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Research & Discovery Findings




3 days
3 communities

3 mountain ranges



Here's what we found



your position in the
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your position in the

region
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Great Basin N.P.

St. George

Brian Head

Cedar City

Cedar Breaks N.M.

Zion N.P.

Eagle Point

Capitol Reef N.P.

Bryce Canyon N.P.

Grand Staircase-Escalante N.M.
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Visitors to the Ramblers seek different things. For some, it’s
the thrill of an extreme trail. For others, it’s easily accessibly
camping with friends. And for some, it’s the surprise
attraction discovered after pulling over for a bathroom break.

Our four main audiences may be visiting the Ramblers for
o u R B RA N D different purposes and lengths of time, but they all seek
authenticity, convenience, and something new to discover.

AUDIENCE

PASSING INDEPENDENT EASYGOING EVENT
THROUGH ADVENTURER VACATIONER ATTENDEE
PURPOSE passing through visiting with a specific Seeking an "authentic" Utah experience participate or attend a special event
- regular (trucker/snowbird) objective: to do xyz. - family: cheap investment
- one-time (roadtrip) - Gen-zennial: undiscovered moments
TIME 5 minutes - 2 hours 1-3 days 1-3 days 1-3 days
SEEKING N . S
bathroom, food, gas, diversion food, supplies, gas bargain price, no crowds, no engagement before and after
planning required, lodging, dining, the event, lodging, dining
(guided)activities, rentals
PLACES The Creamery, courthouse, Eagle Point, Frisco Peak, Paiute Tushars, Minersville Lake, Frisco, Tushar Mountains,
restaurants, convenience stores/gas Trail, 3 Peaks, Wah Wahs/Minerals Rock Corral, Courthouse Rock Corral, Frisco, The

Creamery, Courthouse

© © © 0 00000 000000000000 0000000000 0000000000000 0000000000000 000000000000 0000000000000 00000000000 0000000000 0000000000000 000000000000 0000000000000 0000000 00 O

ACTIVITIES hang gliding, mountain biking, mountain skiing, hiking, biking, ATV riding, climbing, biking, skiing,
dining, gift-buying summiting, ATV riding, rockhounding fishing, swimming, rockhounding ATV riding, rockhounding
museums/quick sites



Our messaging emphasizes the wealth of activities
available in the Ramblers, the sense of simplicity,
quiet, and tradition a visitor may find in our mountains,
and the awe of discovering something new.

MESSAGING

FOCUS:

Activities
Tradition and simplicity
Discovery

d>

UTAH. PURE AND SIMPLE.

Think you know Utah?
Think there’s no vista left unphotographed?
Think it’s all been discovered?

We know places. Mountains with names like Tushar, Frisco, and Wah Wah. Mountains
where you can still experience the simple joy of riding the trail, pitching your tent, and
building a campfire. Mountains you can trek by foot, hoof, two wheels, or four and not
see another soul. Mountains cradling clear alpine lakes, the remnants of ghost towns, and
rare precious gems.

From the lung-pumping trail to the summit of Delano Peak (top out above 12,000 feet!) to
the scenic crests of the Indian Peak Range—best experienced as a backdrop for stunning
desert sunsets—the solitude and thrill of the Ramblers offer a bounty of experiences,
memories, and photo ops. This is Utah, pure and simple.

Our tagline, “Utah. Pure and Simple.” may be used
as standalone messaging or it may be integrated
into a more detailed description. In both cases,

it serves as a call to action for those looking for
a slower-paced, less crowded destination.
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MESSAGING
VARIATIONS

PRIMARY UTAH. PURE AND SIMPLE. $:2‘LTQ:EGN COME TAKE A PEAK.
N b £ h l 5 laced ] ACTIVE Associate the Ramblers with all the activities
T ject of the tagli t i . .
VARIATIONS i ickf e cene o s a0 g VERBS [ do e et el
WINTER. PURE AND SIMPLE. fIII(I:E
SPRING. PURE AND SIMPLE. RlDE.
SUMMER. PURE AND SIMPLE. CAM'P
AUTUMN. PURE AND SIMPLE. RAMBi.E
HIKING. PURE AND SIMPLE. ¥

SKIING. PURE AND SIMPLE.
FISHING. PURE AND SIMPLE.
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In certain contexts, emphasizing a specific
mountain range may be necessary. In this case,
lead with messaging that is range-forward.

MESSAGING
VARIATIONS

TUSHARS

Go big on the slopes or just chill on
the shores of Puffer Lake. Topping out
over 12,000 feet, the Tushars can get
a little extreme. They host an annual
bike race called the Crusher in the
Tushar, for crying out loud. So push
your limits, on foot, skis, or ATV.

WAH WAHS

You have to go WAY out there to
experience the wilds of the Wah Wahs.
And you’ll have to go even longer before
you might find the red emerald found in
the mountains--the only place on earth
where it’s big enough to cut into gems.

42

MINERALS

They may look unassuming from the east,
but around the western side of the Minerals
cracked and jagged granite form what looks
like the ruins of an ancient city of giants, a
city that’s all your to explore. (Oh, and the
minerals? Smoky quartz and feldspar.)

INDIAN PEAK

Maybe you’re a peakbagger collecting
all the Utah highpoints. Or maybe you
just like the way the sun sets behind
purple desert mountains. Either
way, these are your mountains.

FRISCOS

(Yes, short for San Francisco), The Friscos
used to be the site of a huge mining
operation, and you can still see remnants of
the town of 6,000 and the conical charcoal
kilns used for smelting. Or you can go to
the top of Frisco Peak and hang glide to

the other side of the state. Your choice.
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CREATED NOVEMBER 2019 A RAMBLERS

OUR LOOK.
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PRIMARY
MARK

d>

Our primary mark is the cornerstone of the visual brand.
It not only evokes the natural landscape of Beaver County
and the surrounding areas, but with the inclusion of

the arrow, calls back to the action of “rambling.”

As these vast mountain ranges ramble across the
horizon, visitors are invited to ramble their way
through the experiences the area has to offer.

THE RAMBLERS BRAND GUIDELINES -

VERSION 001



Our primary lockups include the primary
logo mark and our brand name.

“Ramblers” is set in all caps Prompt Black, paired with

the primary mark either center aligned above it, or
P R I M A R v arranged on the left. These are the only two acceptable
ways to represent the brand in contexts where the brand

isn’t already sufficiently represented or well-known,

I o c K u Ps such as advertising, welcome signs, and the like.

RAMBLERS /X RAMBLERS

d>
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These secondary lockups act as supplementary, yet iconic
representations of the brand in certain use cases. They can
be used freely and interchangeably with each other in social
media posts, bumper stickers, pins, accessories, and the like.

‘r Feel free to use these in places where the existing brand is
s E c o N DA R clearly represented, or in close proximity to brand messaging.

SdITaNnva>
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LOCATION
LOCKUPS
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THE

RAMBLERS

GREAT BASIN, UTay

42

THE

RAMBLERS

(NERAL MOUNTAINS, .,

Whenever it’s necessary to produce location-specific branded
content or touchpoints, these location lockups can be used.

We’ve provided a lockup for each of Beaver County’s
most well-known mountain ranges, as well as a few

When utilizing these lockups, it’s important to keep the
intended audience in mind—a traveler from out of state

might be more familiar with the location of the Great Basin

others for more general, non-specific region markers.

42

THE

RAMBLERS

WIGH ALPINE, UTay

42
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RAMBLERS

cisCO MOUNTAINS,

whe

42

THE

RAMBLERS

42

THE

RAMBLERS

WAH MOUNTAINS ),
H

than an in-state roadtripper who’s headed specifically
toward the Tushar Mountains for a weekend trip.

42

THE

RAMBLERS

(USHAR MOUNTAINS, UTa,,
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In specific use cases (think advertising, social media, video
content, merchandise, etc.) the primary logo mark can be
used as a container for photography. This can be a great way
to reinforce the brand mark’s recognizability while using

beautiful imagery to communicate what the area has to offer.
Lo G o For some more specific guidelines on how to best

utilize the logo as a container, look to the next page.

CONTAINER

UTAH. PURE AND SIMPLE.
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OUR LOOK

C50 M45 Y100 K23
R118 G108 B44
#766c2C

C68 M62 Y58 K45
R66 G65 B67
#424143
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Much like our primary mark, our brand iconography
utilizes a silhouetted visual style to communicate
specific activities a visitor can experience.

To maintain a visual consistency with the main brand
mark, the activity icons must be illustrated as a knocked
out silhouette that exists inside the mountain shape.

For this reason, each icon must be a single color.

—

P WOW Wy o
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When using any of the icons to represent an activity,

it must be paired with relevant messaging to reinforce
the icon’s meaning. There are times when the icon can
be the focal point of a design, but in order to maintain

clarity for viewers who are unfamiliar with the brand,
ICON USAGE ~-conmimemseuvin

CLIMBING. SKIING.
PURE AND PURE AND
45 SIMPLE. 272 SIMPLE.

BIKING. FISHING.
PURE AND PURE AND
&% SIMPLE. 4 SIMPLE.
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Our brand iconography is only one way to In the case of these sideways type lockups, only the

represent the Ramblers’ many activities. primary mark should be paired above the type. Since it’s
visually much simpler than the brand icons, it’s much

Reminiscent of our secondary lockups, using a sideways more legible at a small scale. To further communicate

vertical type motif can be another bold and creative the specific activity, imagery may be used to heighten the
‘ I I v I I I E s way to call attention to specific ways to recreate. excitement and experience that comes with a certain activity.
Think posters, web banners, and social media posts.

However, these activity representations come with
guidelines. When utilizing the brand icons, they
must remain at a large enough size to be legible
alongside the messaging they’re paired with.

CLIMBING. SKIING.
PURE AND PURE AND
47 SIMPLE. 2 SIMPLE.

BIKING. FISHING.
PURE AND PURE AND

ONIIAS:

DNIGNITD»
ONIIa»
ONIHSIdA»

A SIM LE Q SIM LE o aNo
P P AND
\../
° ° SIMPLE AND
SIMPLE PURE
AND
SIMPLE.
PURE
AND
SIMPLE

)
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CREATED NOVEMBER 2019 A RAMBLERS

OUR BRAND, APPLIED.
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BUSINESS CARDS
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JOHN DOE

SR DIRECTOR OF TOURISM

JOHN DOE

SR DIRECTOR OF TOURISM

JOHN DOE

SR DIRECTOR OF TOURISM
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PRINT & ADVERTISING




PRINT & ADVERTISING




SOCIAL MEDIA
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PRINT & ADVERTISING
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CREATED NOVEMBER 2019 A RAMBLERS

THANK YOU:!
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