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Dedicated to all those who enjoy the feeling of wet noses, big heads, chunky 
bodies and an unfailing dedication that you could only get from a Pit Bull.
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Behind the Brand

Lucca's story begins like most, with a little bit of hard reality. My name is 

Melissa Seling and together Lucca and I started a revolution. In 2002 I was 

at a shelter in Wicomico County, MD. where I found the fattest, sweetest 

chocolate puppy with sparkling green eyes. It was love at first sight. A perfect 

match, both lost and just looking for comfort in each other's arms and paws. 

I quickly filled out the adoption application and waited patiently for the 

approval to bring Lucca home.

After 48 hours the application had been approved, but my sweet little Lucca 

was no longer available for adoption. I was heartbroken.

I was informed that Lucca was euthanized due to the breed's bad reputation 

and the attraction these dogs have on undesirable individuals, "many" 

shelters across the nation, including this Wicomico County, MD. shelter have 

a “non-adoption” policy on Pit Bull type dogs and will not put them up for 

adoption at all. The shelter manager could not, by policy, adopt her to me 

and therefore made the fateful decision. That day I began learning about 

Breed Specific Legislation. 
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Although intended to improve community safety and comfort, ultimately 

these laws cause hardship to responsible guardians of properly supervised, 

friendly, well-socialized dogs. In some localities, the list of banned breeds 

includes not just American Pit Bull Terriers, Bull Terriers and Rottweilers, 

but also a variety of other breeds, including Dalmatians, Chows, German 

Shepherd Dogs, Doberman Pinschers and any mix of these breeds. Although 

guardians of these dogs may have done nothing to endanger the public, they 

nevertheless may be required to choose between compliance with onerous 

regulations or forfeiture of their beloved companions. In Prince George’s 

County, Maryland, where Pit Bull Terriers are banned, the Animal Management 

Division reports that 80% of the approximately 500 to 600 animals seized and 

killed by animal control every year under the ban are nice, family dogs.

It's time to make a change, bring awareness to our communities, and 

introduce some positivity around this breed. This journey began with Lucca 

who never had a chance to speak. She is now the voice to promote positivity 

for pit bulls everywhere.
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My name is Melissa Seling and I have had dogs my entire life, mainly 

dobermans, german shepherds and other big dogs. I started researching 

Pit Bull BSL in 2002 and what I found was very disheartening. I wanted to 

spend time with these dogs to better understand why this vilification was 

happening and how I could help. After a lot of research, the 3 Pit Bulls that 

stole my heart and several years with the DE SPCA the Love, Lucca brand 

was created to better educate the public on the love in these dogs and the 

negative ramifications of BSL in their communities.

A Message from the CEO

1.0 The Preface



THE NEXT CHAPTER

2.0

Lucca's Mark



PRIMARY LOGO

A logo is a company's identity. It is a visual mark 

that distinguishes one company from another. It's 

that one visual reminder that tells the viewer that 

this company is not like that company.

At Love, Lucca, this concept couldn't be truer. 

As fierce Pit Bull advocates, we believe that 

our brand is different from the rest. But it's not 

just our logo that makes us different, it's the 

interactions with these dogs and the way we 

share their positivity with the rest of the world. 

For us, our logo is more than just a mark on 

paper- its an indication to anyone who sees it 

that when they partner with Love, Lucca, that 

they are supporting Pit Bull Positivity and the 

fight against BSL.

This is the primary 
version of the logo. 
It should be used in 
all cases possible, 
unless shape or length 
creates an issue.
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SECONDARY LOGOS

The additional logos are stamps of assurance 

that portray the love that Love, Lucca has left on 

a person's life.

Whether its on a piece of stationary, crisply 

tucked between the folds of an envelope or as 

a watermark, positivity and dedication to the Pit 

Bull breed is found with it as well.

1  Vertical Composition
This version of the 
mark should be used 
sparingly and only 
when something short-
er is needed.

2  Pawprint
This version of the 
logo should only be 
used when one of 
the other marks are 
present on the brand-
ed piece. It can also 
be used as a graphic 
element.
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PRIMARY LOGO INTEGRITY

When used as a whole, the primary logo 

communicates to the viewer that Love, Lucca 

stands by its passion and certifies that what we do 

is also imbued with that same integrity that our 

logo is.

The Logo is designed to create a consistent brand 

for Love, Lucca. At the same time there are many 

variations to choose from so that there should 

be a design compatible to any application. The 

preferred logo is the primary mark shown on the 

right.

1 Vertical Hangline
2 Horizontal Hangline
3 Minimum Size

1”3

x

.5x

xx

x

1

2 ▶

▶
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SECONDARY LOGO INTEGRITY

The secondary logo, or icon, when used in 

conjunction with the primary logo or as a graphical 

treatment, acts as an extension of the company and 

communicates approval.

The icon is a special trademark of Love, Lucca, that 

when used appropriately, draws the viewer to the 

conclusion that dedication, love and character are 

hallmarks of this company.

Logos that do not contain “Love, Lucca” are for use 

only when the name has been previously presented. 

For example, the paw print design can be used 

inside a brochure if a logo or words identifying the 

brand have been used on the cover. Or the paw 

print logo can be used on a garment if the name is 

identified in a prominent place. 

1 Vertical Hangline
2 Horizontal Hangline
3 Minimum Size

3

x

.25x

1

2▶

▶

.25x
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UNACCEPTABLE USE

In order to properly convey the value of Love, 

Lucca, the logo should not be altered or 

adjusted in any way as that would diminish the 

quality of this brand.

1 2

3 4

5 6

1 Do not at any time 
angle the logo. It 
always sits on a 0 
degree angle

4 Do not alter the colors 
of the logo except 
when in accordance to 
the color rules.

2 Do not add any effects 
to the logo, including 
drop shadow, outer 
glow, etc.

3 Do not in any way alter 
the proportions of the 
letters or the secondary 
“icon” logo

5 Do not change the 
typeface or font style 
of any part of the logo.

6 Do not in any way distort 
the logo, either by 
stretching, justifying, etc.
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OUR TRUE COLORS

3.0

True Blue Lucca



COLOR EVOKES A MOOD 

AND GIVES A SENSE 

OF CHARACTER TO A 

BRAND.

PRIMARY COLORS

The primary colors used in the Love, Lucca 

logo were carefully and meticulously curated 

in order to invoke the right mood and sense 

of perspective for the viewer. With positivity, 

dependability, confidence and trustworthiness as 

our core values.

2 BLUE
  PMS    2190U
  CMYK    C87 M23 Y0 K10
  RGB    R31 G176 B230
  HEX   #1fb0e6

1 PURPLE 
   PMS    2114C
  CMYK    C40 M30 Y0 K0
  RGB    R118 G139 B198
  HEX   #768bc6

Our peaceful palette represents our core values of 
positivity & dependability as well as confidence & 
trustworthiness

3.0 Our True Colors
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PRIMARY LOGO COLOR GENRES

Ensuring that the Love, Lucca brand is aptly 

placed, these color genres allow it to be used 

in effective ways to communicate to the viewer 

that Love, Lucca stands by its core values and 

enthusiastically endorses the Pit Bulls they are 

showcasing, from beginning to end.

2 Two Color
   PMS 2190U
   Black

1 Full Color
   PMS 2190U (Wash)
   Black

3 Grey Scale
   100% Black 55% Black

1

2

3
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ICON LOGO COLOR GENRES

The icon, when used properly signifies that 

as a company we stand behind what we are 

representing. This trademark acts as the 

standard for positivity and trustworthiness.

2 Single Color
   PMS 2190U

1 Full Color
   PMS 2190U (Wash)

3 Grey Scale
   100% Black 55% Black

1

2

3
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Love, Lucca Brand Guide

The logo should standout from it's surroundings 

and be placed properly on a medium, using the 

appropriate color palette and layout that adheres 

to the brand guidelines so as to ensure consistent 

communication and form for the brand.

Only solid colors should be used as a background, 

unless placed as a watermark on photography and 

the logo should be fully represented in a manner 

consistent with the brand guidelines and have 

maximum visibility.

Both logos adhere 
to the same full color 
and black and white 
rules. The dark back-
ground will require 
the reversed out text 
and lighter color paw 
print for visability.

3.0 Our True Colors
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Our Best Assets

4.0

Adding Lucca's Tagline

4.1



.5x

xx

x

1

2

▶▶

CLEARSPACE

1 The tagline rests right    
    below the brand name
   and is right justified to     
   end at the end of the  
   "lucca" part of the logo.

2 The tagline sits about a    
   1/4" below the main logo.

.25x

THE TAGLINE

The tagline should always be used in conjunction with 

the primary logo and in a manner consistent with the 

color standards presented in the brand guidelines.  With 

the proper amount of spacing and placement on a 

medium, the tagline acts as an anchor for the logo and 

communicates the heart of the company to the viewer.

The logo adheres to 
the same full color 
rules with the tagline 
treated as a 50% 
black.
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ABCDEFGHIJKLMNOPQRSTUVWXYZ 1234567890!$#%&*?@(){}[]|\/<>~;:

ABCDEFGHIJKLMNOPQRSTUVWXYZ !#%&*?()/<>;:

ABCDEFGHIJKLMNOPQRSTUVWXYZ !#%&*?()|/<>;:

Love,

Supporting Headlines

ABCDEFGHIJKLMNOPQRSTUVWXYZ !#%&*?()/<>;:

Your Neighborhood Pit Bull

Supporting Sublines

1

2

3

4

TYPOGRAPHY

The typography used when communicating 

a brand is tantamount to the brand itself and 

acts as another indicator of who that company 

is. Most designs should make major use of the 

1942 Report family but only in 70% Black, while 

all written communication should utilize the 

Avenir typefaces.

1 1942 Report: Full Color 
(-50 Kerning)

2 1942 Report: 50% 
Color (-50 Kerning)

3 Avenir: Full Color; Book

4 Avenir: 50% Color; 
Book Oblique
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Our Best Practices

5.0

Introducing Love, Lucca



PHOTOGRAPHY

An essential element in the storytelling of any 

company, the use of photography should be done 

with respect and admiration for the dogs being 

photographed. The images taken should only 

capture the dog's true fun loving and positive 

nature. We do not use caged, neglected or abused 

animals in our campaigns. Images should be 

captured utilizing only the best of techniques and 

modern standards and should be done in an effort 

to capture the full breadth and life of a dog & his/

her humans. 

Whether a photographer is capturing a dog in its 

surroundings, a single dog or a tiny detail of the 

dog, it should be done using full lighting with no 

effects or treatments, so as to not diminish the 

quality of the image or distract the viewer from the 

piece. Minor retouching is acceptable.

1 The heart of the dogs needs 
to be captured in dramatic 
lighting to create a sense of 
emotion

2 A natural setting can be used 
to make the viewer feel like 
they understand the relaxed 
nature of the dog

3 Showcase specific emotions 
with closeups that remind 
people that the pit bull is the 
same as every other dog

5.0  Our Best Practices
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PHOTOGRAPHY LOGO PLACEMENT

5.0 Our Best Practices

5.2

The integrity of the logo is essential in branding all 

of our campaigns. The visibility of the logo is most 

important as this is how our brand is recognized. It 

is important that our images are marked correctly 

when they are presented. Our images are essential to 

this brand and Love, Lucca needs to be clearly seen 

without overtaking the image that is being shown. A 

perfect balance needs to be established.

1 The logo must be 
placed in one of 
the four corners 
of the image and 
represented in either 
one color black or 
white depending 
on the darkness of 
the image for clear 
visability and must 
be shown with a max 
width of 1.25" per 8" 
of image.



Love, Lucca Brand Guide 5.0 Our Best Practices

5.3

WEBSITE

As essential as the photography is the vehicle 

that utilizes it the most is the website. The 

website is central to this brand as it allows us to 

tell our story and showcase the benefits of Love, 

Lucca as well as provide resources for Lucca's Pit 

Bull supporters.

1 The website is built 
using a lot of white 
space and the brands 
cyan blue as an 
accent. All images 
and fonts used follow 
the brand guidelines.
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5.4

Social Media

As a compliment to the website we have two 

social media tools that we use most and those 

are Instagram and Facebook. Both website's 

maintain the heart of Love, Lucca by sticking to 

the brand manual's guidelines on Photography 

and Logo use.

1 The heart of the 
brand is captured 
in the photography 
of the Pit Bulls and 
the Pawprint is used 
as the main logo 
representation.


