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WELCOME
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To gaze at the night sky and know the stars can guide us.

To swim in a pristine lake and feel refreshed and renewed.

To discover an unmarked trail and forge ahead, trusting it
will lead us to new heights.

This is the joy of wandering.

And this is the reward.

Wandering is about the search for something that speaks
to the soul. A search for something new. For a way to

disconnect—and plug in to what really matters.

And it’s about trusting ourselves to find what we need,
exactly when we need it.

It’s about surrendering ourselves to the thrill of the
whitewater. The crunch of dirt beneath our tires. It’s
finding serenity in the winding streets of a historic
town. It’s the satisfaction of a view well earned and a
meal anticipated. And it’s the revelation that following
your heart is good for the soul.

Now is the time to follow our own path and not worry
about what other people think.

It’s time to come wander Ontario’s Highlands. Discover
our rugged and rewarding landscapes that offer the
perfect backdrop for an unrehearsed day: the type of
day that nourishes the soul. The type of day that is not

easily forgotten.

Ontario’s Highlands Tourism Organization



WELCOME

Who are these
guidelines for?

Welcome to the official Come Wander
Brand Guidelines. This toolkit has been
created for Ontario’s Highlands Tourism
Organization (OHTO) and all of the
tourism stakeholders in the region who
are interested in positioning the area as
the place to Come Wander.

The Brand Guidelines have been developed
to ensure that applications of the logo

and marketing tactics employed align
with the brand. Please follow the guide
for all applications of the logo and any
advertising or marketing initiatives
related to Ontario’s Highlands and to
determine how businesses can leverage
Come Wander for their own benefit.




THE BRAND

Brand Backstory

In 2016, Ontario’s Highlands went on a journey of self-discovery
to define ourselves and what we stand for as a region.

As a first step of self-discovery, OHTO identified our “ideal
visitor” as the Connected Explorer. The Connected Explorer

is a confident, youthful, optimistic group who want to escape
from the everyday, enjoy the breadth of local customs, routines
and people. They find the best way to relax and reconnect is to
disconnect, slowing their pace and letting each discovery along
the way become an opportunity to stimulate the senses and
nourish the soul. With the definition and understanding of our
ideal visitor established, OHTO engaged in a brand positioning
process intended to create a brand promise for Ontario’s
Highlands that:

Respects the traits, desires and motivators of the Connected
Explorer,

Is based on a connection to a consumer insight,
[s true and authentic to what Ontario’s Highlands offers, and

Provides fuel for OHTO operators to enjoy greater success.
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Careful consideration of the traits, desires and
motivators of OHTO’s ideal visitor led us to explore
the most promising consumer insight on which

to base a new brand position. The rational was
comprehensive.

It needed to resonate strongest with city
dwellers.

It needed to stand on its own, and not require
a profile event, attraction, or destination to
support it.

It needed to be relevant to all the various
forms of engagement that visitors experience
with OHTO operators—on the winding roads,
through the woods, along the waterways, and
strolling through small towns.

And it needed to be an insight that no other
Regional Tourism Organization had embraced,
in order for it to lead OHTO to a unique,
meaningful and unassailable brand position.

The consumer insight chosen was this:

“Sometimes the best way to
reconnect is to disconnect,
slow the pace, and just
wander, letting every new

discovery (events, places,
people) along the way
become its own opportunity
to stimulate the senses and
nourish the soul.”

Ontario’s Highlands Tourism Organization



THE BRAND

Brand Promise

A set of brand personality traits were confirmed
that reflect the desires of the Connected Explorer,
the ambitions of operators in the region, and the
promise of the experiences in Ontario’s Highlands.
This brand personality profile will underpin all
marketing messages and positioning.

“Ontario’s Highlands has a

brand personality that is:

+ curious for new things and experiences
+ confident, youthful and optimistic

+ community oriented

« aleader and influencer of others

+ interested in collecting memories,
not things

- and finally, a storyteller with
authentic stories to tell.”

-




THE BRAND

This fundamental perspective of what fuels the
visitor to find value and interest in Ontario’s
Highlands led to the exploring of various brand
positioning options that not only supported the
consumer insight, but also satisfied the needs

of the visitor and the authentic experience the
brand could deliver. In the end, OHTO chose a
brand position for Ontario’s Highlands that met all
this criteria with high marks and will become the
foundation for all marketing, sales, product and
partnership activities for the forseeable future:

Keywords

Meander Exploration
Anticipate Roam

Off the beaten path Mystic
Unknown Revelation
Authentic Unexpected
Destiny Curious

Forge ahead Mysterious

“Exploring Ontario’s Highlands
with an openness to wander—both
physically and mentally—allows
for a spontaneous unfolding of
events, activities and people
throughout a visit, and delivers a
sense of authentic discovery that
nourishes the soul.”

Govre wender.

Original Cinematic
Soul Reconnect
Optimistic Disconnect
Youthful Dream
Nourishment Trust
Discovery

Memories




LOGO

Come Wander

With its care-free cursive style,

the Come Wander logo aims to
capture the free flowing nature of
wandering. The brushstroke quality
of the lettering evokes a human
touch and reminds the viewer that
there are real people and real stories
behind the invitation to come and
discover the region.

@ usAGE GUIDELINES
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Conre wender.

L Gone wender. (oo TR Gore ‘

LEAVE NEGATIVE SPACE AROUND DON’T SKEW, WARP, DON’T ADD
THE LOGO FOR CLARITY OR ROTATE DROP SHADOW

Corve wender.

CHOOSE A COLOUR WITH
ENOUGH CONTRAST

MIN SIZE, PRINT: 1.5” wide
MIN SIZE, WEB: 120px wide

Ontario’s Highlands Tourism Organization



LOGO

Ontario’s
Highlands

The Ontario’s Highlands logo
continues the free-form brush
stroke style of the Come Wander
logo. The stylized shapes represent
the landscape of the region, through
its golden hills, forests, and water
bodies, and also communicates the
feeling of welcoming, open arms to
the region’s visitors.

ONTARIO’S
HIGHLANDS

e —

@ usAGE GUIDELINES

MIN SIZE, PRINT: 1” wide
MIN SIZE, WEB: 130px wide
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ONTAR

-
O’S

HIGHLANDS

W
ONTAR'O’S
HIGHLANDS

NTARVO’S
HIGHLANDS

LEAVE NEGATIVE SPACE AROUND
THE LOGO FOR CLARITY

ONTAR

HIGHLANDS

NTA
S:G\-\\.A

DON’T SKEW, WARP,

OR ROTATE

ONTA
HIGHLAN

DON’T ADD
DROP SHADOW

CHOOSE A COLOUR WITH
ENOUGH CONTRAST

Ontario’s Highlands Tourism Organization



LOGO

Ontario’s
Highlands
Tourism
Organization

This logo is a reflection of our
connections to our outdoor
environment and the communities
built from those connections, with
blue representing the abundance

of water, green representing our

vast untouched wilderness, brown
representing the land and spectacular
landscapes, and red represents our
communities, built brick by brick
over generations. The “TO” appears
underneath the “OH” of the region’s
name, to signify that the organization
is there to support and uplift the
region in its tourism goals.

@ usAGE GUIDELINES

Pg 10

ORGANIZATION

gH HIGHLANDS

6 TOURISM

OH S1ANR05s OH ﬁysgfiﬁ’és
To Eonggnsrh;nmn TO ORGANIZATION

MIN SIZE, PRINT: 1.2” wide LEAVE NEGATIVE SPACE AROUND
MIN SIZE, WEB: 215px wide THE LOGO FOR CLARITY

-

DON’T SKEW, WARP,

DON’T ADD CHOOSE A COLOUR WITH
DROP SHADOW ENOUGH CONTRAST

Ontario’s Highlands Tourism Organization



IMAGERY

Visual Style

Ontario’s Highlands is best represented by vibrant, colourful images of people actively enjoying the region’s activities and landscapes.
A mix of three categories of images is recommended to capture the full scope of what Ontario’s Highlands has to offer.

Pure Excitement

These images are high-energy, close-cropped,
full of motion, water droplets, dirt, and snow
spray whenever possible. They place the
viewer directly in the experiences alongside
the subjects.

People in the Landscape

These images are taken from further away,
with a bit more negative space. While showing
people enjoying the land or slower-paced
activities, these images also feature the
beautiful scenery of the region.

Local Profiles

These images showcase the people of
Ontario’s Highlands with relaxed, candid
shots of the locals engaged in the activities
they love.

Pg 11 Ontario’s Highlands Tourism Organization



COLOUR

Colour Values

The main brand colour palette
represents natural elements of
the region: rocks, trees, lakes,
fall leaves, and golden fields.

The secondary brand palette
is a selection of brighter tones
of the main palette.

These are specialty colours for
[tineraries, Sustainability Tips
and Insider Tips.
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STONE BARK BROWN FOREST GREEN

HEX  ebe7e3 HEX  3b352d HEX  38461E
RGB 235 /232 /229 RGB 59 /53/45 RGB 56 /69 /33
CMYK 8/8/8/5 CMYK 60 /55 / 65/ 45 CMYK 65/40/75/40
PALEST PALE MEDIUM BROWN LEAF GREEN
HEX F8F7F6 HEX  655A4D HEX  68925D
RGB 246 /246 / 245 RGB 101/90/77 RGB 104 /145 /93
CMYK 4/4/4/4 CMYK 45/45/55/25 CMYK 55/20/65/5
ITINERARY SUSTAINABILITY TIP
HEX F8F3E8 HEX F1F3EA
RGB 242 /234 /216 RGB 241 /243 /234
CMYK 5/5/15/0 CMYK 6/2/10/0

DEEP LAKE

HEX  284f60
RGB 40/79/96
CMYK 80/55/40/25

SKY BLUE

HEX  6B9AAE
RGB 107 /154 /174
CMYK 55/25/20/0

INSIDER TIP

HEX E1EAF2
RGB 225 /234 /242
CMYK 10/4/0/0

MAPLE RED

FIELD GOLD

975936 HEX 988046
151 /89 /53 RGB 152 /128 /70
CMYK 25/65/80/10 CMYK 35/40/80/10

Ontario’s Highlands Tourism Organization



COLOUR

Using Colour

Aside from white and black, these
are some recommended colour
combinations for the Come Wander
logo and background.

The key to using colour is: less is more.
These colours should be thought of as
accents and always paired with a large
amount of white space.
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Corve wender

Covre werder.

é;ﬂ@i dJ fﬁjﬁi ii{{g v

Gonre wander.

Gorre wenider.

Ontario’s Highlands Tourism Organization



FONTS

Fonts

Selima is used for the Come Wander, Come
Wander.ca, and Travel Trade logos only. Its
characters can be difficult to read in headlines
and sentences, so it is not recommended for
those uses.

Readex Pro is used for headlines as well as

tip text, small labels, tags, and maps. Its clean
sans serif look is highly readable at both large
and small sizes, but it is not recommended for
long paragraphs.

When Readex Pro is not available, please use
Helvetica.

P22 Mackinac Pro is used for long paragraphs
of body text. Its slightly vintage serif feeling
is perfect for long form stories and articles.

When P22 Mackinac Pro is not available,
please use Georgia.

Pg 14

ABCDEFGHITKIMNOFPRRSTUVWXY Z
cbedefglbijblmnspgritevwryy

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopgrstuvwxyz

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz

Ontario’s Highlands Tourism Organization
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Label

Readex Pro
Regular

Headline

Readex Pro
Bold

Body

P22 Mackinac Pro
Regular

Pull Quote

P22 Mackinac Pro
Medium

Caption/Tip
Readex Pro
Regular

Using the
Fonts

LOCAL INSPIRATION

Ca rVi n g her Co u rse Here is a use case example of

how to mix and match the font

on the Madawaska: familcs
Stefi Van Wikj

It’s no exaggeration to say that water is in the blood for whitewater paddler,
instructor, and paddle school manager, Stefi Van Wijk. Most days Stefi

looks like she’s coming straight off a paddling trip—which in all likelihood,
she is—complete with the calm that comes from spending the day on the

water, pushing yourself every day to do your very best, and then doing it.

“The river is where I’'m my
best self. It doesn’t care who
I’m pretending to be.”

Insider Tip:
Kayak Rentals can be found at the entrance to the park, but it’s best to call ahead

to make sure you aren’t disappointed, especially in the peak summer season.




RESPONSIBLE TOURISM

Our Responsible
Tourism
Approach

At OHTO, we strive to work
collaboratively with our partners in
tourism to support a responsible tourism
approach that will actively engage our
thriving industry and build a stronger,
resilient future for our communities.

We have three value principles in our
responsible tourism approach we
consider for program development
and decision-marketing: Inclusivity,
Sustainability, and Community
Alignment.

Tips that appear with this word mark
are meant to encourage visitors to
think about the ways they can Wander
Sustainably in Ontario’s Highlands.
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Inclusivity

Supporting diversity,
equity and inclusion.

-

Wander Sustainably

Sustainability Community Alignment

Providing long-term Meeting the needs of visitors,
environmental, socio-cultural while enhancing the quality of
and economic benefits to the life for residents.

community.

{? Haliburton County
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Contact

ONTARIO’S
< Il HIGHLANDS
T O) ISURIsH
ORGANIZATION

Ontario’s Highlands Tourism Organization
PO Box 271

Beachburg, ON

K0J 1C0

1-866-629-OHTO (6486)
info@ohto.ca



