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M ging
There are many ways to describe the Dairylands. In order to ensure a
consistent message and give visitors an idea of what to expect in Tillamook, here
are some easy-to-remember phrases to use when talking about the Dairylands.
1. A community built by warm rains, rich soil and good people.

2. Where the dairy family extends beyond the farmer.

3. Tillamook, the pastoral land on the Oregon Coast, is home to some of the best
the West has to offer.

4. Tillamook is dairy heaven, where everyone in the community has their part
in the dairy life.

5. Tillamook is the city that people built around the dairy life and, a century later,
the dairyland continues to thrive.
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Logo Usage Guidelines

The next few pages show some correct and incorrect ways to use the
logos. These apply to both City of Tillamook and The Dairylands logos.

Correct clear space around logo:

XFity ofTillammng;gf

Correct logo usage:

Tilamook Orange

Cityof T illam()ok‘g'

The Dairylands

Black

City of Tillamook‘g'

The Dairylands

Reversed/White

City of Tillamook‘g'

The Dairylands

Reversed/White over a dark color or photo

City of Tillanf;hok?

e Dairylands




Incorrect logo usage:

Do not combine different colors in the same logo

OOkw

The Dairylands

Cityof T

Do not place logo on an angle
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Do not use a drop shadow

Gilyalely

Do not manipulate the logo

& Dairylands

City of THHUIO

Do not change the color of the logo

Do not change the position of the cow

‘E'City of Killamook

The Dairylands

Do not change the size of the cow




The Dairylands

0 City of Tillamook‘g'
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If the height of the cow portion of ° °
the logo is between .625 and .375 m‘ 625" | Clty Of Tlllam()()k |
] D !

inches, the “small" logo The Dairylands
should be used.

.375 inches is the minimum logo w 375"
height allowed. ) ]




Tillamook Orange Black

Primary Typeface: Domaine Display

Domaine Display — Regular
abedefghijklmnopqrstuvwxyz

ABCDEFGHIJKLMNOPQRSTUVWXYZ RGB n
1234567890 '
-

Domaine Display — Medium
abcdefghijklmnopqrstuvwxyz

ABCDEFGHIJKLMNOPQRSTUVWXYZ 12552130 bO t0 80 b0
1234567890

Domaine Display — Bold

abedefghijklmnopqrstuvwxyz W
ABCDEFGHIJKLMNOPQRSTUVWXYZ CMYK

1234567890 g

Secondary Typeface: Century Gothic 0 m60 yl00 kO 0 mO yO k100

Century Gothic — Regular
abcdefghijkimnopqgrstuvwxyz
ABCDEFGHIJKLMNOPQRSTUVWXYZ
1234567890

Century Gothic — Bold Pantone
abcdefghijkimnopqrstuvwxyz

ABCDEFGHIJKLMNOPQRSTUVWXYZ

1234567890

PMS 151C






L.etterhead

City Of Tillam()()k Business Card

Suzanne

Weber
Mayor

Letterhead

210 Laurel Avenue
Tillamook, OR 97141

phone 503-842-2472
C . f T ° ll k fax 503-842-3445
lty O l amOO sweber@tillamookor.gov
The Dairylands
210 Laurel Avenue e Tillamook, OR 97141
phone 503-842-2472 « fax 503-842-3445

City of Tillamook

The Dairylands

Envelope

City of Tillamook

210 Laurel Avenue e Tilamook, OR







Channel Strategy

A brand strategy and identity are more than just a logo. They have substance,
weight. They are a mindset. And they come to life in several different ways.

Our channel strategy addresses how we ensure the right people see the right
message at the right time. It is based on campaign goals where each recommended

channel ties back to a specific objective.

Our goal: Build community pride and get people to linger longer.

Our objective: Get 1 out of every 10 people who visit the creamery to linger
longer in the City of Tillamook.

Community-driven media

Objective: Get local and surrounding communities excited about going
downtown (e.g. go downtown and sign up for tours) and experiencing
Dairy Life.

Channels:

- Pacific NW bloggers - solicit blog and social posts about Tillamook
downtown happenings

- School Newsletters - targeting local parents

- Travel review sites - encourage all local merchants/restaurant owners
in Tillamook to create profiles on top travel review sites for Oregon
residents including: Yelp (reaches 298K Oregon unique users; 141 site
index for Oregon residents) and Trip Advisor (reaches 160K Oregon
unique users; 128 site index for Oregon residents)

-Tillamook website

-Tillamook Creamery Social Channels (post about upcoming events)

Creative thought-starters:
-Stories about local business owners/start-ups
-Promote upcoming festivals/events
“Top things to do in Tillamook
-Updates on new city development
-Life of a Dairy Cow
-Fun facts about Dairy Tech




In-town promotion

Objective: Create deep pride and sense of community

Channels:
-Street signs
-Point of sale within local businesses

-Local business owners promoting local events and festivals
(e.g. “Run-a-Mook” marathon)

-Tillamook Creamery

-Bridges and thoroughfares

Creative thought-starters:
-Brochure (showcase at POS)
-Wayfinding (street sign design)

-Brand book (for local business owners)

-lcons (consider wallscapes painted by local artists depicting Dairy Life)

-Brand chamber building to reflect the brand identity

-Painting the Wilson River Bridge, Highway 6 bridge by Goodspeed Park, and

Trask Bridge orange
-Paint the hydrants orange

Business to business

Objective: Attract entrepreneurs and make them want to start
a business in Tillamook

Channels:

-Career fairs - hosted by local business owners for prospective
entrepreneurs in Tillamook

-LinkedIn Company Page for Tillamook Chamber of Commerce
(link to/from Tillamook website and ask members of the chamber
of commerce to add their current position to their profile)

-Small Business Guide page on Chamber of Commerece site

Creative thought-starters:

-Provide tips on how to start a business in Tillamook

-Speak to benefits and incentives of being a small-business owner
in Tillamook - core value propositions of the City of Tillamook
brand manifesto

-Placement of Cow Crossing signs and fun-facts signs scattered about

-Commissioning quilt murals that carry out the brand theme, briefing local
artists to create public art pieces, hiring local florists to create consistent
floral arrangements on the streets, and designing rotating art exhibits
based on the theme.




Logo applications

Welcome to the
Dairylands




Logo applications

L City of Tillamook  *
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Logo applications

Welcome to
the Dairylands

Welcome to Tillnmoak
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