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Introduction

 The mission of Kitchen Dog Theater is “to provide a place where questions of justice, morality, and 
human freedom can be explored. We choose plays that challenge our moral and social consciences, invite 
our audiences to be provoked, challenged, and amazed. We believe that the theater is a site of individual 
discovery as well as a force against conventional views of the self and experience. It is not a provider of 
answers, but an invitation to question.”  

 Kitchen Dog has been pursuing that mission and providing audiences of the Dallas-Fort Worth 
Area (TX) with bold and contemporary works since its founding 1990. For 26 seasons they have been 
challenging audience viewpoints of their social constructs, moral values, and allowing them discover new 
ways to look at both themselves and the world around them. 

 Operating as a founding member of the National New Play Network and being an Actor’s Equity 
Theater, they offer an unprecedented number of world, nation, state, and local premiers for a small profes-
sional theater. It is there goal to perpetuate the growth of the theater industry and encourage new works 
buy fostering productions of contemporary works that might not otherwise be seen by a traditional audi-
ence in a traditional mainstream theater that recycles classic. Not that there is anything wrong with that, 
Kitchen Dog just has their eye on building the contemporary play network and providing new, modern, 
professional  playwrights with a place to premier their works. 
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Glossary

Opacity refers to the percentage of CMYK to achieve transparency levels in an image. 

Typography refers to the appearance of text such as font, alignment, size, etc. 

White Space  refers to the area surrounding an image where there is no image, object or 
color present. 

Watermark is a faint, semi-translucent, design that is placed on a page as a marker for 
style or to denote trademark. 

Juxtaposition refers to the placing of two or more things in a design to achieve a contrast-
ing effect. 

Stroke refers to the visual effect that is attached to a path in a vector design. This can be 
seen in the business card and letterhead designs. 

Collateral refers to designs that support marketing and the introduction of a brand. I.e. 
posters, business cards, etc. 

Minimalist refers to a style of art that uses paired down visual elements for a simplistic, 
yet effective, design theme. 
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Logo and Logotype

 When designing the logo the general idea was to work on rebranding the old aes-
thetic of aggression and creating a logo that was more inclusive and structured in nature. 
The first step in doing this was redesigning the trademark “dog” of Kitchen Dog. I sought 
to remove the impression that the dog was going  to bite or attack by softening the ap-
pearance a bit. In doing this I made sure to maintain the rugged aesthetic the organization 
prefers. Regarding the logotype, I wanted to create something that accurately conveyed the 
duality of the organization. I chose Giddyup Std to illustrate the easy going nature of the 
organization and juxtaposed it with Herculanum, a sharp font, to show their devotion to 
creating “sharp” and cuttin edge works of art. 

Typography: 

Giddyup Std
abcdefghijklmnopqrstuv
ABCDEFGHIJKLMNOPQRSTUVWXYZ
1234567890

Herculanum 
abcdefghijklmnopqrstuv
ABCDEFGHIJKLMNOPQRSTUVWXYZ
1234567890

Kitchen Dog

since 1990
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Use of Space

 The main Kitchen Dog logo should really only be used on a white background 
wherever possible. This is important because the logo makes use of white space as an 
integral element of its design and is crucial in obtaining the right display. When a white 
background is not an option, a light colored background may be used, preferably on the 
greyscale spectrum. When using colored backgrounds it is best to use the watermark “dog 
only” logo (as seen in the page numbers) and increase the opacity to 100% or desired ef-
fect. All objects, in relation to the logo, should be no closer than 1/8” on either side of the 
logo. 

1/8”

Kitchen Dog

since 1990

1/8”
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Color

 In choosing  color for the rebrand it was decided to keep the organizations signa-
ture brown but replace their original blue with a gold for the secondary color. During the 
rebrand the gold matched far better than the blue with the color scheme. The blue was out 
of place but the gold worked well within the warm color palette. When working with wa-
termarks (as seen in the page numbering on these standards) on collateral the signature 
brown can be reduced to a 20% opacity to achieve the effect. Color variations shown be-
low: 

C = 51%
M = 70%
Y = 83%
K = 69%

C = 27%
M = 47%
Y = 100%
K = 7%

C = 51%
M = 70%
Y = 83%
K = 69% 
Opacity: 20%
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Typography

 This new logo makes use of two distinct fonts in the typography. The first being, 
Giddyup STD and the second, more prominent font, being Herculanum. These two font 
styles are very different with one being more unique and creative with its characters and 
the other being more traditional. Giddyup was chosen for its whimsical look and feel, to 
emphasize the creativity of theater, and Herculanum was chosen to juxtapose that whimsy 
with the professional and sharp mission of the organization. Herculanum is the primary 
font and should be featured more prominently whenever used. In marketing materials 
other fonts may be used but the logo should always remain Giddyup and Herculanum. 

Giddyup Std. 
abcdefghijklmnopqrstuvwxyz
ABCDEFGHIJKLMNOPQRSTUVXYZ
12345678910

Herculanum
abcdefghijklmnopqrstuvwxyz
ABCDEFGHIJKLMNOPQRSTUVWXYZ
1234567890
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Business Card

 The business cards maintains the same aesthetic we have been using throught the 
design. That is to say rugged and professional. The cards makes use of standard 3.5”x2.0” 
dimensions and must be printed on white stock. This is so the rough brown stroke mak-
ing up the background can be visible. On the front, the logo begins approximately 1.0” 
from the left edge and 0.3” from the top edge. The back of the card will have the Name and 
title text beginning .25” from the top edge. The icons and contact information will begin 
.25” from bottom edge and .3” from the left edge. There should be no deviation from these 
numbers. Templates provided make for easy  data input. Refer to Figure 1 for collateral 
mockup. 

chris@kitchendog.org

214-953-1055

Christopher Carlos 
Artistic Director

2600N. Stemmons FWy 
Dallas, TX 75207

kitchendogtheater.org

Kitchen Dog

since 1990

0.40 in.

0.40 in.

0.45 in.

1.5 in. 

0.45 in. 
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Envelope

 The evelope makes use of a very minimal design. The front of the envelope is a soft 
beige color and the back of the envelope makes use of the signature brown. These custom 
envelopes are simple and reasily recognizeable as Kitchen Dog collateral. The logo is the 
standard logo placed in the upper left corner .4” from the left edge and .35” from the top 
edge. All type and labeling on the envelopes should be in the Herculanum font. This enve-
lope is the standard 9.5” x 4.375”. Refer to Figure 2 for collateral mockup. 

2600 N. Stemmons Fwy., Suite 180 
Dallas, TX, 75207

University of Oregon 
ATTN: Joshua Cummins 
1585 E. 13th Ave. 
Eugene, OR 97403

Kitchen Dog

since 1990

0.4 in

0.35 in
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Letterhead

 The letterhead was designed to replicate the look and feel of the business card. The 
same rough strokes were used to provide texture to the background using a 20% opacity 
brown stroke. The standard logo is used in the upper left corner .2” from left edge and .2” 
from top edge. The watermark “dog only” logo is used bottom center 3.5” from left edge 
and .2” from the bottom. See Figure 3 for collateral mockup. 

3.5 in

0.2 in

0.2 in

 0.2 in
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T-Shirt

 The fourth piece of collateral is a t-shirt. The design is very simple consisting of the 
main logo screen printed on the front and the watermark logo, at 100% opacity, printed 
on the back between the shoulder blades. This is a t-shirt that can be worn by staff for 
workdays, casual community events, sold to patrons, donated to backers, etc. The uses are 
versatile. The shirt should be a white v-neck or crew neck t-shirt for best representation of 
the logos. The logos should be quite large for this design with just a few parameters. The 
front should be no smaller than 1’x1’ and the back logo should be no smaller than 6” x 6”. 
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Poster

 This poster was designed for a hypothetical production of Long Day’s Journey Into 
Night. It was designed with a minimalist perspective and use of white space to allow the 
consumer to project themselves onto the imagery. Emphasis is put on the whiskey glass to 
highlight the plays subject matter (vices, human nature, etc.) and the information is kept 
non-invasive, but easily located, under a black bar to denote a separate space.

Presented by Kitchen Dog �eater

Box O	ce: 214-953-1055

January 13th-27th 

Eugene O’Neill ’s

General Admission $25

Long Day’s Journey Into Night 
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Display Ad

 The display ad was designed to mimic the poster design from the same production 
of Long Day’s Journey Into Night. The same imagery and minimalist style is seen just as is 
was in the poster. It was designed to fit a newspaper banner ad size of 9.47”x4.37.” This is 
standard sizing for wide banners in most newspapers. It should be printed in color where 
available but can survive grey-scaling with integrity. 

Long Day’s Journey Into Night 
Kitchen Dog �eater Presents... 

January 13th-27th at 7:30PM 
kitchendogtheater.org/tickets 
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Web Bridge

 Kitchen Dog Theater is active on Facebook, Twitter and Instagram social media 
outlets. Their profile pictures on these outlest shall be the Kitchen Dog standard logo. The 
dog only logo may be used at the discretion of the marketing manager but preferably only 
on outlets with smaller images such as Twitter. The cover photos for all social media outlets 
shall be one of two options: The first being the poster design for the currently running pro-
ductions and the second being a season inclusive collage containing all the poster designs 
for the season integrated into one image. Decision made at the discretion of the marketing 
manager. All media must be pre-screened and of excellent quality with a mix of profes-
sional and casual/behind the scenes shots to engage the audience and community. Where 
necessary, include the watermark on all production photos to prevent copyright and keep 
trademarking intact. 

Kitchen Dog

since 1990

Social Media Profile Photos
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Figure 1 
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Figure 2
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Figure 3


