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WHY have a brand manual?

A brand manual is there to help you ensure a consistently professional projection of your precious brand.

Consistency is important because it helps advance recognition which, in turn, promotes awareness.

Consistency also builds trust, and a simple definition of a brand is that it is a badge of trust.

WHAT is a brand manual? 

It’s like any other instruction manual, containing rules and guidelines for you to apply to protecting and building your brand,
using it in a way that is both effective and efficient. 

HOW do you use your brand manual?

You refer to it constantly, even once you think you know it off by heart. 

You don’t break the rules, and you purposefully apply the guidelines, and you ensure that other people do the same. 

Also, you review the brand manual at least annually to ensure that it is kept relevant. 

Introduction
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Brand Strategy
How do we position The Gambia? 

Or, to put it differently, how we want people to describe us, how they see us in their imagination? 

We want people to feel  very welcome: 

My smile welcomes you to explore life on Africa’s friendliest river, as it flows through our past and our present,
dancing and singing to the strumming of a kora and the drumming of a djembe, beating like the wings of colourful birds,

as it makes its way through our beautiful places to rest on our relaxing beaches. 

The core of the positioning statement is the promise we make:

My smile welcomes you to explore life on our friendly river and to relax on our beautiful beaches.

And our essence is our slogan:

Smiling coast, friendly river 
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Our positioning informs what we call our formal brand expression:

Our mission: 

•     To build on the established beach tourism legacy by increasing the product offering    
       to include quality eco-tourism experiences. 

•     To project an image of The Gambia as a destination that attracts a wide range
       of tourists. 

•     To increase duration and timing of visits by purposefully identifying experiences 
       that extend the tourism season. 

•     By building marketing, coordination and monitoring capability. 

•     By attracting investment into The Gambia by tourism developers.

Our values:  

FRIENDLINESS that goes beyond welcoming visitors to treating them as valued guests.

GENEROSITY that finds expression in enthusiastically sharing the Gambian way of life.

PRIDE in all that The Gambia has to offer.

Our purpose: 

Motivate the need to change from a 
limited offering of budget sea, sun and 
sand product to a more diversified and 
valued offering that appeals to a wider 

range of tourists.

Our vision: 

By 2030, The Gambia will have built 
on its established credentials of beach 

resort holidays by being recognised 
by tourists and the tourism trade 

for offering a wide range of quality, 
sustainable and responsible cultural 

and natural experiences, with tourism 
appreciated by all Gambians as a 

source of economic benefit.

Our greater good: 

By rewarding tourists with an enriching experience, Gambians themselves will be rewarded.  
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How do we use our formal brand expression? 

We use the formal brand expression – positioning, promise,
purpose, vision, mission, values, greater good and slogan

– to ensure that we are all saying the same thing. 

So, it’s very important that you use these words, edited to
be appropriate to context, in all tourism communications.

We also have creative guidelines 

In the same way that using the formal brand expression
ensures consistency, we have creative guidelines that contribute

to consistency in our communications. 

Consistency is very important because it helps with recognition,
which improves awareness and, most importantly, it builds trust.

Our words must be inspired by our formal brand expression,
especially our positioning statement, and our values guide our tone 

and manner: friendly, generous and proud. 

We speak in the first person: imagine you are welcoming a visitor. 

Our creative platform 
recognises something that is extraordinarily special in The Gambia: 
the way Gambians not only welcome visitors as if they were guests, 
but invite them to share in their way of life:

Welcome to exploring The Gambian way of life.

Personification imagines 
our brand as a person and 
we are fortunate to have 
our lady on the beach as 
the main element of our 
brand identity.

Our lady on the beach 
represents our Gambian 
culture in full colour, her 
smile welcoming tourists. 
She is warm, happy 
and kind, personifying 
our brand values of 
friendliness, generosity 
and pride. 



5

We give recognition to our
sun, sea and sand legacy. 

Our lady is friendly, young, stylish and 
patriotic. Her head-tie is an inspiration
for our visual language.  

We use our river as a powerful differentiator. 

Our typeface is bold but respectful 
and the combination of blues gives 
recognition to river and sea. 

We recognise our natural assets.

Our slogan capitalises on our friendly 
smile and our coast, but uses the river 

as a diversifying differentiator.
The handwritten style is personal.  

Our brand identity is done in an illustrative style that helps tell our story: 



6

We want to always show the great diversity of experience we offer, but we always want to give dominance to our 
welcoming smile and our culture, and to give equal weighting to our smiling coast and our friendly river. 

As regards photography, our positioning statement gives good guidance:

Our colourful brand identity provides 
us with an attractive range of colours 

the headscarf provides a very 
versatile graphic language as you will 

see in the applications included in 
this brand manual.

My smile welcomes you to share my life and our wildlife on Africa’s friendliest river, as it flows through our 
past and our present, dancing and signing to the strumming of a kora, pulsing to a djembe, beating like the 

wings of colourful birds, as it makes its way through our beautiful places to rest on our relaxing beaches.

Our visual language is inspired by our brand identity:



Brand Identity Rules
LOGO CONSTRUCTION 

LOGO AND COLOUR VARIANTS

USE OF BACKGROUNDS

CLEAR SPACE AND SIZE 

COLOUR PALETTE

TYPOGRAPHY
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Logo Construction

Primary logo Logo with slogan Tourism board logo

Logo Variants
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Primary logo in full  colour and greyscale
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Logo with slogan in full  colour and greyscale
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Tourism board logo in full  colour and greyscale



Our full colour brand identity may ONLY appear on a white background and if used on a picture, only placed on a plain,
light coloured section. Do not add shadows or other eff ects. Do not change the appearance of the brand identity.

Do not stretch the brand identity.
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Appropriate use on Backgrounds
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When placing the brand identity in a layout, make sure that it appears large enough for the text to be clearly legible,
and that there is ample space between the logo and other elements.  

x-height = 

Minimum size

40 mm

3
0

 m
m

The logo should not appear smaller than 26 mm wide, 
to ensure the marketing slogan remains legible.

Clear Space and Size



cmyk	
20  0  3  0

rgb
192  231  243

hex
#BFE6F2

cmyk	
100  0  1  0

rgb
0  173  236

hex
#00ADEC

cmyk	
100  98  13  4

rgb
45  49  129

hex
#2D3180
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55  0  100  0
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100  0  100  21
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0  139  68
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cmyk	
0  100  100  44

rgb
150  8  11

hex
#96070A

Only our established brand colours and their respective colour breakdowns may be used. This will ensure that our brand colours 
match across different communication formats and materials. When using spot colours to print, always refer to physical Pantone 

swatches to ensure colour accuracy. The brand color palette consists of a primary palette which is to be used widely.
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Colour Palette
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Headlines SINK - Regular

Verdana Regular

Baby Love - RegularSub Headings

Body copy

abcdefghi jklmnopqrstuvwxyz
ABCDEFGHIJKLMNOPQRSTUVWXYZ
1234567890

abcdefghijklmnopqrstuvwxyz
ABCDEFGHIJKLMNOPQRSTUVWXYZ
1234567890

abcdefghijklmnopqrstuvwxyz
ABCDEFGHIJKLMNOPQRSTUVWXYZ
1234567890

Typography



Brand Application
BROCHURE 

FLYER 

POSTER 

PULL-UP BANNER

WEBSITE

SOCIAL MEDIA 

E-NEWSLETTER

SIGNAGE

EVENT STAND 

MERCHANDISING

CORPORATE STATIONERY



Make use of the full expressive range of brand assets.

Take the opportunity to showcase quality photography and evocative text. 

Take cues from existing designs to help maintain consistency across communications.

A successful layout is eye-catching, clear, and functional.

Layouts and compositions should have a single dominant focal point.
This enhances clarity by giving the viewer an anchor and helps guide their eye.
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Layout design should always follow brand guidelines and feel  appropriate to the content.

Print and Digital Application



BROCHURE
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FLYER
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info@gtboard.gm

visitthegambia.gm

Do's & Don'ts
A useful guide for visitors

@visitthegambia

@gogambia



Xim aut apid quibusam nihil excea sequis res esto odiatias esed quae.
Nequas etur, net ape veratint delluptatem que ium evenim qui cus.
Omni doluptat idenest ibuscia dolore omni tet que nostoru ntioreiumet
offi  ci qui tecum, quae que eum.

Xim aut apid quibusam nihil excea sequis res esto odiatias esed quae.
Nequas etur, net ape veratint delluptatem que ium evenim qui cus.
Omni doluptat idenest ibuscia dolore omni tet que nostoru ntioreiumet
offi  ci qui tecum, quae que eum.

www.visitthegambia.gm www.visitthegambia.gm

Ihilicim to
nonsect
esciendusda.

Ihilicim to
nonsect
esciendusda.

Ovitata sam eris doluptamus, omnihitat hillabor.

Ovitata sam eris doluptamus, omnihitat hillabor.

POSTERS
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Xim aut apid quibusam nihil excea sequis 
res esto odiatias esed quae.
Nequas etur, net ape veratint 
delluptatem que ium evenim qui cus.
Omni doluptat idenest ibuscia dolore 
omni tet que nostoru ntioreiumet
offi  ci qui tecum, quae que eum.

Xim aut apid quibusam nihil excea sequis res esto odiatias esed quae.
Nequas etur, net ape veratint delluptatem que ium evenim qui cus.
Omni doluptat idenest ibuscia dolore omni tet que nostoru ntioreiumet
offi  ci qui tecum, quae que eum.

Ihilicim to
esciendusda.

Ihilicim to
nonsect
esciendusda.

Ovitata sam eris doluptamus.

Ovitata sam eris doluptamus, omnihitat hillabor.

POSTERS
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www.visitthegambia.gm www.visitthegambia.gm



Sandelentio 
core sinusda.

Ovitata sam eris doluptamus, omnihitat hillabor.

Ihilicim to
esciendusda.

Ovitata sam eris doluptamus, omnihitat hillabor.

BANNERS
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www.visitthegambia.gm www.visitthegambia.gm



WEBSITE
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SOCIAL MEDIA
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E-NEWSLETTER

25

Prepared by: Gambia Tourism Board

GTBoard
E-Newsletter

2025

7th Editions



SIGNAGE
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Gate Signage

Entrance Signage



SHOW STAND
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MERCHANDISING
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NAME/BUSINESS

NAME SURNAME

Elluptatemos molupta de nobitas suntia erit harcim reic te rerunt por magnatusda qui quas arum que vollant volorec 
uptaque nim solore vitae volorepre voluptatur aut am ipsam accum re dis doluptatibus aut ullaut oditiorepre magnis 
sapissimus nonsequos dempore sunt odit ut ad quuntibus maio cum quam, velitat latempe lesecep editate con non 
porum ellabor ehendi atemodit et auditat.

Yours Sincerely,

DATE: 14/05/2024

228 Street Name
Area or City
P.O. Box 4621

Gent, odit es molupta tquias est as unte sinctiis earum unt ipsam, suntiae nobitio essi aut illest laborum et harum, 
con prehendition nat atque volor alita solorei untureperci nonseres dio. Lit quo ommolut rerroris sim restinum quam, 
temposam qui tor sitempore natius nim iundite arum esto veribus aperferia con perspiciis volenima volorepro eum 
sum as ut offi  cte num ad etus utamus, et quo eos de volor res et platemporum asperitem nus cum et, offi  cid ut alit 
exerit pelenihit volores debitatem quos dolent fugit exerestio con restisq uidion exeritium expelecte nobit, oditat eum 
re ent, cone imagnat omnis quaspid quo bearchilis mil et quate cum ex et dempore pudandaeped quatiam quatur, 
ommoloria quo et esequisti acearuntis evellab ipsamet velestiunt accupiciis aut ipsantiam idiaspel id que as ullique 
rest, omnit plaborpor seque labor sequas et labora abores estiorion re nobit ium iscipsunt vendero blandae venit aut 
et vella volorene nossita prestiatem volesti opta deruntur, sumquia tiander feratem etum asit et ad ulpa soloribus sin 
pedis quam il exceribus aceaqui culles aut asimaio rerumendae volut fugiatque lam faci consectatest que serem es 
pratis idebit occus dit facerit, tes audipitios eostrum estempos alique nos ex ex et ad magnisime aut rem ea doloreptium 
quidipid qui optur, ut el et quiate porporr oriberrum veratatusa eium a non cuptas qui consequ issequo mos et ma dem 
dellut accus eaturi abore, que nam faciatus dolesequae plitionsequi cum laute re sincturest ipis ped que ni nam exerum 
quo odisti in ent, si ratem quo odist, et as re offi  cae venditis necaesequia et quo conem excerfe rnatur? Qui conse 
evendis is volore volorrum antis pa et verum rero ent licia sum estios posam fuga. Velentia se evernamet volorerupta 
niti dolore quaestrum, qui cus sum laut quatum aspe voles aut volorem fugiand aessitiant.

Otatur, te consedit alitat doluptur atiore soloris sitium aut od ut esedis sit quo im es il eum quo exeria veris arundi 
aceptat ionecul laccus est, utas ut ex et molorit faccus.

LETTERHEAD

29

Kotu, P.O Box 4085, K.M.C., The Gambia
Tel: (220) 4462 490/1/5/6

Fax: (220) 4462 487
E-mail: info@gtboard.gm



DIRECTOR GENERAL

Email: acamara@gtboard.gm
www.visitthegambia.gm
Mobile: +220-988-1000

Kotu, P.O. Box 4085,
Bakau, K.M.C, The Gambia

BUSINESS CARD

Abubacarr
S.  Camara
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NOTEBOOK & EMAIL SIGNATURE
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DIRECTOR GENERAL

Mobile: +220 988 1000
www.visitthegambia.gm
Email: acamara@gtboard.gm
Address: Kotu, P.O. Box 4085,
Bakau, K.M.C, The Gambia

Abubacarr
S.  Camara



POWERPOINT TEMPLATE
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Printing our Brand Manual
A guide for print

This guide may be printed in sections as required or complete in its entirety.
It should be printed onto an A4 sheet of paper – at 100% scale 
It is landscape format therefore that option should be selected.

It can be ring bound on the left hand side or across the top.
If a number are being printed by a professional printer – it should be saddle stitched on the left.

In house printing -
Wire binding on top

In house printing -
Wire binding on left

Professional printing -
Saddle stitch binding on left



Contact Details
Kotu, P.O Box 4085, K.M.C., The Gambia

Tel: (220) 4462 490/1/5/6

Fax: (220) 4462 487

E-mail: info@gtboard.gm


