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THE OREGON BRAND

The purpose of Brand Oregon and The Book of Oregon (this campaign) is to educate people on
how Oregon and Oregon products are unique and desirable because the people in Oregon dream big
and have the heart to make their dreams happen.

This Style Guide provides general guidance to organizations interested in using Brand Oregon
messages and graphic elements in promotional efforts and campaigns, whether it’s for products or
services or destinations. It is the hope of Governor Ted Kulongoski to create an opportunity for both
the public and private sectors to reinforce the belief that our state is a place that nurtures individuals’
dreams, and where quality pervades all forms of business and civic life.

Oregon is many things to many people, but there are core values that a branded Oregon marketing
effort can reinforce:

* Pride of place

* Rugged individualism; a willingness to take risks
* A sense that we are in charge of our own destiny
* “Applied idealism”

* Commitment to family

* Public access to the outdoors

* Superior agricultural products

* Quality workmanship; educated workforce

* Creative, innovative people; intersting culture

* Youth oriented

* A place with endless possibilities—where individuals can realize their dreams

Brand Oregon marketing and communications should reflect a commitment to quality and to our
people. The tone should capture our idealism and prespective. The look and feel should reinforce
Oregon as one of the most geographically diverse and beautiful states in the nation. Our friendliness
and warmth towards each other and outsiders also should be reflected in branded communications.

Whether it’s a tourism website or an agricultural marketing campaign or parks facilities guide or a
direct-mail piece encouraging business development, we want to stand apart from the average and
communicate that Oregon is different. The Brand Oregon campaign is a far-reaching effort that will
be as challenging as it is exciting. The bottom line is to define Oregon—our products and services
and destinations—in a way that tells our stories and showcases our people.

As Craig Wessel, editor of the Business Journal, so eloquently put it, “There are few places on earth,
and even fewer in the United States, whose mention evokes and image of a lifestyle and a type of
individual the way Oregon does ... Nobody dreams of moving to Michigan to be ‘of them.” Nobody
dreams of moving to Arkansas to be part of that lifestyle. But people dream about Oregon. Oregon
conjures a picture in the mind’s eye and the [Brand Oregon] campaign gives life to that image ... It
showcases what is most loved about the state by those of us who live here and what is most longed
for by those who do not. A ruggedness. An intelligence. A respect for the environment. And a
wildness of land and spirit that is lacking elsewhere.”

OREGON. WE LOVE DREAMERS.




THE ELEMENTS
WRITING/AD COPY

Each piece should serve as a page in The Book and therefore should be a story about an example (a
person, place, event or thing) of Oregon’s applied idealism.

The story should:
Be about something in Oregon.

Outline a clear benefit to visiting Oregon or buying an Oregon product or starting a business
here.

Be true.
Be fun to read.
Have a title in the format of “The Oregon

Have a subhead which creates interest and gets across the overall point of the story.

Have the tagline: “Oregon. We love dreamers.”
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a Though Greg Higgins was not born in Oregon, Oregon

is where he is pursuing his dream.

It is written in the style of a story versus the style of an

ad.

e The clear benefit to the consumer—in this case the
tourist—is the unique and delicious cuisine he is

“The Oregon Chef” is quick and generic.

creating. The subhead explz.lins t-he philosophy of the .Oregon chef
and shows why this philosophy makes the cuisine better,

e The story was written based on an interview with Greg without giving away the whole story.

Higgins.

The Oregon tagline.



THE ELEMENTS
PHOTOGRAPHY

Photography is focused on people. When your article or story is about a person or their business the
photos used must be a portrait or contain a couple of individuals, so that they are the focus. The
environment is always secondary, but must add value, intrigue and interest to the image. When
showcasing product, service or industry, try to get photos that contain people performing the service,
making the product or on the job in the industry.

The photography must be:

* inviting

e graphic (for stopping power in publications)
* modern/fresh

* humorous/quirky/intriguing

EXAMPLES
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THE ELEMENTS
GRAPHICS

A great source for graphic pictos as seen in the examples can be found at http://www.clipart.com/

EXAMPLES

. . (g

Tl § 4 s e B B e ol ol T ol illel

T L e e s A L TR S . e

[TE e e L T e e T

il il i - il W il i 0 il I ol e B
ki T e s s i ol et | B gt B o . P 8 P o
23 4 mEr me pEESos gED BRI T W BN FENVGE | SEeEmmm A

= e d e imin e o s e b e e .




THE ELEMENTS
GRAPHICS, CONT.

The Book elements—inside pages, covers—have been prepared and made available for download at
the Brand Oregon web site. The cover file may be opened in Photoshop (or other photo manipulat-
ing software) to be colored and customized for your specific publication.
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THE ELEMENTS
TAGLINE

Tagline usage guidelines and licensing procedures are currently in process.

OREGON.
WE LOVE DREAMERS.

eeen s loeal wine® meats, frudts and
vegetables. Poosd full of unique Cregon favor and the peace of mind that the rich
Owregon sodl would stay rich Oregon sodl. And not to thelr surprise, after a while,
people began to sy, “Let's eat Cwegondan tonkght. And tomorrow night. And the
mext might” Andd mow 1t is easy o find delicioss Ovegon culsine: Come 1o Oregon.

To wisit Oregon and ea authentic Oregon iood, go 1o teveleregon.com or
call 18- 547-TR4Z,

"See The Ciregon nmer
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FONTS

Primary Font

THE SET UP

Adobe Trajan
ABCDEFGHIJKLMNOPQRSTUVWXYZ

Trajan Bold
ABCDEFGHIJKLMNOPQRSTUVWXYZ

Secondary Font

Adobe Garamond
ABCDEFGHIJKLMNOPQRSTUVWXYZ

abcdefghijklmnopqrstuvwxyz

Adobe Garamond Italic
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz

Adobe Garamond Semibold

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz

Adobe Garamond Semibold Italic
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abedefghijklmnopqrstuvwxyz

Adobe Garamond Bold
ABCDEFGHIJKLMNOPQRSTUVWXYZ

abcdefghijklmnopqrstuvwxyz

Adobe Garamond Bold Italic
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
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COLORS
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FOR PRINT

PMS 301

PMS 275

PMS 581

PMS 575

PMS 159

PMS 201

THE SET UP

FOR THE WEB

RIVER 43526C

DUSK 3C304B

EARTH 595837

FOREST 455B1B

HARVEST 833D15

PINOT 600708



GON CHEF
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THE SET UP
PLACEMENT AND DOCUMENT SETTINGS

Rule Lines
Size:

Color:

Book Title
Typeface:
Type size:
Alignment:
Color:

Heading
Typeface:
Type size:
Alignment:
Color:

Subhead
Typeface:
Type size:
Leading:
Alignment:
Color:

Body Copy
Typeface:
Type size:
Leading:
Alignment:
Color:

0.4pt
Black

Trajan Bold
8pt
Centered
Black

Trajan Bold

19pt

Centered

Black & PMS 201

Trajan Bold
10.8pt
20pt
Centered
PMS 201

Garamond
10pt
17.3pt
Justified
Black

Footnotes/Photo credits

Typeface:
Type size:
Leading:
Alignment:
Color:

Tagline
Typeface:
Type size:
Alignment:
Color:

Garamond Semibold Italic

10pt
17.3pt
Justified
Black

Trajan Bold
8pt
Centered
PMS 201
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PRINT
PRINT ADS

EXAMPLES
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EXAMPLES
PRINT

MAGAZINE EDITORIAL

welcome!

A meszage from Governor Theodore R. (" Ted”) Kulongoski

Are voir drgaindng of 4 tip o Dvegoi? As

i#. E T
prace, thik i & plice of ussanched sy I
calls 1o oo smses ol sdveatere 45 well 48 10
o Beliel in soclal respormsidlicy, hand soek
and & berver roimeroey. | lieand the call is my
dreame led me here with By Famidy mione
than 30 vears ago.

1 s Pl ot Senamee emraannd imary dire anmers.
The Lewis and Clark Corps of Dscovery anad
the early pionesrs dreams of beaury and
bediry Camie e i the Deegon Ternoor

Today Dregom b= s=cond mationally in agri
cubtural commmesd nkes G100 of cheam . o
excellent wines, This locally grosn produce
s s oW T o CAIT TesSRA LR | menu s — often
alonguide Fresh Facilic essfnod

Ari= and culnee thrive in Ciregon, from amall
pramira ne= in ithe Forilarsd metrmenlian sres
The Chesgon Shakcrspeare Festival im Ashland =
wiwld-rereamied; osher caliural Fesiivals ot
the state, The Fendleicn Bound-lp and oshar
redderm celebrate indan hergape, a8 do imjhal
rrespumE aresl calebhraiines jhai hightghi ise
liven of the wery First (regonisne

W invite you bo discover Clregon, whem
remmrmid chals, foor-aier hotele sad werld
rlass polf cosasi with rosdeide dires, naiise
ceremenies and snsawhoard slopes. Come e
whal Uregnmuam descovered yoars ape: {nee
youl we Eeen Crepon, fheres o gresg homs
And onew you call Cewgon home, theee's nn
poing arpwhare ols

OREGON,. WE LOVE DREAMERS.

rew. Ligvelarmges (aE -
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PRINT
MAGAZINE EDITORIAL

EXAMPLES

Crowing up cii a kibburz in lsrad, 125

n b ncowlbey. Muriured by the mmani
Ci2ed Wesnerii povels of Gefinan Weite
Earl May, Oren kepd his dream alive by
risling smything im ke setilement with
i Bezavves and a @il — cows, mostly.

The dream sbombered as Omen studied
arvhuealapy and Fsicey and fraveied
Eisgopms. It slept a5 hie emigrated mo e
Undied Siaies and emberked on a career
ax CFO ol m trading eomguany im Calilornia,

Finallby, wisen Oren was 42, thie dieaim
came alive. *| was irmveling more in the
Wiml,” Ohren says, wilh o marked Fumpass
acienl remninlscemn of his Bulgarian birdh
e cirepm was rekindied every time |l
amw opem spaiy and eome animals, and
soon | stated looking Tor kand.”

E traval aregon

Dyren Farbored a seorel laniesy: He wanied

oregondreams

Izzy Oren: kibbutz to cowboy

Hiz Boodied 1m Texas, Dhlalomi aed
Arizona bul i was in Oregon Cibe mas]
magnificent state im the Linion i thai
Ciren Found thie laesd of #viey cowboy's
dreams. The 120, 0H-acre Poredernsa
Barch sprawds acroms the ramobe Silvies
Walley in Oiregoi's high Gesert Counorg
near Burns. For the last 15 vears, the
ranch has hen bome Ba Oren, Fos wale
aiid twd children, up 1o 4,000 Bead of
catile and & transient population of paying
rancn poesis

It a réal working canle raisch, and
lzzy Dren, with his buskhy handiebar
mustache, cdlen-sching backssde and
il morn batwieg chags, |15 & real work
ing cowboy. The besi part? 7 am fnang
my dream,” Orun says samply

Sbegnir Mimsen
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PRINT
FACT SHEET—METALS INDUSTRY

OREGON. WE LOVE DREAMERS.
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OREGON. WE LOVE DREAMERS,
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EXAMPLES

PRINT
BUSINESS RECRUITMENT MATERIALS

FRONT COVER

INSIDE FRONT COVER
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EXAMPLES
PRINT

BUSINESS RECRUITMENT MATERIALS, CONT.

INSIDE SPREAD

CHLEGOM PROFERTY TAX [BSURARMCE RECHIREMENTS

PR I DRI PURAT SRS IR THE HEEREE 1Y
FEFINITEA )

TR WENTU R - PATRIEY RS LEITT Wil AT IR (RPIRAC T

KT RIFRACITAS N FE N KITH
BUHRESRILL AN I TRIANILALNL S Pl WLTHEF RS { TRIFEMN ST RATIE

¥ ARFF ] LI (]

THETHMS

Eld B o ] N e e
Eopmr am m ol m e b ey dms e s b el aw =

v, Srpmy e oy me ewl v S e =
B Ty et Ay S

T w8 e el sl ey il . = s

[T i e, M Y s Rl

e et ) o ey s S e e

i 2 5 o ik T wmkas

(1= gy e ]

M b s s el e i s = oo E—
o e b e e @l b Bk b o e e d s s
wah el ek e Sk e e —
gy 3 apad o
M pryee e o v ch el el by S e e bl o e o i
ks i sl Ead mEm S R B s wvhn s
iy e - kil i) T - ek ol e il B i e

Y WG R W WMWY S ks wssied = ey

o sl Iy s s | e o Sl il Bl
i o = 0o o S el o g b E el

w e oamem i el e s b b SE———y

mem mm B} pmm o 15 Tl mdaes b e b

——

il e itend GlT st e i e il e ok R il . el o
o ] e

o e L T e L R S LR Ly

FasTs, [
|
[ — A ——
[ S —— Ll il 1 v W
|9 i s e wem | i i 011 v o ] = Bl e e e g
g B b gl B e b T = T = ey W R SRR B R .
= e S I T o
I e T oy i bl il T e il e  T—— v 1 [l

el e o ce— g
B N TO R R

L e e

L
B LA R e e e L T L L
e s iy kel o T S W P g —
| s S e T

b’ | by T A T

= v g il me v o el w el

SEPARATE,
1 PAGE SUMMARY

19



EXAMPLES
LABEL PROGRAM

A series of Brand Oregon product labes has been created—Oregon Born, Oregon Wild and Oregon
Raised—to identify Oregon-produced products in retail stores, on merchandise and in packaging.
The standards for using these labels are currently being developed; the new seafood campaign uses
the Oregon Wild label. Additional labels may be created through marketing partnerships established
between Brand Oregon and our partner organizations.

OREGON
WILD

J

PMS 384 PMS 3015 PMS 1955
C 64% C 100% C 46%

M 41% M 55% M 97%

Y 100% Y 23% Y 87%

K 19% K 0% K 7%

Typeface—Antique Olive Bold
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POINT OF PURCHASE

Whal i ) wwwa B b Crmginn Ban ™

¥ @ wyw OF Pt (50 Bawe iy b nvor
Hat i W PR b T I CET BT T n
g=aa) By = meiamen o
amer Tunk

WS T AR ERIELE BT
ENRITEEN DL I (T AT LN s
30 T G L1 TR TR O Ty s
FRELET ITh Pl PORTIR TR WOy (T L@ W
T AP, OF R

OREGON
WILD"

f ‘V&g,

Wwhat does it mean 1o be Gregon Wid?®

Tupmn ma (i bl b ol FE parm e ] =
i ] e 1 s OF Qg 8% o B0 RN
L Y A P R Tl AR B
GOE TR W T FO

e meron, Gurgerees cTD o s eed R
Himh aboot N privire e e been Seoee
erTiciv S e e e e e o b Hoos o
ifm By e o e P T 3w e Ty nmee
O (T Ty Lk

OO DR M DU NI TR T
CEFVRE] T O R e Trs: fear T memm
rwgan Wil s e e prser serooe n e o

[oREGON|

WILD

/) .

EXAMPLES

21



POINT OF PURCHASE, CONT.

EXAMPLES
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EXAMPLES
OUTDOOR ADVERTISING

OREGON WILD
CAUGHT SALMON: V/ '
Wz

For use with | % I
discerning nalates ’ |

‘ OREGON WILD

| CAUGHT SALMON: ‘f; '
Just add lemon -

and whatnot.

OREGON WILD
CAUGHT SALMON: ]’;

invite themto -
dinner tonight.
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