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AMI Mobile Marine is

sening the greater area of Anna Marie Florida. Our main goalis to
meet people where they are and bring a solution to their problem.
This includes home and dock senvice so that the customer is not
required to remove their vessel from the water to find a solution.

We're but Ourhopeis to
create a positive and engaging environment that delivers strong
results in a imely manner. Your beautiful boat deserves to be

on the water!




Visual lzon A / Secondary Wordmark

Primary Wardmark

AMIMobileMarine
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The Yacht lcon was custom bt straight from the letter *Y”

sourced from the ‘ez typeface used in the AMIMM N N
branding. With a litle masking, a marker stroke became i > i >
avallable to buld a customicon that gives visual to the i ' i '
beautiful beats AMI Mokile Marine Senvice.

Two "MS" connected and turned on their side representing the

channels of water that these beautiiul boats live and breathe.
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This Chartis a representation of your target color usage across the brand

as awhole. As physical and visual branding is developed: {products, buildings, etc.)
does the whole of your brand stay inside this color usage representation. This is

an ongoing thing to manage as the business develops.

Ex: If 80% of the products, apparel, efc. you develop end up being orange, you have
stepped outside of the color usage goal of 10%.
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