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manifesto. defining our brand.

identity, whether of a person or a place, springs from history. just as a tree 
begins below the ground and slowly spreads its roots in opposing directions, 
identity becomes stronger with time. 

willamette valley is consciously rooted in the land that it springs from. upon 
westward expansion of this vast country, the climate and greenery inspired 
settlers to call this area “the promised land” and some proclaimed it “the land 
of milk and honey.” with good reason. ice age flood conditions deposited 
thick, fertile soil and nestled it between the oregon coast range, the cascade 
range, and the calapooya mountains. 

but to call this land fertile would be an anemic simplification. it is a gener-
ous land, where people can appreciate its bounty with the same genuineness 
and verve that created each sought-after bottle of wine, each novel culinary 
creation. this scenic, mountainous land warrants itself to innovation, and 
fearless hands-on care truly does make it a “promised land.” it is a discerning 
land that promises to welcome those who come, nurture those who stay, and 
demand the respect that willamette valley’s ongoing story vindicates daily. 

the willamette valley is oregon wine country. the world-class wine, culinary 
repute, and restorative outdoor possibilities make it unrivaled by competition. 
here, organic is refined, as wines and goods are created with respectful and 
intentional hands. our intimate, harmonious communities, rich in character 
and culture, produce and provide idiosyncratic experiences exclusive to the 
willamette valley. within this approachable land, there’s a plethora of out-
door excursions, rejuvenating getaways, and family entertainment; all nestled 
among openhanded scenic beauty.  

this is an experiential place where you can taste wine alongside its creator 
and eat a meal that sprang from the soil on which you stand. willamette valley 
is confidently rooted in its own land, its own history, its own good fortune. 
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brand essence. defining our brand.

destination: willamette valley
tagline: oregon wine country

personality:
willamette valley is…
terrior-driven (rooted in the land, organic, earthy, the land of milk & honey, 
the promise land)
lush (sensory experience of the land - green, vegetative, rich, bountiful, scenic, 
fragrant, delectable)
passionate (there is a story behind everything) 
proudly un-pretentious (approachable, welcoming, warm, genuine)
innovative & hands-on (gutsy, original, humbly confident, fearless)

positioning:
willamette valley is….
(category) the premier oregon wine country travel destination
(promise) that promises an organic yet refined wine + culinary + restorative + 
outdoor excursion
(target market) sought after by educated and savvy experience pioneers ages 
30+
…that is unrivaled by the competition…
(reason to believe) because of its intimate, harmonious communities, rich  
in both character and culture, providing world class wines enhanced by  
abundant outdoor activities, enticing epicurean adventures, relaxing  
get-aways and family entertainment; all nestled among bountiful scenic beauty. 

voice:
willamette valley is….
informative (knowledgeable, provides useful information)
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the identity. defining our brand.

a strong but simple mark that is unique only to the willamette valley--the  
initials as 3 clusters of grapes.

specific components:
•  grapes – the well-known agriculture/grapes that is rooted in the land which 

is represented with the wv initials
• top of wine barrel with 31 wine staves – authenticity and genuine
•  color palette – a lush, rich and regal purple with an intense splash of fresh, 

vibrant and organic green
• typography- approachable and fun with a bit of strength and structure.
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logo usage. defining our brand.
above is the willamette valley identity lockup. it is the cornerstone of the 
brand and should be used correctly in all circumstances. use these guidelines 
to help us ensure that our brand is strong, seamless and memorable.
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barrel logo. vertical.

BARREL IDENTITY LOCKUP

1” (25.4 MM)  
MINIMUM SIZE 

IDENTITY LOCKUP

This configuration is the prima-
ry Identity Lockup. The identity 
has been carefully constructed 
and refined. It should not be 
altered in any way.

SIZING
Don not make the Identity 
Lockup smaller than 3/4” (19.05 
MM) wide.

AREA OF ISOLATION

X

X

X

X X

The Identity should always have 
a generous amount of clear 
space around it. The minimum 
space around the logo is equal 
to one fourth the width of 
the circle. Nothing should fall 
within this area and the Lockup 
should have at least this much 
space from the edge of the 
page.

X= one fourth the height



Like the Identity Lockup, the 
Secondary Mark should always 
have a generous amount of 
clear space around it. The mini-
mum space around the logo is 
equal to the width and height 
of one of the tiles. Nothing 
should fall within this area and 
the Lockup should have at least 
this much space from the edge 
of the page.
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barrel logo. horizontal.

BARREL IDENTITY LOCKUP

This configuration is the Sec-
ondary Mark. The Secondary 
Mark appears in the Identity 
Lockup, however it may appear 
alone in certain situations.

SIZING
Don not make the Secondary 
Mark smaller than 1/2” (12.7 
MM) wide.

AREA OF ISOLATION

1/2” (12.7 MM)  
MINIMUM SIZE 

SECONDARY MARK

X

X=one fourth the height

X

X

X

X

X



Like the Identity Lockup, the 
Secondary Mark should always 
have a generous amount of 
clear space around it. The mini-
mum space around the logo is 
equal to the width and height 
of one of the tiles. Nothing 
should fall within this area and 
the Lockup should have at least 
this much space from the edge 
of the page.
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grapes logo. vertical.

BARREL IDENTITY LOCKUP

This configuration is the Sec-
ondary Mark. The Secondary 
Mark appears in the Identity 
Lockup, however it may appear 
alone in certain situations.

SIZING
Don not make the Secondary 
Mark smaller than 1/2” (12.7 
MM) wide.

AREA OF ISOLATION

1/2” (12.7 MM)  
MINIMUM SIZE 

SECONDARY MARK

X

X=one fourth the height X

X

X X

X



Like the Identity Lockup, the 
Secondary Mark should always 
have a generous amount of 
clear space around it. The mini-
mum space around the logo is 
equal to the width and height 
of one of the tiles. Nothing 
should fall within this area and 
the Lockup should have at least 
this much space from the edge 
of the page.
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grapes logo. horizontal.

BARREL IDENTITY LOCKUP

This configuration is the Sec-
ondary Mark. The Secondary 
Mark appears in the Identity 
Lockup, however it may appear 
alone in certain situations.

SIZING
Don not make the Secondary 
Mark smaller than 1/2” (12.7 
MM) wide.

AREA OF ISOLATION

1/2” (12.7 MM)  
MINIMUM SIZE 

SECONDARY MARK

X=one fourth the height

XX

X

X

X
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color palette. defining our brand.
whenever possible the identity lockup should appear in color, utilizing either 
four-color process inks or the designated pantone ink equivalents. formulas 
for the appropriate colors can be found above. 

above is the willamette valley oregon wine country color palette to be used 
when producing collateral matierials. the colors of the wvva brand identity 
have been established and should not be altered in any way. 

when possible it is preferable to use the above pms colors. if necessary in 
print please use the above cmyk formulas and for screen applications use the 
rgb formulas. any questions regarding the use and application of this color  
palette should be directed toward the marketing and communications team.

LOGO GREEN 

LOGO PURPLE 3

LOGO PURPLE 2

LOGO PURPLE 1

DO NOT change 
the colors of the 
Identity Lockup.

WHITE BLACK LOGO PURPLE 1

PMS 518C AND U

CMYK 65.82.46.42

RGB 77.47.71

LOGO PURPLE 2

PMS 5145C AND U

CMYK 40.58.26.2

RGB 158.118.145

LOGO PURPLE 3 

PMS 7437C AND U

CMYK 16.34.1.0

RGB 209.178.207

LOGO GREEN 

PMS 377C AND U

CMYK 58.22.100.4

RGB 121.155.62
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color usage. reversed out.
all logos may be reversed out of a single color or an image. DO NOT change the 
tiles to any other color.
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typography. defining our brand.
the primary typefaces to be used in all wvva communications are neutra text 
and lobster two. three weights within the type family neutra text are available 
for use. these include light, book and demi. two weights within lobster two are 
available for use. these include regular and bold. 

TYPEFACES - NEUTRA TEXT

ABCDEFGHIJKLMNOPQRSTUVWXYZ

abcdefgh i jklmnopqrstuvwxyz

123 456789@$%*  ( 1 2 3 456789)

A B C D E F G H I J K L M N O P Q R ST U V WXYZ

a b c d e f g h i j k l m n o p q r st u v wxyz

1 2 3 4 5 6789 @ $ % *  ( 1 2 3 4 5 6789)

A B C D E F G H I J K L M N O P Q R ST U V WXYZ

a b c d e f g h i j k l m n o p q r st u v w xyz

1 2 3 4 5 6789 @ $ % *  ( 1 2 3 4 5 6789)

NEUTRA TEXT LIGHT SC

NEUTRA TEXT BOOK SC

NEUTRA TEXT DEMI SC

every city and town – and every highway and byway – in the  

willamette valley has a story to tell. from brand new vineyards  

to farms going back generations, there are always new areas to  

explore throughout the region. find out more about what each  

distinct area has to offer, including attractions, lodging, events 

and trip ideas. 

SAMPLE TEXT
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typography. defining our brand.

TYPEFACES - LOBSTER TWO

A B C D E F G H I J KL M N O P Q R S T U V W XY Z
a b c d e f g h i j k l m n o p q r s t u v w x y z
1 2 3 4 5 6 7 8 9 @ $ % *  ( 1 2 3 4 5 6 7 8 9)

A B C D E F G H I J KL M N O P Q R ST U V W XY Z
a b c d e f g h i j k l m n o p q r s t u v w x y z
1 2 3 4 5 6 7 8 9 @ $ % *  ( 1 2 3 4 5 6 7 8 9)

Lobster  Two Regular

Lobster Two  Bold

Every city and town – and every highway and byway – in the  
Willamette Valley has a story to tell. From brand new vineyards  
to farms going back generations, there are always new areas to  
explore throughout the region. Find out more about what each  
distinct area has to offer, including attractions, lodging, events  
and trip ideas. 

SAMPLE TEXT



PORTRAIT PHOTOGRAPHY
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photography. defining our brand.
photography needs to evoke the nature of this area by focusing on the wine+ 
concept. textures, nature, adventure, people, food and drink are the types of 
images used in the wvva brand. 

oregonwinecountry.org | 866.548.5018

grab a glass. we’ll open a bottle.
a wine and food experience. straight from the hands that made it.

oregon. we love dreamers.

THE ATTRIBUTES

enjoying

optimistic

natural

 clear 

simple

inviting

real people 

in real situations

wine+



EXAMPLE AD

PAGE 16

advertising. defining our brand.
the advertising for the wvva needs to be consistent. using brand defined  
imagery in a simple clean layout as shown above. 

oregonwinecountry.org | 866.548.5018

grab a glass. we’ll open a bottle.
a wine and food experience. straight from the hands that made it.

oregon. we love dreamers.


