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Hello, we are THEA.
Tampa Hillsborough Expressway Authority (THEA) is an award-winning and dynamic transportation agency that owns, manages, and operates the 
Selmon Expressway, Meridian Avenue, Brandon Parkway, and the Selmon Greenway. We are committed to bringing the best technology and most 
innovative mobility solutions to address emerging transportation challenges while building the roadway of the future. THEA partners with communi-
ty organizations on everything from beautification to economic development to education and is committed to enhancing the community and 
activating urban spaces. People love to travel on our roads and trails because it’s quicker, more efficient, and with less hassle.

INTRODUCTION

GREENWAY

01 With a focus on our customers, we 
attract, develop, and nurture talent 
within the organization and support 
the diversity of employee skills and 
strengths.

People

02 Safety & Service

We are committed to ensuring the 
money and investment earned from 
our assets goes back into the 
communities we serve.

Community 
Focus

04
We are dedicated to being a leader in 
advancing mobility in the region and 
implementing innovative and practical 
solutions to transportation challenges.

Regional 
Leadership

05 We are a versatile and agile organi-
zation that proactively solves issues, 
pursues opportunities, and embrac-
es innovation.

Efficiency

06
We are committed to supporting 
economic development in the 
Tampa Bay region through our 
services and products.

Economic 
Development

07 We are here to engage partners and 
stakeholders with our unique perspec-
tive and expertise

Local Resource

VALUES

BRAND IDENTITY

We are a collaborative partner and 
provider of safe, reliable, and financially 
sustainable transportation services to 
our customers and community.
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“We provide seamless travel solutions that are 
safe, efficient, and that utilize technologies that 
will build a foundation for the next generation of 
transportation. Maintaining a positive economic 
impact on the community is important to our 
agency, and we know that the community 
benefits from having a multitude of healthy 
transportation networks.”

THEA CEO & 
EXECUTIVE DIRECTOR,

GREG SLATER

MESSAGE MISSION

Our mission is to provide safe, 
reliable, and financially-sustainable 
transportation services to the 
Tampa Bay region while reinvesting 
customer-based revenues back into 
the community.
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This is the primary logo of Tampa Hillsborough Expressway Authority. There’s adequate 
space around the logo based on the proportions found in the logo. No one element is 
allowed in that space. The goal is to make the logo clean and unobstructed.

HORIZONTAL LOGO

2X

X

2X

4X

24X
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This is the secondary logo of Tampa Hillsborough Expressway Authority. This variation is square and 
repeats the road icon. Again there’s adequate space around the logo based on the proportions found in 
the logo. No one element is allowed in that space. The goal is to make the logo clean and unobstructed.

VERTICAL LOGO

24X

2X 2X

X

X

16X

4X
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The Brand Mark is the one areawhere there is a little freedom to play with opacity and scale. It can 
be used as an ornament or design element and is generally around 50% opacity of brand colors. 
However the proportions should remain intack and users should notskew or stretch the design. It is 
recommended to not go below 10% opacity and and do not use off brand colors such as red.

BRAND MARK

24X

X

16X

The Brand Mark is the one areawhere there is a little freedom to play with opacity and scale. It can 
be used as an ornament or design element and is generally around 50% opacity of brand colors. 
However the proportions should remain intact and users should not skew or stretch the design. It is 
recommended to not go below 10% opacity and and do not use off brand colors such as red.

12
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CONTRAST There are two versions of the logo. One is for light backgrounds and the other is for dark/color 
backgrounds. Always aim for higher contrast and try to adjust the background when necessary. 
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GREENWAY

These are secondary logos that are used for the individual properties. Each logo was designed with a 
square motif that allows for a generous margin. By following the below guidelines based on the white 
margins found in each logo  the user can allow adequate space without obstructing the logo. 

SECONDARY 
LOGOS

26X

2X 2X

X

14X

PRIMARY COLOR
SECONDARY COLOR

COLORS ON LOGOBrand Color
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PRIMARY COLORS These colors are applied to logos and other things related to brand identity. They can be 
used with other colors but must remain dominant.

RGB : (0, 84, 128)

Hex : #005480

CMYK : (98%, 68%, 28%, 10%)

DARK BLUE

RGB : (30, 40, 39)

Hex : #1E2827

CMYK : (77%, 62%, 64%, 69%)

GREY

RGB : (0, 84, 128)

Hex : #005480

CMYK : (98%, 68%, 28%, 10%)

PMS 302

DARK BLUE

RGB : (138, 138, 141)

Hex : #8A8A8D

CMYK : (48%, 40%, 38%, 4%)

PMS 8 Cool

GREY

16
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SECONDARY COLORS

MERIDIAN AVENUE

BRANDON PARKWAY

SELMON EXPRESSWAY

RGB : (243,155,194)
Hex : #F39BC2

CMYK : (0%, 49%, 0%, 0%)

PINK

RGB : (109,206,245)
Hex : #6DCEF5

CMYK : (50%, 0%, 0%, 0%)

BLUE

RGB : (138, 93, 59)
Hex : #8A5D3B

CMYK : (35%, 60%, 80%,25%)

BROWN

RGB : (57, 181, 74)
Hex : #39B54A

CMYK : (75%, 0%, 100%, 0%)

BRIGHT GREEN

RGB : (55, 179, 74)
Hex : #37B34A

CMYK : (75%, 0%, 100%, 0%)

GREEN

RGB : (0, 128, 102)
Hex : #008066

CMYK : (87%, 27%, 69%, 11%)

DEEP GREEN

RGB : (83, 35, 128)
HEX : #532380

CMYK : (84%, 100%, 13%, 4%)

PURPLE

RGB : (253, 184, 19)
Hex : #FDB813

CMYK : (0%, 31%, 100%, 0%)

YELLOW

RGB : (236, 0, 83)
Hex : #EC008C

CMYK : (0%, 100%, 0%, 0%)

HOT PINK

RGB : (198, 22, 83)
Hex : #C61653

CMYK : (1%, 100%, 50%,1 0%)

RED

RGB : (255, 244, 106)
Hex : #FFF46A

CMYK : (0%, 10%, 70%, 0%)

YELLOW

Secondary colors come from the sub brands. Refer to this guid for the
 appropriate values and hex codes.
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LOGO COLORS The colors should remain in brand colors or black and white. However it can be 
placed with other colors as long as it doesn’t contrast or make the logo 
unrecognizable. Black and white without main color is acceptable.

PRIMARY TYPEFACE
FONT DETAILS

TYPEFACE HIERARCHYTypography

18
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PRIMARY TYPEFACE
FONT DETAILS

TYPEFACE HIERARCHYTypography



PRIMARY
TYPEFACE

Aktiv Grotesk is a multiweight, low-contrast, grotesk type family. It takes an 
authoritative but neutral position, supporting any message without overpowering it. 
A flexible and diverse family of 24 styles with matching italics, from Hairline to Black.

Aktiv Grotesk

Bb The quick brown 
fox jumps over 
the lazy dog

TYPOGRAPHY

20 20
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FONT DETAILS

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

1234567890

! ? /\ | @ # $ % & () {} : ; “ <> + - = 

Aktiv Grotesk
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Header 3
Extra Bold | 72 pt

Header 4
 Bold | 60 pt

Text Paragraph
Text Light | 30 pt

Header 5
Extended Medium | 48 pt

Header 2
Extended Extra Bold | 100 pt

Header 1
Extended Black | 125 pt

TYPEFACE
HIERARCHY

HAIR LIGHT REGULAR MEDIUM
SEMIBOLD BOLD BLACKEXTRABOLD

Aktiv Grotesk is the Normal 
family, which is part of the 
superfamily along with Extended 
and Condensed, each with 
weights in Roman and Italics.
For the Headers we utilze the 
Extended Black and Bold 
weights to match the THEA 
branding in the logo.

These can be found on 
Adobe fonts.

BUSINESS CARD
LETTERHEAD

MARKETING MATERIALSBrand Kit
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Business card has double-sided 
design, front side and back side.

Size : 3.5” x 2” (US Standard)
Orientation : Landscape
Paper : 120 gsm

BUSINESS CARD

Greg Slater
Executive Director (CEO)

(123) 456-789
joedoe@tampa-xway.com
tampa-xway.com
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LETTERHEAD

Size : A4 (8.27” x 11.69”)
Orientation : Portrait
Paper : 70 gsm/80gsm

We put the logo in top left corner of the 
letter. Personal contact info goes in the 
upper right hand corner and business 
contact information below

1104 E. Twiggs Street, Tampa, FL 33602

 O (813) XXX-XXXX xXXX | F (813) XXX-XXXX

WWW.TAMPA-XWAY.COM

Greg Slater
O (813) XXX - XXXX
C (123) 456 - 7899
joedoe@tampa-xway.com
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MARKETING MATERIALS

BRAND KIT
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Image Guidelines
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MARKETING MATERIALS

BRAND KIT
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Image Guidelines
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 We want to use professional photos that are crisp. When using photography it’s 
important to pick images that clearly have space for the logo or use a color block.

PROFESSIONAL

28
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CREATIVE & PLAYFUL
It’s okay to get creative as long as the logo isn’t obstructed. Look for photos that have 
dark areas or negative space to place logos.
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OUR 
CONTACT

1104 E. Twiggs Street
Tampa, FL 33602

ADDRESS

813-272-6740 

tampa-xway.com

PHONE/MAIL

instagram.com/theaselmon

twitter.com/THEASelmon

facebook.com/TampaHillsborough

ExpresswayAuthority/

linkedin.com/company/67132372

SOCIAL MEDIA
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