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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  of  i t s  of fer ings . 
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BRAND Platform: 
“That’s WY”

Why v is i t  Wyoming?  The  bre at ht a k ing 
l ands cap es  sp e a k  for  t hems elves .  And our 
camp aig n  br ings  t hem to  l i fe  in  a l l  t he i r 
g lor y.  But  t he  “ That’s  WY ” brand  plat for m 
i s  des ig ne d  to  conne c t  wit h  audiences  on 
a  de ep er  emot iona l  l e ve l .  Grand v i sua l 
s t atements  are  p ai re d  wit h  t houg ht f u l 
phi los ophica l  s t atements  t hat  t ap  into  t he 
minds et  of  t hos e  s e ek ing  our  unique 
brand  exp er ience .  Ever yt h ing  we  do  i s 
me ant  to  capture  t he  “epic  int imac y”  you 
fe e l  w hen you’re  here ,  un le ash ing  your 
unin hibite d  spi r i 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 .
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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: 

That’s WY

Campaign-level  work 
is  f lexible and evolves 

more frequently for 
relevancy

Paid Advert is ing

Questions & Reflections

Content:  Personal Journeys

WY Am I Here?

WY Indeed

WY Not?

WY Now?

Brand:  Wyoming

Brand Value:  Adventure

Brand Benefit :  Wyoming is where you can boldly 

unleash your uninhibited sense of adventure

Our Brand
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BRAND VALUE
ADVENTURE 

DIFFERENTIATED BRAND BENEFIT:
Wyoming  i s  w here  you  c an  b old ly  un le ash 
your  unin hibi te d  spi r i t  of  adventure  in 
a  way  t hat’s  un ique  to  you.  For  s ome, 
adventure  may  me an  t a k ing  t he  k ids 
c amping  in  Ye l lowstone  or  v i s i t ing  a  ro de o 
for  t he  f i r s 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  unt ame d spi r i t  of 
t he  West  and  maj es t i c  natura l  b e auty  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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Creative Expression

The brand va lue  is  expressed by asking the 
quest ion that  of ten leads  to  the  greatest 
adventure :  “Why? ”  The creat ive  wi l l  showcase 
how the  answers  to  count less  var iat ions  of 
this  quest ion can be  found in  Wyoming.

Our Brand

“THAT’S WY” BRAND MANIFESTO:

Why do some see an invitation, where 

others only see desolation?

Why do we venture out not just prepared 

for the unexpected, but excited about 

what it might be?

Why do we measure self worth in vertical 

feet?

Why does the flick of a wrist through 

a glimmer of sun change our entire 

outlook?

Why do we insist that our free time 

actually free us?

Why are we drawn to a place where 

roaming comes with no charges? No 

boundaries. Nothing but raw adventure 

and possibility.

Why does the untamed spirit of the West 

forever find a spot in the souls of all who 

seek it?

Because some things can’t be explained. 

Only experienced.

That’s WY.
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Content & Channel 
integration
DEEPER PERSONAL JOURNEYS 

Wyoming’s  res idents  and  v i s i tors  wi l l  e ach 
answer  t he  quest ion  “Why v i s i t ? ”  in  a 
d i f ferent  way.  A  ver y  p ers ona l  way.  We’ l l 
us e  t he i r  s tor ies  of  adventure  in  Wyoming  to 
br ing  t he  brand  to  l i fe .  Stor ies  fa l l  into  one 
of  four  categor ies : 

WY AM I  HERE?  –  fe atur ing  unique 
p ers ona l  j our ne ys  as  to ld  by  cow b oys , 
ranchers ,  sk i  bums ,  f i sh ing  guides  and  ot her 
unique  charac ters

WY NOT?  –  fe atur ing  l e ss er-k nown lo ca les , 
e vents  and  icons  t hat  g ive  Wyoming  i t s 
adventurous  charac ter 

WY INDEED  –  fe atur ing  t he  s t ate  i cons  as 
to ld  f rom t he  p ersp e c t ive  of  lo ca l s ,  gu ides  or 
v i s i tors  w ho can  prov ide  an  ins ider ’s  lo ok

WY NOW?  –  fe atur ing  t ime-s ens i t ive 
content  l i ke  sp e c ia l  de a l s  and  e vents

02 COMMUNICATION
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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  s e l f -examining 
t 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 .

Best practices

PUNCTUATION
In  ke eping  wit h  our  brand  voice  and 
to  avoid  b e ing  inter pre te d  as  over- t he-
top  or  d i s ingenuous ,  we  avoid  a l l  us es  of 
exc lamat ion  p oints .

BREVITY
L ong  mess ages  tend  to  b e  l e ss  e f fe c t ive .  We 
a lways  a im to  b e  conc is e .

HASHTAG
The  #ThatsWY hasht ag  shou ld  b e  wr it ten  in 
s entence  cas e ,  not  a l l  caps  or  a l l  lowercas e .
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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  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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Brand Mark

The “ That’s  WY” brand mark  should  b e  used 
as  the  pr imar y  Wyoming Tour ism mark.  It  i s 
comprised  of  two vers ions  –  a  hor izonta l  and 
stacked vers ion –  which  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 qur 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 .  17 . )

brand mark & Look
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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

THE 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 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

WY

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
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Incorrect Usage CONT.

DO NOT ADD A DROP 
SHADOW TO THE MARK

DO NOT ADD A GLOW 
TO THE MARK

brand mark & Look
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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  travelw yoming.com

Par tners  must  route  a l l  mater ia ls  with  WOT 
for  approva l  pr ior  to  pr int ing ,  to  ensure 
prop er  usage.

brand mark & Look

THAT’S WY BRAND MARK MUST NOT BE 
A PROMINENT ASSET

TO BE USED IN WEB CONTENT ONLY 
AND MUST CLICK THROUGH TO 
TRAVELWYOMING.COM

BRAND MARK MUST REMAIN SMALLER 
THAN PARTNER LOGO
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Horse/Rider Element

The  “ That’s  WY ” brand  mark  shou ld  b e  us e d 
as  t he  pr imar y  Wyoming  Tour ism mark .  The 
Hors e/R ider  e lement  can  b e  us e d  on ly  w hen 
t he  “ That’s  WY ” brand  mark  i s  a l s o  pres ent 
and  v i sua l ly  prominent .  It  must  remain  at 
l e as t  .5  inches  f rom t he  “ That’s  WY ” brand 
mark .  The  Hors e/R ider  e lement  shou ld  ne ver 
b e  mis t a ken  as  p ar t  of  t he  pr imar y  “ That’s 
WY ” brand  mark .

EXAMPLE USAGE

HORSE/RIDER ELEMENT HORSE/RIDER ELEMENT SPACING

.5 inches

LOREM IPSUM

L orem ipsum dolor  s i t  amet ,  cons e c te tur  ad ipis c ing  e l i t .  S e d  t inc idunt 
augue  ante ,  qu is  p or t a  metus  s o da les  p or t t i tor.  Et iam ut  arc u  s i t 

amet  l ib ero  i ac u l i s  s ag i t t i s  v i t ae  eu  l ac us .  D one c  dui  tur pis ,  l ac in ia 
id  p lacerat  in ,  f ras  ing i l l a  quida  s  e l i t .  Nam hendrda  d f  e r i t  orc i  id 

jus to  maximuds ,  acde  condimentum quam e le i fend.  Nam augue  s apien , 
vu lput ate  quis  hendrer i t  a ,  dapibus  ac  as  as d  daao dio.

brand mark & Look
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WYOMING SCRIPT 
ELEMENT

The  pre fer re d  us e  for  t he  Wyoming  s cr ipt 
e l ement  i s  w it h in  cor p orate  communicat ions . 
C or p orate  emai l  s ig natures  are  t he  on ly 
ins t ance  w here  t he  Wyoming  s cr ipt  e l ement 
can  b e  us e d  on  i t s  own.  In  a l l  ot her 
ins t ances ,  inc luding  cor p orate  l e t terhe ad, 
i t  ne e ds  to  b e  accomp anie d  by  t he  “ That’s 
WY ” brand  mark .  The  s cr ipt  e l ement  shou ld 
b e  us e d  ver y  sp ar ing ly  in  consumer- fac ing 
communicat ions ,  and  on ly  inc lude d  w hen 
t he  “ That’s  WY ” brand  mark  i s  not  su f f i c ient 
for  communicat ing  t he  brand  name.  For 
example ,  b ot h  t he  Wyoming  s cr ipt  e l ement 
and  t he  “ That’s  WY ” brand  mark  may  b e 
ne cess ar y  in  an  inter nat iona l  communicat ion 
w here  “WY ” wou ld  not  t rans late . 

WYOMING SCRIPT ELEMENT

brand mark & Look

5611 High Plains Road Cheyenne, WY 82007 307-777-7777 travelwyoming.com

EXAMPLE CORPORATE LETTERHEAD USAGE EXAMPLE EMAIL SIGNATURE
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International Usage

For internat ional  usage  (with the  except ion 
of  Canada and the  UK),  the  “ That’s  WY” 
brand mark and Wyoming scr ipt  e lement 
should accompany eachother.  The brand mark 
and element  should be  located on the  same 
page or  asset  and the  “ That’s  WY” mark must 
be  presented f i rst  and more prominent ly  than 
the  Wyoming scr ipt  e lement .  

EXAMPLE AD

brand mark & Look

EXAMPLE DIGITAL ADS
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International Usage

For  inst 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.

STACKEDHORIZONTAL

brand mark & Look

EXAMPLE USE
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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 . 

C:15 M:1 Y:8 K:0

R:214 G:234 B:233

HEX: #d6e9e8

PALLETE

C:13 M:7 Y:17 K:0

R:221 G:223 B:210

HEX: #dddfd2

C:16 M:20 Y:25 K:0

R:213 G:196 B:184

HEX: #d4c4b7

C:0 M:8 Y:25 K:0

R:255 G:233 B:196

HEX: #ffe8c4

C:25 M:41 Y:66 K:2

R:190 G:149 B:103

HEX: #bd9466

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

R:189 G:122 B:44

HEX: #bc7a2b

C:40 M:67 Y:99 K:0

R:110 G:69 B:27

HEX: #6e451b

C:80 M:40 Y:43 K:4

R:56 G:119 B:127

HEX: #37767f

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

R:145 G:151 B:116

HEX: #909774

C:34 M:43 Y:53 K:5

R:167 G:139 B:118

HEX: #a78b76

C:13 M:25 Y:60 K:5

R:211 G:178 B:116

HEX: #d2b173

C:33 M:71 Y:85 K:28

R:137 G:77 B:48

HEX: #884c2f

C:45 M:100 Y:100 K:60

R:79 G:4 B:5

HEX: #4e0404

C:28 M:98 Y:100 K:33

R:136 G:28 B:26

HEX: #871b1a

C:18 M:100 Y:100 K:9

R:187 G:32 B:37

HEX: #bb2025
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TYPOGRAPHY

Ros e wo o d STD is  t he  pr imar y  brand  font . 
The  s er i f s  and  s t r uc ture  of  t h i s  font  e ludes 
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

03

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 .
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PHOTOGRAPHY

Photog raphy  i s  ke y  to  captur ing  t he 
at tent ion  and  wa k ing  up  t he  spi r i t  of 
adventure  in  prosp e c t ive  v i s i tors .  It ’s 
d i f ferent  here ,  and  our  photog raphy  s ty le 
shou ld  imme diate ly  conve y  t hat .

To  t hat  end,  photog raphy  shou ld  fe e l 
inspi rat iona l  and  aut hent ic .  There’s  not h i ng 
ar t i f i c i a l  ab out  ou r  s t ate ,  s o  not h ing  we 
capture  shou ld  fe e l  s t age d  or  p os e d.  Tones 
shou ld  b e  war m and natura l ly  v ibrant . 
Where  p oss ib le ,  epic  l ands cap es  shou ld 
inc lude  a  human e lement  to  cre ate  an 
emot iona l  conne c t ion  to  t he  env ironment .

When captur ing  photog raphy,  ke ep  negat ive 
sp ace  in  mind  for  p lacement  of  he ad l ines 
and  copy.

PHOTO EDITING

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

The photography has been split  into two 
categories for usage r ights:  campaign and web.

CAMPAIGN 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.  These  images 
do  not  include  broadcast  r ights . 

Up to  twenty- f ive  of  the  campaign 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 BVK for  approva l .

WEB PHOTOGRAPHY – is  l i censed for 
unl imited  worldwide  use  on the  web and 
in  e lec t ronic  and so c ia l  media  including , 
but  not  l imited  to,  the  WOT website(s) , 
owned,  earned and paid  d ig ita l  media ,  p lus 
cor p orate/PR and t rade  show/convent ion use . 
This  do es  not  include  broadcast  r ights ,  pr int 
or  O OH media .

Up to  one  hundred of  the  or ig ina l  web 
images  are  l i censed for  th ird-par ty  use  under 
the  same terms.

03 brand mark & Look

CAMPAIGN PHOTOGRAPHY WEB PHOTOGRAPHY

LICENSED FOR USE IN:
- PRINT

- OOH

- TRADESHOW/CONVENTION

- CORPORATE/PR

- WEB

- ELECTRONIC AND SOCIAL MEDIA

LICENSED FOR USE IN:
- WEB

- ELECTRONIC AND SOCIAL MEDIA

CATEGORIES AND 
LICENSING

Refer  to  photog raphy  addendum for  image 
categor ies ,  l i cens ing  and  us age  sp e c i f i c s .
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Print Ad examples

03

CLAUSTROPHOBICS, REJOICE.

It ’s  human nature  to  want  a  l i t t l e  p ers ona l  sp ace  to  s t re tch  out , 
bre at he ,  and  explore .  In  Wyoming  you  can  do  i t  over  98 ,000  s quare 

mi les  of  r ug ge d  wi lder ness .  Vast  and  cha l l eng ing .  But  op en  and 
inv it ing .  S o  fe e l  f re e  to,  we l l ,  fe e l  f re e . 

travelwyoming.com // Grand Teton National Park

ROUGHLY SIX RESIDENTS PER SQUARE MILE.

Sur round yours e l f  w it h  t he  r ushing  of  a  s t re am,  t he  bi s on  in  t he 
d is t ance ,  t he  subt le  t i e  of  t he  f ly.  And abs olute ly  not h ing  e l s e . 

E xcept  may b e  a  Ye l lowstone  c utt hro at .  In  Wyoming ,  t he  midd le  of 
now here  b e comes  t he  center  of  e ver y t h ing .

travelwyoming.com // Lamar River, Yellowstone National Park

The air is thinner, the experience richer.

If  adventure  i s  your  oxygen ,  Wyoming  wi l l  ma ke  you  fe e l  more
a l ive  t han  e ver.  Wit h  wor ld- famous  Nat iona l  Parks ,  t hous ands
of  mi les  of  t ra i l s ,  and  bre at ht a k ing  v i s t as  await ing  e ver y  tur n , 

i t ’s  not  jus t  your  pu ls e  t hat  wi l l  b e  e le vate d .

travelwyoming.com // Grand Teton National Park

Four-star accommodations? Try four million.

Fami ly  t ra i l  r ides .  Suns ets  over  t he  Tetons .  Age-old  cow b oy  s tor ies 
to ld  ‘round t he  f i re .  F ind  your  next  adventure  in  Wyoming .  Where 

t he  hote l  shutt l e  i s  a  hors e .  And t he  i ce  machines  are  ca l l e d  g lac iers .

travelwyoming.com // Moran, WY

travelwyoming.com // Grand Teton National Park

The original open concept environment.

There’s  not h ing  t rendy  ab out  putt ing  p e ople  in  sp aces  w here  t he y ’re 
more  conne c te d  to  w hat’s  around t hem.  Not  in  Wyoming ,  any way. 
O ur  t imeless  b luepr int :  vas t  sp aces  f u l l  of  end less  natura l  b e auty 

and  adventure .  What  a  concept . 

brand mark & Look


