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INTRODUCTION

As a  s t ate ,  Wyoming  i s  a  p lace  p e ople  v i s i t .  As  a  brand,  i t ’s  a  p ers ona l i ty  t hat 
conne c ts  wit h  p e ople .  To  encourage  and  supp or t  t h i s  conne c t ion  wit h  t rave lers , 

i t ’s  imp or t ant  to  maint ain  brand  guide l ines .  Us e  t h is  gu ide  as  a  re ference  for 
de ve loping  a l l  brand  communicat ions .  It s  pr inc iples  wi l l  d i f ferent iate  t he 

Wyoming  brand  and  ensure  cohes ion  b etwe en  a l l  i t s  of fer ings .
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How to Use this Guide:  
Brand or Campaign

BRAND: THAT’S WY 

   -  Everg re en  voice  and  ident i ty.

   -  Tone :  Welcoming ,  adventurous ,  aspi rat iona l .

   -  �Promis e :  Wyoming  i s  w here  you  b old ly  un le ash  your  unin hibite d 
s ens e  of  adventure .

  -  �E xamples  of  w hen to  us e  Brand:  Trave l  Wyoming  Webs ite ,  Trave l 
Guide ,  Emai l  Template ,  Trade  Show b anners  and  Par t ner  Dig it a l 
B anners

CAMPAIGN: “MAVERICKS WANTED”

   -  S e as ona l ,  f l ex ib le  l ayer.

   -  �Tone :  B old ,  welcoming ,  w hi le  a l s o  honest  and  s l ig ht ly  cha l l eng ing

   -  �Tone  shou ld  ent ice  v i s i tors  to  rek ind le  and  re d is cover  t he i r  s ens e 
of  explorat ion  and  adventure

  -  �E xamples  of  w hen to  us e  C amp aig n :  T V sp ots ,  Pr int  Ads ,  O OH, 
Dig it a l  B anners ,  S o c ia l  Me dia .

Guidance :  A lways  s t ar t  w it h  t he  That’s  WY brand voice ,  and  we ave  in 
t he  Maver icks  Wante d  at t i tude  w here  i t  f i t s  natura l ly  ( s o c ia l  p ost s , 
emai l  int ros ,  shor t - for m v ide o  capt ions ,  community  repl ies ) .

H
ow

 t
o

 u
s

e DO (BRAND VOICE):

   -  �Share  p ost s  t hat  h ig h l ig ht  Wyoming  as  adventurous  ye t 
welcoming .

   -  �Us e  “Maver icks  Wante d”  v i sua ls  o ccas iona l ly  but  phras e 
capt ions  in  That’s  WY tone .

   -  Ke ep  tone  inc lus ive ,  aspi rat iona l  and  exp er ience-dr iven .

DON’T (CAMPAIGN VOICE MISUSE):

   -  D on’t  f lo o d  fe e ds  wit h  Maver icks  Wante d  s logans .

   -  D on’t  mix  fonts / logos  f rom t he  camp aig n  in  organic  p ost s .

   -  �D on’t  l e t  camp aig n  overshadow t he  brand  — it  shou ld 
en hance ,  not  replace .
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BRAND Platform: 
“That’s WY”

The  “ That’s  WY ” brand  plat for m i s 
des ig ne d  to  conne c t  wit h  audiences  on 
a  de ep  emot iona l  l e ve l .  Unique  s tor ies , 
exp er iences  and  inspir ing  v i sua ls  t ap 
into  t he  minds et  of  t hos e  s e ek ing  our 
unique  brand  exp er ience .  Encourag ing 
a l l  to  un le ash  t he i r  unin hibite d  spi r t  of 
adventure  in  t he  g re at  s t ate  of  Wyoming .

Note :  The  p lat for m name shou ld  b e  wr it ten 
in  quot at ions  (“ That’s  WY ”)  w hen b e ing 
des cr ib e d  in  communicat ions .
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Target Audience

DEMOGRAPHICS

The  brand  communicat ions  sp e a k  to 
p otent ia l  v i s i tors  ages  25-54  wit h  an  average 
hous ehold  income of  $83 ,376 .  S e venty- 
p ercent  of  t h i s  t arge t  i s  mar r ie d  and  has 
g raduate d  col l ege . 

VALUES & ATTITUDES

Mess ag ing  conne c ts  wit h  t hos e  w ho are 
natura l ly  inquis i t ive ,  c ur ious ,  prac t ica l , 
hardwork ing ,  s e l f -conf ident  and  s e l f - re l i ant . 
The y ’re  explorers  at  he ar t .

TRAVEL HABITS

This  audience  has  l i ke ly  t rave le d  to 
Wyoming  wit h in  t he  p ast  two  ye ars .

Audience Segments

O ur  audience  s e eks  to  l e ar n  ne w t h ings 
and  explore  ne w c u ltures ,  but  we  have 
re f ine d  our  audience  into  t he  fo l lowing 
s eg ment at ion : 

OUTDOOR RECREATIONALIST

As outdo or  ent hus ias t s ,  t h i s  s eg ment  i s  t he 
youngest  at  25-34-ye ars-old  and  inc ludes 
t hos e  w ho are  most  l i ke ly  to  p ar t ic ip ate 
in  ac t ive  outdo or  re cre at ion .  From hi k ing 
to  sk i ing ,  t he y  want  to  b e  moving  w hi le 

on  t he i r  vacat ions  and  have  t he  g re ates t 
app et i te  for  adrena l ine .  Many  are  a l s o 
p arents  and  have  ac t ive  fami ly  vacat ions .

SIGHTSEEING ADVENTURER

Appre c iators  of  t rave l ,  t h i s  s eg ment  can 
b e  found s ig hts e e ing  and  v i s i t ing  p arks . 
The y  va lue  s o c ia l  resp ons ibi l i ty  and  s t ay 
up  to  date  on  p ol i t i c s .  The y  a l s o  enj oy 
p ar t a k ing  in  l ig ht  outdo or  re cre at iona l 
ac t iv i t i e s  on  vacat ion .

CULTURAL EXPLORER

This  s eg ment  i s  we l l  e ducate d  and  op en 
minde d.  The y  are  wi l l ing  to  p ay  for  h ig h 
qua l i ty  and  can  b e  found v i s i t ing  c u ltura l 
h i s tor ic  s i te s  and  at tending  sp e c i f i c  e vents 
w hi le  on  vacat ion .  Whi le  s ome p ar t ic u lar ly 
enj oy  t rad it iona l  asp e c ts  of  Wester n  c u lture 
such  as  ro de os  and  Wester n  app are l ,  ot hers 
are  e qua l ly  c ur ious  mo der n  explorers  w ho 
enj oy  s t ay ing  up  to  date  wit h  innovat ions  in 
t he  wor ld  and  l e ar ning  ab out  dest inat ions .

FAMILIES

Fami ly  t rave lers  are  pres ent  across  a l l  t hre e 
s eg ments .  In  addit ion  to  outdo or  ac t iv i t i e s 
and  t ime  to  conne c t  wit h  love d  ones ,  f ami ly 
t rave lers  s e ek  opp or tunit i e s  for  g rowt h  and 
ne w exp er iences .  Novelty  and  op enness  are 
core  t rave l  mot ivators ,  as  p arents  want  to 
exp os e  t he i r  ch i ldren  to  ne w ways  of  l i fe 
and  encourage  t hem to  ge t  out  of  t he i r 
comfor t  zone .
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BRAND STRUCTURE

The brand stays consistent 

over t ime and only evolves 

to the degree that the 

dest inat ion evolves/changes.

A strong creative strategy can

be sustained over t ime and be

re-evaluated as market and

audience needs ar ise.

Creative Strategy/Expression: 

On-going Campaign Expression

Campaign-level  work 

is  f lexible and evolves 

more frequently for 

relevancy

Content and Partnership 

opportunit ies are born 

out of the campaign 

expression,  which fal ls 

out of the brand platform

Paid Advert is ing Content & Partnerships

Brand:  Wyoming

Brand Value:  Adventure

Brand Benefit :  Wyoming is where you can boldly 

unleash your uninhibited sense of adventure

Brand Platform:  “That ’s WY”

Our Brand
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BRAND VALUE
ADVENTURE 

DIFFERENTIATED BRAND BENEFIT:

Wyoming  i s  w here  you  can  b old ly  un le ash 
your  unin hibite d  spi r i t  of  adventure  in 
a  way  t hat’s  unique  to  you.  For  s ome, 
adventure  may  me an t a k ing  t he  k ids 
camping  or  v i s i t ing  a  ro de o  for  t he  f i rs t 
t ime.  For  ot hers ,  i t  cou ld  b e  conquer ing 
one  of  t he  most  d i f f i c u l t  mount ain  c l imbs 
in  t he  West . 

Wyoming  i s  w here  t he  maj es t i c  natura l 
b e auty  and  unt ame d spi r i t  of  t he  West 
op en  your  mind  and  inv igorate  your 
s ens es  to  re le as e  your  own inner  f re e dom 
and s ens e  of  adventure .  It ’s  a  p lace  w here 
your  own t r ue  g r i t  i s  matche d  by  a l l  t hat 
sur rounds  you.  It  a l lows  v i s i tors  to  f re e 
t hems elves  f rom t he  burdens  of  e ver yday 
l i fe ,  and  b old ly  venture  for t h .

01 Our Brand
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L i ke  adventure  i t s e l f ,  our  brand  tone  i s 
re f l e c t ive  and  int rosp e c t ive .  O ur  v i s i tors 
appre c iate  a  cha l l enge ,  w het her  i t ’s  a  te s t  of 
s t rengt h  or  a  re cons iderat ion  of  convent ion . 
S o,  our  communicat ions  are  a  s ample  of 
t he  wor ld  and  examine  w hat  a  Wyoming 
adventure  inspires .  This  me ans  our  tone  must 
b e  t houg ht f u l .  We inspire  contemplat ion 
w hi le  avoid ing  snobb er y  and  c l i chés .  We’re 
appro achable  and  re l i able  –  l i ke  a  t ra i l  gu ide 
w ho e ducates  and  cha l l enges  you  to  un le ash 
your  s ens e  of  adventure .

Brand Voice

S omet imes  i t ’s  he lpf u l  to  t h in k  of  a  brand 
as  a  p ers on .  How do  t he y  t a l k?  How do  t he y 
ma ke  p e ople  fe e l ?  Are  t he y  out going ,  or  more 
res er ve d?  Encourag ing  or  inquis i t ive?

By  unders t anding  Wyoming’s  p ers oni f i cat ion , 
we  can  remain  t r ue  to  our  voice  in 
communicat ions .  In  tur n ,  t h i s  cons is tenc y  wi l l 
a l low t rave lers  to  re cog nize  and  conne c t  wit h 
our  brand.

WYOMING IS

…t he  t ra i l  gu ide  or  ranch  hand you  t r ust 
and  can  t a l k  to.  We’re  a lways  up  for  a 
cha l l enge  or  adventure  –  of  any  s ca le .  We 
maint ain  cre d ibi l i ty  s o  t hat  you  fe e l  tot a l ly 
comfor t able  tur ning  to  us ,  w het her  i t ’s  for 
inspirat ion ,  encouragement  or  a  re f resh ing 
bre a k  f rom i t  a l l .

Reflective • Introspective • Approachable 

Fresh • Honest • Authentic • Energetic 

Purposeful  •  Credible • Experienced 

Encouraging • Chal lenging • Rugged

WYOMING IS NOT

…t he  c l i ché ,  twang- t a l k ing  cow b oy.  We’re  
exp er ience d  and  inte l l e c tua l ,  but  we’re  not 
ar rogant  or  out-of - touch .  We don’t  t a l k 
down to  anyone,  but  we  a l s o  don’t  hes i t ate 
to  ask  t he  toug h  quest ions  or  pres ent  a 
cha l l enge .  We won’t  waste  your  t ime  wit h 
me aning less  chatter  or  te s t  your  p at ience 
wit h  s tere otypica l  t ack iness .

Cheesy • Stuffy • Boring • Callow • Profane 

Arrogant • Long-winded • Disrespectful 

Stereotypical • Fabricated • Careless • Immature
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Style Guide

CAPITALIZATION: DIRECTIONS/
REGIONS

In  genera l ,  lowercas e  nor t h ,  s out h , 
nor t he ast ,  nor t her n ,  e tc . ,  w hen  t he y 
indicate  comp ass  d i re c t ion .  C apit a l i ze  t hes e 
words  w hen t he y  des ig nate  for ma l  reg ions 
(Nor t he ast ,  S out h ,  Midwest ,  West ) .  For 
t he  West  sp e c i f i ca l ly,  common adj e c t ives 
des cr ibing  t h is  reg ion  shou ld  a l s o  b e 
capit a l i ze d  (Old  West ,  Wi ld  West ) .  When 
words  l i ke  nor t her n ,  s out her n ,  e as ter n ,  and 
wester n  pre ce de  a  p lace  name,  t he y  are  not 
ord inar i ly  capit a l i ze d ,  b e caus e  t he y  mere ly 
indicate  genera l  lo cat ion  wit h in  a  reg ion . 

Examples:

     • He drove west.

     • Devils Tower is located in northeast 	

       Wyoming.

     • The drive through the West was long but       	

       scenic.

     • Wyoming is known for its Western 		

       hospitality

     • Come visit Wyoming and the Wild West.

     • The Old West is al ive and well in Wyoming.

     • Wyoming is the last bastion of the West.

CAPITALIZATION: NATIONAL PARKS, 
NATIONAL MONUMENTS, STATE 
PARKS, ETC.

Nat iona l  p ark  shou ld  on ly  b e  capit a l i ze d 
w hen i t  i s  p ar t  of  a  name.  This  r u le  shou ld 
a l s o  b e  fo l lowe d  for  nat iona l  fores t s , 
nat iona l  monuments ,  nat iona l  re cre at ion 
are as  and  s t ate  p arks .  I f  you  are  re fer r ing 
to  two  of  t hes e  lo cat ions  (Grand Teton  and 
Yel lowstone  nat iona l  p arks) ,  nat iona l  p ark 
shou ld  a l s o  b e  lowercas e . 

Examples:

     • Last year I  had a wonderful time visiting 

       Yellowstone National Park and Buffalo Bil l       

       State Park.

     • Have you visited any national or state 

       parks in Wyoming? Curt Gowdy and Sinks 

       Canyon state parks are my favorite.

     • I  love exploring Wyoming’s beautiful 

       national forests. 

     • Bridger-Teton National Forest is my 

       favorite national forest.  It ’s close to Grand 

       Teton National Park, my absolute favorite 

       national park.
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Oxford  commas  (commas  in  a  s imple  l i s t ) 
are  NOT us e d  as  p ar t  of  WOT ’s  brand 
s t andards .  When l i s t ing  i tems ,  a  comma 
shou ld  not  b e  us e d  b e twe en  t he  s e cond to 
l as t  i tem and t he  word  “and”.

Examples:

     • I  saw a grizzly bear, a moose and an elk in 

       Grand Teton National Park. 

     • Next year I  want to visit Casper, Lander, 

      Cheyenne, Laramie and Sundance. 

EXCLAMATION POINTS 

According  to  WOT ’s  brand  s t andards , 
exc lamat ion  p oints  shou ld  NOT b e  us e d,  or 
i f  t he y  are  us e d,  t he y  shou ld  b e  us e d  at  a 
minimum.  This  i s  due  to  WOT ’s  brand  voice 
as  a  wis e ,  k now le dge able  t ra i l  gu ide  ( t h in k 
Sam E l l iot ,  C l int  E astwo o d,  John Wayne) . 
One  of  t he  main  except ions  i s  w hen reply ing 
to  comments  on  s o c ia l  me dia ,  as  here 
exc lamat ion  p oints  are  of ten  us e d  to  conve y 
f r i end l iness .

Example:

     • Come to Wyoming to experience epic 

       landscapes and quaint towns. ○ NOT: Come 

       to Wyoming to experience epic landscapes 

       and quaint towns!

**Social Media Response** Thank you for 

reaching out, Stan. Fall  is a great time to visit 

if  you want to spot wildlife. We hope you enjoy 

your trip to Wyoming!
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Brand Mark

The “ That’s  WY” brand mark  should  b e  used 
as  the  pr imar y  Wyoming Tour ism mark.  It 
comprises  two vers ions  –  hor izonta l  and 
stacked –  that  a l low for  seamless  placement 
and integrat ion into  a l l  mediums.  E ach mark 
consis t s  of  two di f ferent  typ efaces  and WY 
is  capita l ized  to  h igh l ight  Wyoming .  As  a 
play  on words ,  the  mark  i s  b oth  an  answer  to 
the  quest ion,  “Why? ”  and a  s tatement  to  the 
s igni f icance  of  ever ything  Wyoming stands 
for  as  a  brand.

Large Scale VS. Small 
Scale Usage 

There  are  two  d i f ferent  s i zes  for  e ach 
mark  to  ensure  t he  TM wi l l  b e  v i s i sb le 
across  a l l  me diums .  The  l arge  s ca le  vers ion 
has  a  sma l ler  TM,  to  b e  us e d  on  outdo or 
p lacements  and  anyt h ing  re quir ing  a 
mark  l arger  t han  two inches  wide  for  t he 
hor izont a l  mark  or  one  inch  h ig h  for  t he 
s t acke d  mark . 

Ever y  p lacement  re quir ing  a  mark  under  two 
inches  wide  for  t he  hor izont a l  mark  or  one 
inch  h ig h  for  t he  s t acke d  mark  shou ld  us e 
t he  sma l l  s ca le  mark .  Web placements  shou ld 
a l s o  us e  t he  sma l l  s ca le  mark . 

LARGE SCALE USE

STACKED

HORIZONTAL

SMALL SCALE USE

LARGE SCALE USE SMALL SCALE USE
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brand mark Color 

The  mark  a l lows  for  f l ex ibi l i ty  in  us age , 
e sp e c ia l ly  w hen i t  comes  to  color.  When 
us e d  on  camp aig n  e lements  t he  mark  wi l l 
genera l ly  fe ature  a  color  de ter mine d  by 
t he  color  p a le t te  of  t he  cor resp onding 
photog raph ,  as  s e en  in  t he  examples .  It  can 
a l s o  b e  us e d  in  b lack  or  w hite .  The  color 
shou ld  prov ide  enoug h cont ras t  wit h  t he 
b ackg round to  b e  c le ar  and  l eg ib le .  The 
color  shou ld  a l s o  remain  cons is tent  wit h  t he 
es t abl i she d  tone ,  us ing  on ly  colors  found 
in  nature .  Avoid  ne on or  h ig h ly  s aturate d 
tones .  (S e e  color  p a l l e te  on  pg .  19 . )

brand mark & Look
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Brand Mark Clear 
Space and Minimum Size

Clear  space  f rames  the  mark  and separates  i t 
f rom other  e lements  including  text  and the 
edge  of  pr inted  mater ia ls .  The  mark  must  b e 
surrounded by  at  l east  the  required  minimum 
of  c lear  space ,  which  i s  determined by  the 
he ight  of  the  “‘ ”  in  the  hor izonta l  mark  and 
the  “a”  in  the  s tacked mark . 

 

STACKEDHORIZONTAL

MINIMUM SIZE

PRINT

.25 inches 20 px

WEB

BRAND MARK SHOULD NOT BE SMALLER THAN THE ABOVE SIZES

PRINT

.5 inches 40 px

WEB

brand mark & Look
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Incorrect Usage

The  on ly  accepte d  vers ions  of  t he  mark 
are  t he  approve d  hor izont a l  and  ver t i ca l 
lo ckups .  O uts ide  of  approve d  s ca l ing ,  t he 
two  marks  shou ld  ne ver  b e  a l tere d .  This 
inc ludes  prop or t ions ,  lo ckup,  and  a l l  ot her 
manipu lat ions  or  mo di f i cat ions .

DO NOT ALTER THE COLOR 
ON HALF OF THE MARK

DO NOT STRETCH OR SKEW 
THE MARK

DO NOT ALTER THE 
PROPORTIONS OF THE MARK

DO NOT USE THE MARK 
WITHOUT TRADEMARK

DO NOT ALTER OR REPLACE 
THE TYPOGRAPHY

DO NOT USE COLORS THAT 
ARE NOT CONSISTENT 

WITH THE BRAND TONE

DO NOT PLACE THE 
MARK VERTICALLY

brand mark & Look

DO NOT USE THE MARK 
WITH JUST A STROKE

DO NOT ADD A STROKE 
TO THE MARK

WY

DO NOT ADD A DROP 
SHADOW TO THE MARK

DO NOT ADD A GLOW 
TO THE MARK

03
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Brand mark 
Partner Usage

The “ That’s  WY” brand mark  may b e  used  by 
par tners  in  pr int  and web content ,  but  must 
adhere  to  the  establ i shed requirments  and 
guidel ines .  S ee  pages  13-17  for  usage. 

When used  in  pr int  and web the  brand mark 
must  remain  smal ler  than the  par tner  logo. 

In  par tner  web content ,  the  mark  must  fol low 
the  aforement ioned standards  and a lso  c l ick 
through to  tr avelw yoming.com

USAGE NOTE:  Any us e  of  the  Wyoming/
That’s  WY br and or  l ogo must  b e  pre-
approve d by  the  Wyoming Of f i ce  of  Tourism. 
Par tners  must  route  a l l  materi a ls  for 
approva l  pri or  to  printing,  to  ensure  prop er 
us age.  Pl e as e  s end a  re qu est  v i a  emai l  to 
b e cky.os wa l d@w yo.gov  for  approva l .

brand mark & Look

BRAND MARK MUST NOT BE A 
PROMINENT ASSET

IN ALL PARTNER WEB CONTENT, THE 
BRAND MARK OR LOGO MUST CLICK 
THROUGH TO  TRAVELWYOMING.COM

PARTNERSHIP DIGITAL 
CREATIVE EXAMPLE:

BRAND MARK MUST REMAIN SMALLER 
THAN PARTNER LOGO

03
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Trade and 
International Usage

TRADE USAGE

For  inter nat iona l  us age ,  a lways  us e  t he 
Wyoming  s cr ipt  e l ement .  The  “ That’s 
WY ” brand  mark  i s  not  su f f i c ient  for 
communicat ing  t he  brand  name,  b e caus e  i t 
do es  not  t rans late  wel l  to  a l l  count r ies .

For  C anada ,  fo l low domest ic  us age .  Us e  t he 
“ That’s  WY ” brand  mark  on ly.

DOMESTIC LOGO USEINTERNATIONAL LOGO USE

brand mark & Look

INTERNATIONAL EXAMPLE USE

(Includes all English-speaking countries)

DOMESTIC EXAMPLE USE

03
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EXAMPLE LOGO USAGE

Trade and 
International Usage

CONSUMER USAGE

For internat ional  usage  outs ide  of  Canada, 
the  Wyoming scr ipt  e lement  and “ That’s  WY” 
brand mark should a lways  accompany each 
other.  The scr ipt  e lement  and brand mark 
should be  located on the  same page or  asset , 
and the  Wyoming script element should be 
presented first and more prominently than the 
brand mark.  

For  ins t ances  w here  an  inter nat iona l  lo ckup 
i s  ne e de d,  we  have  prov ide d  two vers ions : 
a  hor izonta l  lo ckup and a  s tacked lo ckup. 
These  opt ions  a l low for  seamless  placement 
and integrat ion into  a l l  mediums.

The  inter nat iona l  lo ckup shou ld  ne ver  b e 
under  1 .2  inches  wide  for  t he  hor izont a l 
lo ckup or  .65  inches  h ig h  for  t he  s t acke d 
lo ckup.

For  C anada ,  fo l low domest ic  us age .  Us e  t he 
“ That’s  WY ” brand  mark  on ly.

brand mark & Look

HORIZONTAL

STACKED

03
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Brand COLORS

Ut i l i z ing  a  cons is tent  range  of  colors 
incre as es  t he  imp ac t  and  cohes ion  of  e ach 
brand  communicat ion .  This  color  p a le t te 
prov ides  a  c l e an ,  mo der n  t a ke  on  Wyoming’s 
l ands cap e .  Wit h  a  range  of  l ig ht  to  dark  and 
b old  to  mute d,  t he  p a le t te  a l lows  des ig ns  to 
b e  b ot h  vers at i l e  and  s t rateg ic . 

PALLETE

C:25 M:41 Y:68 K:3

R:189 G:147 B:99

HEX: #bd9364

C:23 M:55 Y:99 K:6

R:188 G:122 B:44

HEX: #bc7a2c

C:37 M:8 Y:18 K:0

R:160 G:201 B:205

HEX: #a0c9cd

C:80 M:40 Y:43 K:10

R:55 G:119 B:128

HEX: #377780

C:62 M:43 Y:70 K:25

R:93 G:105 B:81

HEX: #5d6951

C:28 M:98 Y:99 K:32

R:137 G:29 B:27

HEX: #891d1b

C:33 M:71 Y:85 K:29

R:136 G:76 B:48

HEX: #884c30

C:45 M:31 Y:60 K:4

R:145 G:151 B:116

HEX: #909774

C:0 M:9 Y:24 K:0

R:255 G:231 B:196

HEX: #ffe7c4

brand mark & Look03
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Brand TYPOGRAPHY

Ros e wo o d STD is  t he  pr imar y  brand  font . 
It  shou ld  on ly  b e  us e d  on  brand  fo c us e d 
mater ia l s .  The  s er i f s  and  s t r uc ture  of 
t h i s  font  a l lude  to  t he  wester n  l ands cap e 
of  Wyoming .  It ’s  b ot h  appro achable  and 
vers at i l e .  It  pres er ves  re adabi l i ty  w hen 
re duce d,  t rans lates  wel l  across  d ig i t a l 
p lat for ms  and  maint ains  p ers ona l i ty.

ROSEWOOD STD
ABCDEFGHIJKLMNOPQRSTUVWXYZ
1234567890$%&(.,’/?!)

Minion Pro
ABCDEFGHIJKLMNOPQRSTUVWXYZ
1234567890$%&(.,’/?!)

Gotham
ABCDEFGHIJKLMNOPQRSTUVWXYZ
1234567890$%&(.,’/?!)

HEADLINE

SUBHEAD AND DESCRIPTION TEXT - PRINT

BODY COPY - PRINT

brand mark & Look

INCORRECT USAGE

The  approve d  fonts  shou ld  ne ver  b e  a l tere d 
or  manipu late d .  This  inc ludes  adding  a 
s t roke ,  s t re tch ing  t he  fonts ,  adding  a  drop 
shadow and a l l  ot her  manipu lat ions  or 
mo di f i cat ions  outs ide  of  color  and  s ize .

03
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Brand PHOTOGRAPHY

O ur  brand  photog raphy  i s  ke y  to  captur ing  t he 
spi r i t  of  adventure  for  prosp e c t ive  v i s i tors .  It s 
aut hent ic ,  not  s t age d  or  p os e d,  and  i s  war m, 
welcoming  and  natura l ly  v ibrant . 

brand mark & Look03
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Brand PHOTO EDITING 
Incorrect Usage

Photo  e d it ing  shou ld  b e  l imite d  to  cropping 
and  placement .  D o not  s t re tch  photos ,  add 
f i l te rs  or  colore d  over lays ,  or  ma ke  any 
ot her  manipu lat ions .

 

brand mark & Look

DO NOT STRETCH

DO NOT USE COLOR FILTERS

DO NOT USE PHOTO FILTERS

DO NOT CONVERT TO BLACK AND WHITE

DO NOT DESTATURATE

DO NOT VINGETTE

03
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Brand PHOTO Usage

BRAND PHOTOGRAPHY – is  l i censed 
for  unl imited  worldwide  use  in  pr int ,  O OH, 
t rade  show/convent ion,  cor p orate/PR and 
web by  WOT.  Most  of  these  images  do  not 
include  broadcast  r ights .

THIRD PARTY – Brand photography 
images  are  l i censed for  th ird-par ty  use 
under  the  same terms.  Third-par ty  use 
includes  par tnerships  such as  Brand USA 
and other  co-op erat ive  programs and 
par tnerships  which  provide  promot iona l 
and adver t i s ing  supp or t  to  the  WOT and 
supplement  WOT ’s  own media  e f for ts .  Al l 
th ird-par ty  requests  for  photo  use  should  b e 
r un through WOT and BVK for  approva l .

IMAGE LIBRARY – Approved image 
l ibrar y  i s  avai lable  v ia  Crowdr i f f .  B e  sure 
to  fol low usage  r ights  noted  in  the 
Crowdr i f f  p lat form.
USAGE NOTE:   C ontac t  b e cky.os wa l d@
w yo.gov  for  C rowdrif f  l og in.

brand mark & Look

BRAND PHOTOGRAPHY

LICENSED FOR USE IN:

- PRINT

- OOH

- TRADESHOW/CONVENTION

- CORPORATE/PR

- WEB

- ELECTRONIC AND SOCIAL MEDIA

03

https://platform.crowdriff.com/album/media-hub
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Paid & Organic

The  Wyoming  Of f ice  of  Tour ism op erates 
b ot h  p aid  s o c ia l  me dia  camp aig ns  as  wel l  as 
maint ains  an  organic  s o c ia l  me dia  pres ence 
across  s e vera l  p lat for ms . 

S o c ia l  me dia  works  b es t  w hen b ot h  p aid 
& organic  t ac t i cs  work  toget her  in  t he 
d ig i t a l  e cosystem.  The y  do,  howe ver,  have 
d i f ferent  go a ls  b as e d  on  t he  abi l i t i e s  of  e ach . 
Wyoming  ut i l i zes  b ot h  p aid  & organic  to 
re ach  p otent ia l  t rave lers . 

Paid Social Media

GOALS 

Paid  s o c ia l  me dia  i s  pr imar i ly  us e d  to  re ach 
t arge te d  audiences  l i ke  t he  prosp e c t ive 
t rave ler  and  to  encourage  t hem to  t a ke  a 
sp e c i f i c  camp aig n  ac t ion  (watch  a  v ide o, 
subs cr ib e  to  t he  ne wsle t ter ) .

PRIMARY PLATFORMS 

Faceb o ok ,  Inst ag ram

SECONDARY PLATFORMS* 

Snap chat ,  Pinteres t ,  Re ddit

CONTENT THEMES 

Paid  s o c ia l  content  ut i l i zes  camp aig n  ass e t s 
as  wel l  as  ac t iv i ty-b as e d  mess ag ing  to  dr ive 
ac t ions  on  and  of f  p lat for m.

*YouTube is used in the overall  paid media 

campaign but functions separately from social 

media as it is run through Google Ads.

Organic Social Media

GOALS 

Organic  s o c ia l  me dia  i s  us e d  to  generate 
awareness  and  engagement  of  t rave lers . 
It  involves  c ustomer  s er v ice  prac t ices , 
re l at ionship  bui ld ing  t hroug h community 
management  and  re ac t ing  to  on-plat for m 
t rends .

PRIMARY PLATFORMS 

Faceb o ok ,  Inst ag ram,  X

SECONDARY PLATFORMS 

Pinteres t ,  YouTub e

CONTENT THEMES 

Organic  s o c ia l  me dia  mixes  ac t iv i ty-b as e d 
mess ag ing ,  e vent  promot ion ,  us er-generate d 
content  and  long  for m v ide o  to  dr ive 
awareness  and  engagement  on  plat for m.
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Paid Social Media 
Goals

Paid  s o c ia l  me dia  b lends  a  var ie ty  of 
d imens ions  to  u l t imate ly  at t rac t  ne w and 
rep e at  v i s i tors  to  t he  s t ate  of  Wyoming . 
The  s t rateg y  b ehind  t he  s o c ia l  p aid  me dia 
camp aig n  a l lows  for  more  sp e c i f i c  ac t ions 
to  b e  t a ken  b as e d  on  a  combinat ion  of  t he 
fo l lowing  var iables :

1 :  Plat for m

2: Audience

3: Jour ne y  St age

4: C ontent

5: O pt imizat ion

 

G o a ls  are  a l ig ne d  wit h  t he  j our ne y  phas e  of 
our  consumer  to  b e tter  t arge t  sp e c i f i c  p e ople 
to  t a ke  sp e c i f i c  ac t ions  as  t he y  b eg in  to 
cons ider  t rave l  to  Wyoming .

Plat for ms  are  sp e c i f i ca l ly  chos en  to  a l ig n 
wit h  d i f ferent  phas es  of  t he  consumer 
j our ne y  b e caus e  of  t he  go a ls  we  opt imize 
for  in  e ach  are a .

In  addit ion  to  e ach  j our ne y  phas e  and 
plat for m,  we  a l ig n  sp e c i f i c  content  pie ces 
to  t he  s t ages  to  he lp  gu ide  us ers  t hroug h 
t he  pro cess .

DISCOVERY (AWARENESS) 

G o a l :  Impress ions ,  Engagement ,  Vide o  Vie ws
Plat for ms :  Met a ,  Pinteres t ,  Snap chat , 
YouTub e,  Re ddit
C ontent :  L ong-For m Vide o  Stor ies , 
C arous e l  for  Ac t iv i t i e s

RESEARCH & PLAN 
(CONSIDERATION) 

G o a l :  L anding  Page  Vie ws ,  C l icks
Plat for ms :  Met a , 
Pinteres t ,   Snap chat ,  YouTub e,  Re ddit
C ontent :  Ac t iv i ty-B as e d  Mess ag ing  and 
Ar t ic le  Fe atures

COMMIT & BOOK (CONVERSION) 

G o a l :  Vis i tor  Guides ,  Emai l  Subs cr ipt ions
Plat for ms :  Met a
C ontent :  Vis i tor  Guide  Visua ls  and  Emai l -
Sp e c i f i c  C opy

EXPERIENCE (IN-STATE) 

G o a l :  L anding  Page  Vie ws ,  C l icks
Plat for ms :  Met a ,  Snap chat
C ontent :  WY Resp ons ib ly
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Organic Social Media 
Goals

Organic  s o c ia l  me dia  op erates  in  more 
awareness- le ve l  cap ac it i e s  to  he lp  bui ld 
engage d  audiences  and  cont inue  to  tur n  t he 
content  w he e l  dai ly. 

Organic  s o c ia l  ut i l i zes  content  to  f ur t her 
brand  re ach  wit hout  t he  abi l i ty  to  t arge t 
sp e c i f i c .  That’s  w here  p aid  s o c ia l  i s  e f fe c t ive ; 
audience  t arge t ing  cap abi l i t i e s  i s  a  main 
var iable  w hen s e t t ing  up  a  camp aig n .

 

Generate Awareness

S o c ia l  me dia  i s  t he  f ront  p orch  for  a  brand. 
Younger  generat ions  are  going  to  s o c ia l 
me dia  p lat for ms  b e fore  e ven  he ading  to 
webs i tes  to  ge t  more  in for mat ion  as  t he y 
ma ke  t he i r  de c i s ions .  Trave l  Wyoming  ex is t s 
to  pres ent  a  we a lt h  of  in for mat ion  to  gu ide 
us ers  as  t he y  b eg in  to  de ve lop  t he i r  t rave l 
p lans . 

S o c ia l  me dia  i s  an  e ver-pres ent ,  const ant 
promot ion  of  Wyoming  to  audiences  s e ek ing 
a  vacat ion  l i ke  no  ot her.

Build Engaged 
Audiences

Engag ing  content  he lps  cre ate  a  community 
of  brand  loya l i s t s .  Achie v ing  h ig her 
engagement  rates  a l s o  he lps  organic  content 
p er for m b etter  in  s o c ia l  a lgor i t hms .

 

Promote Partners & 
Events

The  adventure  ne ver  ends  in  Wyoming .  Wit h 
s o  much to  s e e  and  do,  Wyoming  Of f ice  of 
Tour ism’s  s o c ia l  me dia  p lat for m ex is t  to 
bui ld  up  our  p ar t ners  and  t he  of fer ings  of 
unique  lo cat ions .

Trave lers  are  comp el le d  to  p ar t ic ip ate  in 
reg ion  e vents  w hen t he y  t rave l  as  p ar t  of 
t he i r  i t inerar y.  Promot ion  of  t he  e vent  as 
wel l  as  re capping  sp e c i f i c  e vents  he lp e d  to 
cre ate  a  fe ar  of  miss ing  out  and  encourage 
re tur n  t r ips  to  exp er ience  more  on  t he i r 
v i s i t s .
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Platforms

S o c ia l  me dia  content  can  d i f fer  across 
p lat for m.  Whi le  integ rat ing  brand  and  tone 
e lements  overa l l ,  e ach  plat for m shou ld 
b e  t houg ht  ab out  s ep arate ly  in  resp e c t  to 
pr ior i ty  and  b est  prac t ices .

As  of  now,  Wyoming  do es  not  op erate 
organic  e f for t s  on  Re ddit ,  Snap chat  or 
Ti kTok.

 

Facebook
AUDIENCE DEMOGRAPHICS  

Plat for m:  25-44  ye ars  o ld ,  56% ma le .
WOT:  54-65+,  56% fema le .

PLATFORM CONTENT CATEGORIES 

Ne ws ,  Humor,  E ducat ion ,  Sp or t s , 
Enter t a inment

Instagram
AUDIENCE DEMOGRAPHICS  

Plat for m:  18-34  ye ars  o ld ,  51% ma le .
WOT:  25-44 ,  55% fema le .

PLATFORM CONTENT CATEGORIES 

L i fes ty le ,  Trave l ,  Wel lness ,  B e auty,  Humor, 
Fo o d & Dr in k 

X/Twitter
AUDIENCE DEMOGRAPHICS  

Plat for m:  25-34  ye ars  o ld ,  61% ma le .
WOT:  TBD

PLATFORM CONTENT CATEGORIES 

Ne ws ,  Humor,  Sp or t s ,  Pol i t i c s

Pinterest
AUDIENCE DEMOGRAPHICS   

Plat for m:  50-65  ye ars  o ld ,  77% fema le .
WOT:  25-34 ,  68% fema le .

PLATFORM CONTENT CATEGORIES 

Home D é cor,  DIY,  Fo o d & Dr in k ,  Fash ion , 
He a lt h  & Wel lness ,  B e auty

YOUTUBE
AUDIENCE DEMOGRAPHICS   

Plat for m:  18-34  ye ars  o ld ,  54% ma le .
WOT:  25-44 ,  68 .6% ma le .

PLATFORM CONTENT CATEGORIES 

C ome dy,  Mus ic ,  Enter t a inment ,  Pop  Cu lture , 
How To
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Facebook

Faceb o ok  p ages  are  usua l ly  t he  most  fo l lowe d 
plat for ms  in  a  s o c ia l  me dia  e cosystem.

For  Wyoming ,  t he  audience  ma keup of  t he 
p age  i s  d i f ferent  f rom t he  audience  ma keup 
of  t he  p lat for m overa l l .

AUDIENCE DEMOGRAPHICS  

Plat for m:  25-44  ye ars  o ld ,  56% ma le .
WOT:  54-65+,  56% fema le .

PLATFORM CONTENT CATEGORIES 

Ne ws ,  Humor,  E ducat ion ,  Sp or t s , 
Enter t a inment
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Facebook

CONTENT TYPES 

• 	 Ar t ic les  &  L in ks
• 	 L ong-For m Vide o
• 	 UGC
•	 C a l l -To-C omment  Post s
• 	 Shor t  For m Vide o
• 	 Stor ies

Posting Best 
Practices

5-7  In-Fe e d  Post s  A  We ek
Stor ies  Share d  f rom Inst ag ram

Audiences  share  ne ws  and  content  across 
t he i r  ne tworks .
 
L e t t ing  t he  l in k  p opu late  and  adjust ing  t he 
he ad l ine  and  v i sua l  i s  re commende d. 

Underst anding  consumer  habit s ,  i t ’s  a l s o 
imp or t ant  to  in for m and enter t a in  t hroug h 
our  p ost s .  L ong  for m v ide os  shou ld 
enter t a in  w hi le  shor t  for m shou ld  e ducate .

Faceb o ok  i s  a l s o  a  g re at  p lace  to  share  ne ws 
up dates  w here  ot her  p lat for ms  wou ld  not 
f ind  t hem as  engag ing .
 

Posting For Audiences

For  Wyoming  sp e c i f i ca l ly,  we’re  s e e ing  a 
l arger  audience  of  o lder  fema les  ma k ing  up 
a  maj or i ty  of  t he  p age  audience .

When p ost ing ,  rememb er  t hat  our  c ur rent 
audience  i s  prob ably  going  to  b e  lo ok ing 
to  s e e  t hems elves  in  t he  content .  C ons ider 
fami ly  images ,  fema le  centere d  v i sua ls ,  as 
wel l  as  t ips  for  t rave l ing  for  t hem to  s ave .

That  do es  not  me an we  shou ld  ig nore  t he 
ma le  and  younger  audience  of  Faceb o ok 
overa l l .  S ome content  shou ld  b e  mixe d  in 
for  our  younger  demog raphics  to  engage 
audiences  outs ide  of  t he  fo l lowers  on  our 
p age .

Click to watch

https://www.facebook.com/reel/831249928817173
https://www.facebook.com/reel/831249928817173
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Instagram

Inst ag ram i s  a  yout hf u l  p lat for m t hat 
inspires  t rave lers  w hi le  a l s o  g iv ing  t hem 
aspirat iona l  go a ls . 

Inst ag ram i s  a  v i sua l -he av y  p lat for m t hat 
do es  not  ut i l i ze  l in ks  as  e as i ly  as  ot her 
p lat for ms  do.  The  go a l  i s  to  not  l e ave 
Inst ag ram w hi le  you  are  s crol l ing  t hroug h 
your  fe e d .

AUDIENCE DEMOGRAPHICS  

Plat for m:  18-34  ye ars  o ld ,  51% ma le .
WOT:  25-44 ,  55% fema le .

PLATFORM CONTENT CATEGORIES 

L i fes ty le ,  Trave l ,  Wel lness ,  B e auty,  Humor, 
Fo o d & Dr in k 
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Instagram

CONTENT TYPES 

• 	 Re e l s
• 	 Stor ies
• 	 C arous e l s
• 	 UGC
•	 Visua l ly-C omp el l ing  Imager y

Posting Best 
Practices

5-7  In-Fe e d  Post s  A  We ek
3  Stor ies  A  We ek

Visua ls  are  t he  prominent  fe ature  on 
Inst ag ram and shou ld  b e  c urate d  wit h  care .

L in ks  in  bio  are  rout ine ly  us e d  on  Inst ag ram 
and shou ld  b e  inc lude d  w here  p oss ib le .  It ’s 
re commende d you  e i t her  us e  a  s er v ice  to 
ut i l i ze  or  up date  your  l in k  in  bio  e ver y  t ime 
you  p ost  us ing  a  l in k .

Re e ls  are  going  to  p er for m b est  as  t he 
p lat for m cont inues  to  push  shor t  for m v ide o 
to  comb at  Ti kTok us age .  Inst ag ram Stor ies 
are  a l s o  ver y  p opu lar  engagement  t ac t i cs  and 
pro duce  g re at  awareness  resu lt s .

Whi le  v ide os  and  s tor ies  shou ld  b e  bui l t 
us ing  s of tware  l i ke  Adob e  Photoshop or 
Premiere  b e fore  p ost ing ,  i f  you  are  us ing 
on-plat for m res ources ,  s t i ck  to  c le an  fonts 
(no  c urs ive) .  Ut i l i ze  t he  brand  colors  for 
font  b ackg rounds  and  ke ep  tex t  w hite  as 
much as  p oss ib le .
 

Posting For Audiences

Wyoming’s  Inst ag ram p age  showcas es  a 
young ,  fema le  fo l lowing .  When p ost ing  on 
Inst ag ram,  cons ider  more  aspi rat iona l  and 
fema le  t rave l  inspi re d  content . 

When jumping  into  Inst ag ram t rends  & 
re e l s ,  hav ing  a  fema le  p ersp e c t ive  on  t he 
t rend  wi l l  b e  us e f u l  to  conne c t ing  wit h  our 
audience  w hi le  a l s o  re aching  ne w,  s imi lar 
audiences .

Click to watch

Click to view

https://www.instagram.com/p/C3qfXg5SRJS/
https://www.instagram.com/p/C3qfXg5SRJS/
https://www.instagram.com/p/C5Rju9cvvwP/?img_index=1
https://www.instagram.com/p/C5Rju9cvvwP/?img_index=1
https://www.instagram.com/p/C3qfXg5SRJS/
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X/Twitter

X,  for mer ly  k nown as  Twitter,  has 
h i s tor ica l ly  b e en  a  g re at  p lat for m to 
unders t and  t rending  topics ,  bre a k  ne ws  and 
engage  wit h  us ers . 

Whi le  t he  us er  b as e  has  fa l l en  in  re cent 
ye ars ,  X  can  s t i l l  b e  a  go o d  engagement  to ol 
and  showcas e  of  a  brand.

AUDIENCE DEMOGRAPHICS  

Plat for m:  25-34  ye ars  o ld ,  61% ma le .
WOT:  TBD

PLATFORM CONTENT CATEGORIES 

Ne ws ,  Humor,  Sp or t s ,  Pol i t i c s

Click to Visit

https://www.instagram.com/reel/C4eDBbMPMz_/?utm_source=ig_web_copy_link&igsh=MzRlODBiNWFlZA%3D%3D
https://x.com/visitwyoming
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X/Twitter

CONTENT TYPES 

• 	 Text  Post s
• 	 Twe et  Thre ads
• 	 Images  & Vide os
• 	 Ar t ic les

Posting Best 
Practices

5-7  In-Fe e d  Post s  A  We ek

Post ing  on  X/Twitter  i s  s l ig ht ly  d i f ferent 
t han  ot her  p lat for ms  in  t hat  tex t -on ly  p ost s 
are  cons idere d  jus t  as  engag ing  as  photo  and 
v ide o  p ost s .

Where  p oss ib le ,  ut i l i ze  v i sua l s  wit h  a  p ost , 
but  tex t -b as e d  p ost s  can  a l s o  b e  enter t a in ing 
us ing  twe et  t hre ads  or  hasht ags  in  l arger 
convers at ions .

X/Twitter  v i sua l s  are  usua l ly  b e t ter  s e en  in 
t he  l ands cap e  asp e c t  rat io  but  4x5  can  a l s o 
b e  us e d.  

Posting For Audiences

Twitter  ske ws  h ig her  ma le  and  tends  to 
b e  a  p lace  for  humor,  sp or t s  and  p ol i t i c s . 
Bre a k ing  ne ws  a l s o  spurs  p lenty  of 
convers at ion  as  audiences  cont inue  to  us e 
t he  p lat for m as  a  re a l - t ime  tex t  b log g ing 
plat for m.

Humor  can  b e  a  g re at  way  to  bre a k  t hroug h 
t he  nois e  of  t he  p lat for m.  The  guide l ines 
are  imp or t ant  to  cont inue  to  unders t and, 
howe ver,  t here  are  ways  to  engage  audiences 
t hroug h humor  to  engage .
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Pinterest

Pinteres t  has  h i s tor ica l ly  b e en  a  p lat for m 
he av i ly  ske we d towards  women.  B o ards  are 
cre ate d  to  he lp  bui ld  aes t het ics  for  proj e c t s 
and  planning .

Ever yt h ing  f rom planning  a  we dding  to 
up dat ing  a  b ackyard  to  p lanning  a  vacat ion 
can  b e  s e e  in  pins  on  Pinteres t .

AUDIENCE DEMOGRAPHICS  

Plat for m:  50-65  ye ars  o ld ,  77% fema le .
WOT:  25-34 ,  68% fema le .

PLATFORM CONTENT CATEGORIES 

Home D é cor,  DIY,  Fo o d & Dr in k ,  Fash ion , 
He a lt h  & Wel lness ,  B e auty 



02 37Social Media
S

o
c

ia
l 

M
ed

ia
04

Pinterest

CONTENT TYPES 

• 	 Graphics
• 	 Ar t ic les
• 	 Imager y

Posting Best 
Practices

2-3  Post  a  We ek

Pinteres t  i s  an  in for mat ion  gat her ing 
p lat for m t hat  audiences  ut i l i ze  to  s ave  ide as 
for  f uture  ac t ions .

Pinteres t  p ost s  shou ld  inc lude  tex t  on  t he 
g raphic  w here  p oss ib le .  Images  shou ld  pu l l 
t he  us er  in  and  te l l  a  s tor y  imme diate ly.  Post 
copy  i s  he lpf u l ,  but  v i sua l s  are  incre dibly 
imp or t ant .  

Posting For Audiences

For  b ot h  t he  p lat for m overa l l  as  wel l  as 
Wyoming’s  audience ,  Pinteres t  ske ws  h ig h ly 
fema le .  This  i s  a  p lat for m w here  we  shou ld 
b e  most ly  sp e a k ing  to  a  fema le  audience 
t hroug h t he  content  t he y  interac t  wit h  on 
Pinteres t .

C ons ider  fash ion  t rends ,  t ips  for  t rave l  and 
how to  prep are  for  Wyoming  adventures .  The 
cow b oy  c u lture  i s  w here  we  can  re a l ly  l e an 
into  for  Pinteres t .
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YouTube

YouTub e,  w hi le  te chnica l ly  a  s o c ia l  me dia 
p lat for m,  has  h i s tor ica l ly  b e en  us e d  by 
brands  in  a  var ie ty  of  ways .

YouTub e  can  b e  a  rep os i tor y  of  v ide o 
content  wit hout  much t houg ht  or 
cons iderat ion  to  how i t  mig ht  b e  us e d  by 
p e ople  on  t he  p lat for m.

YouTub e  was  t he  f i rs t  “cre ator”  sp ace 
t hat  encourage d  p e ople  to  cre ate  content 
for  prof i t  and  bui ld  of f  t he i r  d ig i t a l 
enter t a inment  success .

AUDIENCE DEMOGRAPHICS  

Plat for m:  18-34  ye ars  o ld ,  54% ma le .
WOT:  25-44 ,  68 .6% ma le .

PLATFORM CONTENT CATEGORIES 

C ome dy,  Mus ic ,  Enter t a inment ,  Pop 
Cu lture ,  How To 
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YouTube

CONTENT TYPES 

• 	 L ong  For m Vide o
• 	 Shor t  For m Vide o

Posting Best 
Practices

1-2  L ong  For m Vide os  a  Mont h
2-3  Shor t  For m Vide os  a  We ek

YouTub e  i s  v ide o- f i rs t  p lat for m.  Whi le 
s ome plat for ms  engage  subs cr ib ers  t hroug h 
tex t  p ol l s  and  ot her  p ost s ,  Wyoming  v ie ws 
YouTub e  as  a  v ide o  plat for m.

Vide os  can  b e  a  var ie ty  of  l engt hs .  O vera l l , 
p ost ing  to  YouTub e  f rom an  organic 
p ersp e c t ive  shou ld  lo ok  to  e ducate  and 
enter t a in  audiences  t hroug h s tor y-b as e d  and 
epis o dic  v ide os .

How-To’s  and  SEO f r iend ly  content  i s  e as i ly 
appl icable  content  to  t he  p lat for m to  he lp 
wit h  s e arch  as  p e ople  cons ider  Wyoming  as  a 
p lace  to  t rave l  for  adventure .
  

Posting For Audiences

YouTub e  i s  a  ma le-dominate d  plat for m t hat 
re l i e s  on  e ducat ion  and  enter t a inment . 
C ons ider  more  mas c u l ine  fac ing  ac t iv i t i e s 
and  fe atures  to  engage  t he  audience .

C ome dy/humor  can  a l s o  b e  imp or t ant  in 
YouTub e  Shor ts ;  w hi le  s t ay ing  on-brand, 
v ide os  can  push  t he  b oundar ies  for  more 
come dic  for ms  of  content .

Click to watch

Click to watch

https://www.youtube.com/watch?v=L9838RK3Hxs
https://www.youtube.com/watch?v=L9838RK3Hxs
https://www.youtube.com/shorts/3Ejw4Hh0nw4
https://www.youtube.com/shorts/3Ejw4Hh0nw4
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Tone & Messaging

Organic  s o c ia l  me dia  fo l lows  t he  overa l l 
brand  voice  of  t he  Wyoming  Of f ice  of 
Tour ism.

O ur  brand  tone  i s  re f l e c t ive  and 
int rosp e c t ive .  We inspire  contemplat ion 
w hi le  avoid ing  snobb er y  and  c l i chés .  We’re 
appro achable  and  re l i able  –  l i ke  a  t ra i l  gu ide 
w ho e ducates  and  cha l l enges  you  to  un le ash 
your  s ens e  of  adventure .

Organic  s o c ia l  me dia  a l s o  inv ites  ex tens ions 
of  our  brand  tone  wit h in  p opu lar  c u lture  and 
ver nac u lar  on  plat for m.

Click to watch

Click to watch

https://www.instagram.com/reel/C4eDBbMPMz_/?utm_source=ig_web_copy_link&igsh=MzRlODBiNWFlZA%3D%3D
https://www.facebook.com/reel/831249928817173
https://www.instagram.com/reel/C4eDBbMPMz_/?utm_source=ig_web_copy_link&igsh=MzRlODBiNWFlZA%3D%3D
https://x.com/visitwyoming/status/1771278516094444006
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Emoji Usage

Whi le  not  us e d  in  our  brand  tone  & 
mess ag ing ,  emoj i s  are  an  imp or t ant  p ar t  of 
t he  s o c ia l  me dia  l ex icon  t hat  can  en hance  a 
p ost  copy  or  e ven  play  into  t rends . 

Emoj i s  shou ld  b e  us e d  cons er vat ive ly  and 
on ly  b e  inc lude d  i f  i t ’s  he lpf u l  to  add  context 
to  t he  overa l l  p ost .  Emoj i s  shou ld  not  b e 
us e d  in  p lace  of  words .

Emoj i s  can  b e  us e d  to  ca l l  out  us er-generate d 
content  or  l in ks  to  of f -p lat for m s i tuat ions . 

Example:

     •        @cedtripping
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Interaction & 
Engagement

Foster ing  a  community  i s  one  of  t he 
main  go a ls  of  any  s o c ia l  me dia  s t rateg y. 
C omment ing  b ack  to  fo l lowers  encourages 
shar ing  in  pr ide  of  t he  s t ate .  Ut i l i ze  brand 
tone  w hen resp onding  to  us ers  and  f ind 
unique  ways  to  sur pr i s e  and  de l ig ht .
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Memes & Trending 
Topics

When t h in k ing  ab out  jumping  into  memes 
and  l anguage  sp e c i f i c  to  s o c ia l  me dia ,  i t ’s 
imp or t ant  to  ensure  i t  s t i l l  a l ig ns  wit h 
overa l l  brand  tone . 

You shou ld  not  us e  anyt h ing  t hat  involves 
swe ar ing  or  ter ms  t hat  are  to o  n iche  for  a 
genera l  s o c ia l  audience .

Example:

     • We created AI Barbies enjoying Wyoming 

       in July 2023 to coincide with the release of 

       the Barbie movie.

Click to watch

https://www.instagram.com/reel/C4eDBbMPMz_/?utm_source=ig_web_copy_link&igsh=MzRlODBiNWFlZA%3D%3D
https://www.instagram.com/reel/Cu-O3TUtqsB/?utm_source=ig_web_copy_link&igsh=MzRlODBiNWFlZA%3D%3D
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Captions

A s o c ia l  p ost  capt ion  shou ld  complement 
t he  v i sua l  but  not  re i terat ing  w hat’s  in  t he 
photo.  Show don’t  te l l  i s  a  go o d  prac t ice  to 
l ive  by  on  s o c ia l .

Shor t  capt ions  shou ld  b e  wit ty  and  play  of f 
t he  imager y  or  v ide o  in  t he  fe e d .

L ong  capt ions  shou ld  b e  e ducat iona l  and  te l l 
a  s tor y.  You shou ld  have  a  b eg inning ,  midd le 
and  end  t hat  engages  t he  audience  and 
e ducates  t hem on t he  subj e c t  in  t he  v i sua l .  

C ons ider  adding  ca l l - to-engagements  to 
incre as e  us er  comments .

Click to watch

https://www.instagram.com/reel/C4eDBbMPMz_/?utm_source=ig_web_copy_link&igsh=MzRlODBiNWFlZA%3D%3D
https://www.instagram.com/reel/Cx27M7Atn5t/?utm_source=ig_web_copy_link&igsh=MzRlODBiNWFlZA%3D%3D
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Hashtags

Hasht ags ,  w hi le  not  as  p opu lar  in  us age  as 
t he y  pre v ious ly  were ,  are  s t i l l  g re at  to ols  for 
col l e c t ing  content  and  d is c uss ing  a  sp e c i f i c 
topic .  Wyoming  op erates  us ing  two main 
hasht ags :

#THATSWY 
Us e d  for  genera l  t rave l  content  and  UGC 
engagement .

#WYRESPONSIBLY 
Us e d  to  engage  resp ons ib le  t rave lers  in-s t ate 
and  generate  convers at ions  ab out  t he  WY 
Resp ons ib ly  camp aig n .

Hasht ags  can  b e  us e d  across  s o c ia l  me dia 
p lat for ms  t houg h t he y  are  rare ly  s e en  on 
Pinteres t .

Click to watch

https://www.youtube.com/watch?v=L9838RK3Hxs
https://www.instagram.com/reel/C0PMFBjs7NX/?utm_source=ig_web_copy_link&igsh=MzRlODBiNWFlZA%3D%3D
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Visuals

S o c ia l  me dia  v i sua l s  shou ld  fo l low brand 
photog raphy  guide l ines . 

Visua ls  shown in  s t at i c ,  mot ion  or  v ide o 
shou ld  b e  aut hent ic  and  v ibrant ,  drawing 
us ers  into  t he  wor ld  of  Wyoming  up on s ing le 
g lance .

S e le c t  images  on  s o c ia l  me dia  t hat 
imme diate ly  engage  t he  us er  as  t he y  move 
t hroug h t he i r  fe e d .  The  go a l  i s  a lways  to 
s top  t he  s crol l  in- fe e d.

Visual Best Practices

S o c ia l  me dia  i s  us e d  to  inspire  t rave lers  to 
ma ke  a  v i s i t  to  Wyoming .  Ide a l ly,  t he y  can 
s e e  t hems elves  or  s e e  t he i r  vacat ion  in  e ver y 
p ost  adde d  to  t he i r  fe e d .  B est  prac t ices  for 
v i sua l s  inc lude :
• 	 Faces  & p e ople  centere d  photog raphy.
• 	 L ands cap e  imager y.
• 	 C le ar  images  t hat  are  not  over ly 

pro cess e d.

Asp e c t  rat ios  are  imp or t ant  to  e ach 
plat for m.  If  s e le c t ing  an  image ,  ensure 
i t s  c ropp e d  according  to  p lat for m b est 
prac t ices .

FACEBOOK

In-Fe e d :  1080x1080  OR 1200x628
Stor y :  1080x1920

INSTAGRAM

In-Fe e d :  1200x628  OR 1080x1350
Stor y :  1080x1920

TWITTER

In-Fe e d :  1200x628

PINTEREST

In-Fe e d :  1000x1500
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Video & Audio

Shor t  for m and long  for m v ide o  have  a lways 
b e en  a  p opu lar  for mat  in  organic  s o c ia l 
me dia  p lat for ms .  The  r i s e  of  shor t  for m, 
ver t i ca l  v ide o  content  has  t rans for me d t he 
way  us ers  and  brands  have  interac te d  wit h 
s o c ia l  me dia ,  much t he  way  t he  int ro duc t ion 
of  v ide o  content  t rans for me d t he  s ame 
plat for ms  w hen i t  f i r s t  was  ut i l i ze d . 

G oing  hand- in-hand wit h  v ide o,  audio  has 
a l s o  b e come a  p opu lar  for mat  to  t rade  in 
memes  and  jump into  ne w t rends .  L i ke 
hasht ags  and  t rending  topics ,  t rending  audio 
has  b e come t he  ne w for mat  in  w hich  to 
gar ner  engagement  and  fo l lowers  w hen us e d 
prop er ly.

Video Best Practices
ORIENTATION: VERTICAL & 
LANDSCAPE VIDEO 

Whi le  most  v ide o  i s  s t i l l  shot  in  l ands cap e 
to  ensure  us abi l i ty  on  a  mu lt i tude  of 
p lat for ms ,  ver t i ca l  v ide o  has  b e come more 
pre va lent  wit h  shor t - for m v ide o  on  s o c ia l 
p lat for ms .

When pro ducing  a  v ide o  for  s o c ia l  me dia , 
unders t and  w here  t hat  v ide o  mig ht  l ive  to 
unders t and  how you  shou ld  f i lm i t .  I f  your 
go a l  i s  YouTub e  and  Faceb o ok ,  you  can 
cons ider  a  l ands cap e  for mat  t hat  b e t ter  p lays 
to  t hos e  p lat for ms .

SHORT FORM VIDEO BEST 
PRACTICES 

Shor t - for m v ide o  i s  b es t  consume d in 
a  ver t i ca l  for mat  in  p laces  l i ke  Re e l s . 
Shor t - for m v ide o  can  b e  repur p os e d  f rom 
lands cap e  f i lming ,  but  i t ’s  imp or t ant  to  ma ke 
sure  your  l ands cap e  f i lming  g ives  enoug h 
ro om to  re-e d it  for  ver t i ca l . 

Re e l s  and  shor t - for m v ide o  can  b e  more 
aut hent ic  content ;  f i lming  f rom a  phone  i s 
not  out  of  t he  quest ion .  Howe ver,  i t ’s  s t i l l 
imp or t ant  to  ensure  t hat  fo ot age  has  b e en 
s t abi l i ze d  and  showcas es  t he  b es t  of  t he 
subj e c t .  It  shou ld  not  b e  sha ky,  b lur r y,  or 
c ut  of f  to o  s o on.

Shor t  For m Vide o  can  b e  de ve lop e d  as 
s t anda lone  pie ces  or  in  camp aig ns  to  cre ate 
mu lt ip le  vers ions  of  t he  s ame shor t  for m 
s t r uc ture .

LONG FORM VIDEO BEST PRACTICES 

L ong  For m Vide o  l ives  b es t  on  YouTub e 
as  wel l  as  s ome Faceb o ok  Watch  are as . 
L ong  For m Vide os  shot  most ly  b e  shot  in 
l ands cap e .  Whi le  shor t  for m v ide os  can 
ac t  as  s t and  a lone  ass e t s ,  long  for m v ide os 
shou ld  b e  de ve lop e d  as  a  typ e  of  s er ies  to 
cont inue  to  e ducat ion  or  enter t a in  p e ople 
b e yond one  epis o de . 

L ong  For m Vide o  shou ld  fe e l  ver y  s imi lar  to 
wr it ing  an  ar t i c le  or  te l l ing  a  s tor y.  Ensure 
an  engag ing  v ide o  wit h  a  b eg inning ,  midd le 
and  end  nar rat ive  s t r uc ture .  Vide os  wit h  a 
ho ok  or  ot her  engag ing  nar rat ive  de t a i l  can 
a l s o  he lp  us er  s t ay  engage d  unt i l  t he  end.
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Audio Best Practices
TRENDING AUDIO 

Trending  audio  has  b e en  t he  ne w way 
wit h  w hich  s o c ia l  me dia  us ers  jump into 
t rends  and  engage  wit h  ne w content .  Whi le 
Wyoming  encourages  engagement  wit h 
t rending  audio,  It ’s  imp or t ant  to  cons ider 
t he  audio  b e ing  us e d  and  how i t  re l ates  to 
t he  Wyoming  brand.

Sp oken  word  can  b e  us e d  i f  t here  i s  no 
swe ar ing  or  sug gest ive  l anguage .

COPYRIGHT CONSIDERATIONS  

When us ing  t rending  audio  or  on-plat for m 
audio,  unders t and  t hat  not  a l l  content  i s 
cons idere d  fa i r  p lay.  Avoid  maj or  ar t i s t s  and 
s t i ck  to  t rending  audio  t hat  i s  more .

ON-BRAND AUDIO  

Audio  shou ld  b e  c inemat ic  and 
inspirat iona l .  C ount r y- inspire d  shou ld 
a l s o  b e  us e d  w here  p oss ib le ,  t houg h not 
ne cess ar i ly  c ross ing  into  f u l l   s t ad ium 
count r y  aes t het ics .  Ro ck  mus ic  can 
b e  us e d  sp ar ing ly  and  on ly  i f  i t  s t i l l  has  a 
c inemat ic  qua l i ty.
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UGC Guidelines

Us er  G enerate d  C ontent  (UGC)  can  b e  a 
success f u l  s ource  of  imager y  w here  res ources 
l ack  to  capture  content  as  wel l  as  engage 
audiences  and  showcas e  aut hent ic  content .

UGC shou ld  b e  chos en  s e le c t ive ly  and 
care f u l ly.  C ons ider  brand  guide l ines  as  of ten 
as  p oss ib le  as  wel l  as  how UGC sp e a ks  to 
e ach  audience .  There  shou ld  not  b e  a  s t rong 
dep ar ture  f rom brand imager y  aes t het ic . 

UGC shou ld  a l s o  b e  c le are d  for  us age 
t hroug h t he  or ig ina l  p oster.

Wyoming Approved Rights Request Copy:

     • We <3 these and would l ike to share them 

       within marketing and PR efforts through 

       out the state with your permission! You 

       wil l  be given credit for the photos where 

       appropriate. Please reply to this comment 

       with “@visitwyoming #YesWY” to allow us 

       to share! Thank you!
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Website Colors

B e l ow  i s  ou r  c o l or  p a l e t t e  for  t h e  we b s i t e . 
You’ l l  f i n d  t h at  t h e  ge n e r a l  c o l or s  are  m o s t 
c om m on  an d  pre fe r re d ,  w h i l e  t h e  b ot t om 
row  fe atu re s  c o l or s  we  u s e  i n  s upp or t i ng 
m at e r i a l s .
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Website TYPOGRAPHY

Since  typ og raphy  i s  s t r i c t ly  d ic t ate d  in  t he 
WOT brand guide ,  fe w de v iat ions  have  b e en 
made  for  t he  webs i te .  The  s ty les  out l ine d 
b e low are  for  t he  pur p os e  of  cons is tenc y  and 
s t andardizat ion .  S izes  are  repres ente d  as 
font-s ize / l ine-he ig ht . 
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WYOMING
Open your mind and invigorate your senses.

Summer in Yellowstone: Road Trip Season 

FOR MORE INFORMATION VISIT THE NATIONAL PARK SERVICE

WEBSITE

<H1>
Rosewood Fill 96/102

text-transform: uppercase

<H2>
Rosewood Fill: 30/30

text-transform: uppercase

<H3>
Montserrat 700 21/30

<H4>
Montserrat 700 16/24

letterspacing: 1px
text-transform: uppercase

<p>
Crimson Text 400 16/24

<p><ref>
color: #8c472D;

Crimson Text 700 16/24

WEBSITE TYPOGRAPHY SIZE 

AND PAIRING EXAMPLE

Whether it’s visiting the state’s legendary landmarks 
like Yellowstone National Park and Grand Teton 
National Park or enjoying a small-town rodeo, 
there’s never a shortage of things to do in Wyoning. 
From taking in the view from the top of the Bighorn 
Mountains or casting a fishing line on one of our 
countless rivers, adventure is sure to find you.

When planning a trip to Wyoming, we’re here to help. 
Learn how to best experience Wyoming’s national Parks, 
discover the 10 best places to see wildlife, spend time 
on the  Wind River Indian Reservation and learn about 
the rich history and culture of the Eastern Shoshone and 
Northern Arapaho tribes, find the perfect dude ranch 
and more. Browse all things to do listings below.

LEARN MORE

.hero p { 
Montserrat 700 18/28 	
}

Button text
Monserrat 700 12/16

Wyoming’s 12 state parks 
are some of the best places 
to unplug. From camping 
and fishing to hiking and 
swimming, there’s no 
shortage of things to do on 
our state-owned lands.



02 53
w

eb
s

it
e

BUTTONS

Current ly,  TravelWyoming.com uses  four 
di f ferent  types  of  buttons  and two di f ferent 
types  of  text  buttons .  This  button system 
standardizes  how buttons  look,  and provides 
consistenc y for  the  user.

05 WEBSITE

LINKS

USAGE

OUTLINED BUTTONS
O ut l i n e d  but t ons  are  t o  b e  s t y l e d  i n  w h i t e 
ove r l aye d  on  i m a ge s  or  c o l ore d  b a c k g rou n d s .
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MAVEricks wanted

L i ke  our  dads  us e d  to  s ay,  s t r ug g le  l e ads 
to  s t rengt h .  Wel l ,  no  asp e c t  of  l i fe  in 
Wyoming  ex is t s  wit hout  s ome amount  of 
s t r ug g le .  And we  l i ke  i t  t hat  way.  It  ma kes 
t he  re wards  swe eter.  And i t  shap es  p e ople 
w ho are  c le ar-e ye d  ab out  w hat  t he i r  pur p os e 
shou ld  b e .  S o  l e t’s  ask  ours e lves :  Are  we  on 
a  l i fe long  j our ne y?  D o we  explore  t h ings 
wit h  f resh  e yes  and  op en  minds?  Wi l l  we 
overcome t he  obst ac les  to  f ind  w hat  moves 
us?  In  Wyoming ,  t he  answer  i s  a lways  yes .  It ’s 
a  p lace  t hat  ca l l s  out  to  t he  t r ue  indiv idua l . 
Not  your  garden-var ie ty  s e eker,  but  t hos e 
wi l l ing  to  push  for  s omet hing  b older. 
That’s  w hy  explorers ,  pione ers ,  out laws 
and  maver icks  have  a l l  b e en  drawn here . 
B e caus e  Wyoming  at t rac t s  a  cer t a in  typ e  of 
p ers on .  And for  t hos e  t hat  f i t  t he  bi l l ,  we  s ay, 
we lcome.  Wyoming  i s  for  maver icks .
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MAVERICKS EXPLAINED

What does  it  mean to  be  a  maver ick?  By 
def init ion,  i t’s  “a  person who takes  chances 
and depar ts  f rom the  accepted course.”  A 
nonconformist  or  a  f ree-thinker.  Essent ia l ly, 
someone with the  innate  swagger  and rugged 
indiv idual ism of  those  who f irst  came 
West .  Qual it ies  st i l l  ingrained in  the  DNA 
of  ever yone with an uninhibited spir it  for 
adventure.  Those  unafraid  of  cha l lenges  and 
unknown hor izons . 

Whi le  we can eas i ly  attach the  ‘maver ick’ 
label  to  any of  our  Modern Explorers , 
l ike  Jimmy Chin,  Aaron Mulkey,  Jasmine 
Pickner-B el l  and others ,  Wyoming is  here 
for  anyone pursuing personal  growth by 
seeking out  boundless  f ront iers  and endless 
f reedom. Those  who l ive  pass ionately,  but 
a lso  responsibly.  B ecause  they love  the  land.
  
Maver icks  are  t he  k ind  of  p e ople  w ho are 
drawn t he  l as t  b as t ion  of  t he  West . 
The  e ter na l  prov ing  g round for  brave  and 
indep endent  spi r i t s .
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Campaign VOICE

At  i t s  core ,  “Maver icks  Wante d”  i s  an 
inv it at ion .  It ’s  a  summons  and  a  ca l l  to 
ac t ion  for  p e ople  w ho emb o dy  t he  e t hos 
of  d i s cover y  and  indep endence  t hat  has 
shap e d  t he  West .  Whi le  t he  tone  of  t he 
camp aig n  shou ld  b e  welcoming ,  i t  shou ld 
a l s o  b e  honest  and  s l ig ht ly  cha l l eng ing .  Jus t 
l i ke  t he  s t ate  i t s e l f .  

To  d i f ferent iate  Wyoming  f rom sur rounding 
s t ates ,  t he  copy  shou ld  not  jus t  sp e a k  to 
t h ings  to  do  on  vacat ion ,  but  w hat  you  wi l l 
ge t  out  of  t he  exp er iences  you  have  w hen 
you  v i s i t .  The  copy  shou ld  ent ice  v i s i tors 
to  rek ind le  and  re d is cover  t he i r  s ens e  of 
explorat ion  and  adventure .  
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HEADLINE BODY COPY 

Campaign TYPOGRAPHY

The  pr imar y  camp aig n  he ad l ine  font ,   “Mark  My Words ,”   i s  exc lus ive  to  Maver icks 
Wante d  camp aig n  mater ia l s .  It s  r ug ge d,  handcraf te d  app e arance  e vokes  a  p ers ona l 
conne c t ion  to  t he  Wyoming  exp er ience . 

In  l ayouts  t he  font  shou ld  b e  us e d  at  100% w hite  or  b lack ,  dep ending  t he  b ackg round. 
Maint ain  a   cons is tent  font  s i ze   for  a l l  words  and  l e t ters  wit h in  a  s ing le  he ad l ine . 
He ad l ines  can  b e  typ es e t  organica l ly  to  f rame imager y  or  s t ag gere d  to  gu ide  t he  e ye 
( re fer  to  examples  for  inspirat ion) . 

Ne ver  a l ter  or  manipu late  font  wit h  drop  shadows ,  s t rokes  or  ot her  mo di f i cat ions . 

B e  aware  of  p lacement  of  he ad l ines  and  typ e  in  genera l  to  maximize  l eg ibi l i ty.
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Mark my words
abcdefghijklmnopqrstuvwxyz 
1234567890$%&(*@

Appareo Medium
ABCDEFGHIJKLMNOPQRSTUVWXYZ 
1234567890$%&(*@
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Campaign Examples

PRINT PRINT
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096040 WY Summer Spring-Summer print ads_spread_Rider_15.75x10.5_2/17/26

It takes a certain kind of person to push until they discover the person they 
were meant to be. Because you don’t go West to lose yourself, you come to 
reconnect with your true self.  TravelWyoming.com
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Campaign Examples

Frame 1

OOH

DIGITAL

Frame 2 Frame 3
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SOCIAL
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campaign visual tone

MOTION OVERVIEW 

Vide o  e d it s  shou ld  maint ain  an  upb e at  and 
energet ic  p ace .  C omp os it ions  can  incor p orate 
a  var ie ty  of  mixe d  me dia  e lements ,  inc luding 
v int age  f i lm s to ck ,  g raphics ,  and  s t i l l 
photog raphy. 

MUSIC AND SOUND 

The  camp aig n’s  mus ic  and  s ound shou ld  mir ror 
t he  energ y  and  dynamics  of  t he  v i sua l s .  Mus ica l 
comp os it ions  shou ld  b e  up- temp o,  dr iv ing , 
and  contemp orar y  wit h  a  Wester n  in f luence . 
A l l  s ound e f fe c t s  shou ld  b e  d iege t ic ,  natura l ly 
complement ing  t he  s cenes  depic te d . 
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Click to watch “Welcome”

https://www.youtube.com/watch?v=ArEHtn-ozPM
https://www.youtube.com/watch?v=WepExc1MbLI
https://www.youtube.com/watch?v=WepExc1MbLI
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mavericks wanted Campaign Use On Website

The  Maver icks  Wante d 
C amp aig n  can  l ive 
s e am less ly  wit h  t he  brand 
lo ok  and  fe e l  on  t he  webs i te . 
On t he  Maver icks  Wante d 
l anding  p age  he aders  and 
ot her  main  content  can 
cont ain  t he  camp aig n  font 
and  imager y.
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Contact

Any addit iona l  quest ions  ab out  Brand and  C amp aig n  ass e t s  can  b e  d i re c te d  to 
B e cky  Oswa ld  v ia  emai l :  b e cky.oswa ld@w yo.gov


