds two lines.

orci at, ullamcorper placerat mauris. Sed eget purus urna. i~ = Body copy should be no longer than 400 characters.

Curabitur sollicitudin porta tellus, eget accumsan magna. In
id ullamcorper ligula. Headlines use navy blue color.

Body copy uses blue color.

Curabitur sollicitudin porta tellus, eget accumsan magna. In
id ullamcorper ligula

The data bar can be white or navy blue. Use white on dark
AMERLC-A"S backgrounds and navy blue on light backgrounds. All
elements should be the same color; do not mix and match
white, blue or navy blue in the data and tagline wordmark
graphic element.

AMERICA'S




GRAPHICS USAGE: NO DATA

Use only when more than three lines of data are missing.
(See page 60 for a tutorial on finding and using data.) All
other usage specs remain the same.

AMERICECA'S

FORGED BY THE SEA

Use the tagline wordmark. The tagline wordmark can be
white or navy blue. Use white on dark backgrounds and use
navy blue on light backgrounds. All elements should be the
same color; do not mix and match white, blue or navy blue in
the data and tagline wordmark graphic element.

PEACE DOESNT

.

PRESERVE ITSELF.

LOREM IPSUM DOLOR SIT AMET, CONSECTETUR ADIPISC
IMPERDIET FACILISIS LACUS EU PLACERAT.

AMERICA'S

™

FORGED BY THE SEA



COLOR PALETTE: PRINT

Navy Blue

CMYK* Pantone
100, 70, 45,60 303C

Blue

CMYK* Pantone
88,45,15,0 7690 C

*CMYK's are not default conversion, please use the specified CMYK values for every color.

Navy Blue

RGB
2,42,58

COLOR PALETTE: DIGITAL

Hex
022a3a

RGB Hex
0,118,169 0076a9

Navy White
For use in place of white

RGB Hex
255,254,249  fffef9

Black

Hex
000000
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TYPOGRAPHY

Typography is a key component that helps maintain the
integrity of our visual brand and creates a distinctive style
for our communications.

The primary typeface for our brand is Liberator. Liberator
is a modern expression of the traditional type stenciling
used within the Navy. This typeface should be used
primarily for headlines.

Roboto Slab is used as a complement to the bold, sans serif
Liberator. The thin slab serif pairs well while maintaining the
strength and sophistication of the Navy brand.

Roboto is to be used only for long copy and occasionally on
digital where a sans serif font is needed for legibility. Use
this typeface only when necessary. Default to Roboto Slab
for secondary type as much as possible.

Primary Typeface
Liberator

LIBERATUOR

HEAVY

1aq ABC

DEFGHIJKLMNO
US567890 PORSTUVWXYZ




Secondary Typeface
Roboto Slab

ABCDEFGHIJKLMNOPQRSTUVWXYZ
cdefghijklmnopqrstuvwxyz

Bold, Reqular, Light

ABCDEFGHIUKLMNOPQRSTUVWXYZ
cdefghijklmnopqgrstuvwxyz
1234567890

AaBb

CDEFGHIJKLMNO
1 2 3 PQRSTUVWXYZ
cdefghijklmno

4567890 pqrstuvwxyz




Long Copy/Digital Typeface
Roboto

ROBOTO

Bold, Medium, Regular, Light

AaBb

CDEFGHIJKLMNO
123 PQRSTUVWXYZ

cdefghijkimno
4567890 pgrstuvwxyz

46

ABCDEFGHIJKLMNOPQRSTUVWXYZ
cdefghijklmnopqrstuvwxyz
1234567890

ABCDEFGHIJKLMNOPQRSTUVWXYZ
cdefghijklmnopqgrstuvwxyz
1234567890

ABCDEFGHIJKLMNOPQRSTUVWXYZ
cdefghijklmnopgrstuvwxyz
1234567890

Roboto is recommended for long copy in print at size 9 pt
with 12 pt leading, as used throughout the brand guide.
Scale up or down as needed, maintaining the size and
leading ratio.

Roboto is recommended in digital at a
minimum of 12 pt with 18 pt leading. The
general rule should be that the leading is
1.5x the pt size. Scale as needed.

47



TYPOGRAPHY USAGE

5] : - ] Headlines Headlines (Range) PE ACE n uESNIT
PEACE DOESNT = @ . L=
_ _— . size4s Size: 40-55 PRESE { - [
j = P Tions 2 R . Tracking: 10 Tracking: 10 | | P
= B = W rEa ' | leading:43 Leading: 35-50 — T

i s, o
e —'-:\-v o . i LOREM IPSUM DOLOR SIT AMET, CONSECTETUR ADIPISCT%}‘IEI LOREM IP
IMPERDIET FACILISIS LACUS EU PLACERAT. £ &, IMPERDIE

S e Body Copy Body Copy
LOREM IPSUM DOLOR SIT AMET, CONSECTETUR ADIPISCIN ; Roboto Slab Regular Subheads should not exceed
IMPERDIET FACILISIS LACUS EU PLACERAT. - Size: 9 two lines. If copy is longer
Tracking: 75 than two lines, see pages 36
— T e T SR Wil Leading: 12 and 50.
|
Data*
A Roboto Slab Regular
Size: 5.5
Tracking: 75
Leading: 10

*See page 60 for a tutorial on finding and using data.

All typography should be left aligned, except for use in
the data section. Body copy should be no longer than
two lines. For body copy longer than two lines, see
pages 36 and 50.

AMERICA'S QUBEEL M. 817700 N AMERICA"'S




PEACE DOESN’ L5
TYPOGRAPHY USAGE: LONG COPY PRESERVE ITSELF

Lorem ipsum dolor sit amet, consectetur adipiscing elit. Tt - RN
Donec euismod a ligula nec accumsan. Quisque in vulputate

tellus. Integer risus odio, gravida suscipit luctus sit amet, 3 |

convallis rutrum nisl. Pellentesque arcu dolor, semper vel ] z

interdum id, eleifend a eros. Suspendisse vitae lectus a g H‘ 5
Headlines (Preferred) Headlines (Range) nulla fringilla ultricies. Suspendisse nulla massa, sagittis at B s T
Liberator Liberator orci at, ullamcorper placerat mauris. Sed eget purus urna. At ==

PEACE DOESN'T
. Tracking: 10 Tracking: 10 id ullamcorper ligula
P RES E RVE ITs ELF- ' . Leading:43 Leading: 35-50

Size: 48 Size: 40-55 Curabitur sollicitudin porta tellus, eget accumsan magna. In

Lorem ipsum dolor sit amet, consectetur adipiscing elit. 1< . - -

Donec euismod a ligula nec accumsan. Quisque in vulputate - __k:"‘; 2o "_L- = BOdY Copy

tellus. Integer risus odio, gravida suscipit luctus sit amet, P

convallis rutrum nisl. Pellentesque arcu dolor, semper vel ,  Roboto Slab Regular

interdum id, eleifend a eros. Suspendisse vitae lectus a Size: 9
nulla fringilla ultricies. Suspendisse nulla massa, sagittis at Tracking; 15
orci at, ullamcorper placerat mauris. Sed eget purus urna. Leading: 13
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AMERICA'S
*See page 60 for a tutorial on finding and using data.







REPOSITORIES

Images can be found at the following locations:

Official U.S. Navy Flickr
https://www.flickr.com/photos/usnavy/

DVIDS
https://www.dvidshub.net
* Requires free registration
« Filter images to only Navy photos

Navy.mil
http://www.navy.mil/viewgallery.asp




LOOK AND FEEL

The Look

The image treatment is high contrast and slightly
desaturated with a subtle steel gray overlay to give all the
images a cinematic tone. The tutorial for this look is on
page 62.

The Feel

All photography should feel cinematic, allowing each photo
to tell its own story. Each image should have a single focus,
using people as the primary subject as much as possible.




HUMAN FOCUS

Use photos with a focus on the
human element as much as
possible. The subject(s) occupy
the main focal point, and images
should be dynamic and candid.




FINDING DATA

@ @ = 6982092002_22022d4404_0.jpg Info Step Two
» General: In the “More Info” drop-down, there is AMERICA'S
¥ More fnro: a section called “Description.” Within
Title: 120422-N-5K590-837 . . .
Dimensions: 3000 » 1932 this section you will find all of the data
Device make: NIKON CORPORATION .
Device mode: NIKON D300S needed for the Data section of the ad.

Color space: RGB
Color profile: Adobe RGE (1998)
Focal length: 24
Description: 120422-N-SK580-837
ARABIAN SEA (April 22, 2012) The Los

Angeles-class attack submarine USS Step Thl'ee
Pittsburgh (SSN 720) and the Arleigh Burke- . . . .
class guided-missile destroyer USS Sterett There are five lines for data. If more than three lines of data are missing, use the
(DDG 104) transit the Arabian Sea. Sterett is . . . .
deplayed as part of the Abraham Lincoln 1. Coordinates wordmark on its own. Keep positioning of the wordmark
Carrier Strike Group to the U.5. 5th Fleet area . - . . “ ” . . . .
of responsibility conducting maritime security + Find the origin listed in the “Get Info” section of the photo. The photo will often list one or multiple the same.
perations, theater ity P ion efforts . . .
and support missions as part of Operation of the following: (1) a country, (2) a state, (3) a territory or (4) a city.
Enduring Freedom. {U.S. hoto by Ma: N . .
i A bl + Go to https://www.latlong.net and insert the location onto the first line. Once you have your
IO coordinates, round them to the 4th decimal place: XX.XXXX, -XX.XXXX.
g aym Mo + If no location is listed, use “Undisclosed Location.”
Step One Exposure program: 4
. . . . “ ” E: ime: 1/160
Right click the image file on your computer and click “Get Info. D R B i M i 2. Fleet
Servi . . B “« ” .
e alaiEs + Find the fleet listed in the “Get Info” section of the photo.
ece Links o e convarsation + If no fleet is listed, use the base’s/ship’s/person’s name to search for what fleet they are currently
< = oo son @~ e =) hitp:f/www.facebook.com/USNavy . o - _ .
L Ew: LHEDEN k=1 ot R e conioShan assigned to. Wikipedia is a good place to start, but always cross-reference anything you find to
| co0L wAGES Links E PRI e L il ensure accuracy.
Favorites Hume = 2L Dals Morried Where from: https:/ffarm8.staticflickr.com/
& Al My Fil i Subma 7186/6982092002_22022d4404_o_d.jpg,
u jmm: DI::'  mgubap  OpenWith > htips:.ffwww.flickr,aum,rphutosjusnavy; - 3. Deployment Group
@ Aidron e gy MavetoTrash sl R - Find the deployment group listed in the “Get Info” section of the photo.
y LR Getinfo W hBVSbJ-cJNGUC-qQtM2L-gitUNn-rd5BDS- . ia i ' in' !
::::::m i BT T e s et If no fleet is listed, use the base’s/ship’s/person’s name to search for what deployment group they are
F = imagel  C "OriginalDi jpg" rIBwHF -¢35bSU-sKfJcc-bVBAEQ-pXFolv- B Ly [ _ .
R, emgpiviog: it - currently assigned to. Wikipedia is a good place to start, but always cross-reference anything you find
© Donnioads = imogel  Make Allas , N ool to ensure accuracy.
& Helopt  Quick Look "OriginalDiverimage.jpg" » Comments:
Devices ol firepng Share >
oo = um? " Copy “OriginaiDiverimage pg” 4. Warfare Identification
@ Al i brown,|

Show View Options

A + Use the primary subject or group of subjects in the composition to specify the appropriate
6 Tags.. warfare insignia.
Onnge s it +  Go to https://www.public.navy.mil/nrh/publications/almanac/tnr%202011.pdf. Select the
appropriate warfare category.

5. Ship Number, Aircraft Model or Base
+ Find the appropriate name in the “Get Info” section of the photo.



IMAGE TREATMENT

Step Two Step Three Step Four
Create a new adjustment layer for brightness/contrast. Suggested values Create a new adjustment layer for hue/saturation. Suggested values are Create a new adjustment layer for solid color with the hex code #95a1a4.
are +14 brightness and +56 contrast. between -25 and -35 saturation and +3 and +5 lightness. Set the layer blending mode to Overlay and the opacity to 23%.

Step One
Open the image of your choice in Photoshop.
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