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New Logo for a New Era
With the 50th anniversary of
Open tennis, the US Open
completes its transformation.
By Amy Choyne

T

his is a special year for the
US Open. Not only is it the
50th anniversary of the
Open Era, but this year also
marks the completion of
our five-year transformation of the USTA
Billie Jean King National Tennis Center.
Recognizing those two milestones
puts us in an incredible position to both
celebrate our heritage and innovate
for the future. Leading up to the 2018
US Open, the USTA will be unveiling a
number of initiatives, one of which is an
updated, modernized US Open logo.
Our previous US Open logo was
launched 20 years ago and has served us
well, so many people may be wondering
why we felt a need to change the logo.
One reason is that two decades ago,
digital use and display was not even a
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consideration. In today’s world, our old
logo simply did not work digitally, due
to the delicate serif font choice and its
lack of scalability for tiny screens, such
as a mobile device. Today, and looking
toward the future, adults and millennials alike are consuming more media on
mobile devices, so our logos and branding must take that into consideration.
The US Open is the world’s most
exciting stage, and we needed a logo
that would both celebrate the event
and position us for the future. We did
an extensive audit and interviews with
key stakeholders, as well as significant
research on the recognition of the
previous mark. An interesting fact is
that only 9 percent of the respondents
recognized the old flaming ball logo, and
when speaking of the US Open, only 42

We then worked the logo into that
framework and the real world with
extensive testing. It shined in every way.
Our new logo had to have the flexibility
to be “premium” (with the use of gold on
premium products) and had to appeal
to youth through its bold design and
approachable lowercase lettering.
The new logo, of course, figures
prominently in the US Open’s “Built
for Glory” campaign, which includes
vignettes narrated by Alec Baldwin that
celebrate the US Open story, digital programming, 50th anniversary merchandise, a commemorative book, and more.
The “US Open Experience” will again be
in downtown New York, and “Fan Week”
is Aug. 21-26—with free access to the US
Open Qualifying Tournament.
It’s important that the US Open
have a modern, streamlined logo that
addresses the design demands of the
digital world and attracts the new
generation of fans. •
Amy Choyne is the USTA’s Chief
Marketing Officer.
We welcome your opinions. Please email
comments to info@tennisindustrymag.com.
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percent associated it with tennis.
So, we developed specific criteria,
distilled from what we learned, for
updating the US Open logo, including:
• A nod to tennis
• A bold silhouette with visual impact
• The enabling of consistent use
• Dynamism and implied movement
• Appropriateness for an entertainment
brand
• Effectiveness in broadcast, digital and
social media
• A balance of premium appearance
with youth appeal
• Modern and innovative

