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Montana Brand Book: The Ultimate Guide to Building a Consistent Brand
ldentity

In today’s crowded marketplace, a strong brand identity is more than just a logo or a catchy tagline. It's the

cohesive visual and verbal language that tells your audience who you are, what you stand for, and why they should
care. For companies that want to create a lasting impression, a Montana brand book—or brand style guide—acts
as the blueprint for every piece of content, product, and interaction. This comprehensive guide will walk you through
why a brand book matters, what it should contain, how to craft one for the Montana market, and how to keep it alive
and relevant over time.
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Why Every Montana Business Needs a Brand Book

Montana’s economy is diverse—ranging from agriculture and tourism to technology and renewable energy. Despite
this variety, businesses in the state share a common need: to stand out in a market where authenticity and local
pride are highly valued. A brand book provides a set of clear, actionable guidelines that help teams—designers,
marketers, salespeople, and partners—communicate consistently across all touchpoints.

Here are the top reasons why a Montana brand book is essential:

1. Consistency Builds Trust — Consistent use of logos, colors, and messaging fosters recognition and reliability.
2. Efficient Onboarding — New employees and contractors can quickly learn how to represent the brand.
3. Protects Brand Equity — Clear rules prevent misuse that could dilute or damage the brand.
. Speeds Up Decision Making —When guidelines are in place, approvals are faster because designers know
exactly what’s allowed.
5. Scalability Across Channels — A single source of truth ensures brand integrity from billboards to social media.
6. Supports Partnerships — Co branding and sponsorships become smoother when both parties reference the
same standards.

N

Key Components of a Montana Brand Book

While every brand book is unique, most successful guides share a core set of sections. Below is a high level outline



that you can adapt to your business’s needs.

1. Brand Overview

Introduce the brand’s purpose, vision, mission, core values, and personality. This section sets the tone for
everything that follows.

2.Logo System

Show the primary logo, variations, clear space rules, and incorrect usage examples. Include file formats and
recommended resolution.

3. Color Palette

List primary, secondary, and accent colors with CMYK, RGB, HEX, and Pantone values. Provide guidelines for
usage ratios and contrast.

4.Typography

Specify typefaces for headings, body, and display text. Include fallback fonts, weights, and usage guidelines.

5. Imagery Style

Define photography, illustration, iconography, and graphic elements. Include examples and do and don't lists.

6.\Voice & Tone

Describe the brand’s verbal personality and how it should adapt across contexts (e.g., formal, friendly, adventurous).

7. Messaging Framework

Provide key messages, tagline variations, and positioning statements that resonate with Montana’s unique
audience.

8. Digital Guidelines

Cover web design, social media, email templates, and digital advertising. Include responsive layout rules and
accessibility standards.

9. Print & Physical Guidelines

Detail business card layout, stationery, packaging, and signage. Provide dieline files and material specifications.

10. Legal & Usage

Include trademark notices, copyright information, and licensing terms. Add a FAQ for common brand usage
questions.

11. Resources & Templates

Attach downloadable assets, editable templates, and a list of approved vendors or agencies.

Visual Identity: Colors, Typography, and Imagery

The visual side of a brand book is what people notice first. For Montana businesses, visual identity should evoke
the state’s rugged landscapes, natural beauty, and community spirit while remaining modern and adaptable.

Color Palette

Montana’s landscapes inspire a palette that balances earth tones with vibrant accents.

e Primary Colors



Mountain Blue — #0A3D62 (Pantone 5425 C)
e Prairie Green — #3D9970 (Pantone 7487 C)

¢ Sunset Orange — #FF6F61 (Pantone 1515 C)
e Sky Gray — #B0B0BO0 (Pantone Cool Gray 9 C)

e River Teal — #1E9CAS8 (Pantone 7475 C)
e Rock Brown — #8B5A2B (Pantone 7511 C)

Use the primary colors for most branding elements, secondary colors for supporting accents, and accent colors

sparingly for calls to action or highlights.

Typography
Choosing typefaces that reflect both professionalism and the rugged authenticity of Montana is crucial.

e Primary Typeface — “Montana Sans”

Weights: Regular, Medium, Bold
» Use for headings, subheadings, and body text on digital platforms.

« Weights: Regular, Italic, Bold
e Use for pull quotes, headlines on print materials, and formal documents.

« Arial, Helvetica, and Times New Roman for web and print where custom fonts aren’t available.
Maintain consistent line spacing, kerning, and paragraph styles to preserve readability across mediums.
Imagery Style

Montana imagery should capture the state’s iconic elements: open skies, wildlife, rugged terrain, and friendly faces.
Here’s how to keep it cohesive:

¢ Photography

Use high resolution images that showcase natural light and authentic moments.
¢ Prefer candid shots over staged poses.
« Include diverse representation of people, including Indigenous cultures, farmers, and outdoor enthusiasts.

e Opt for line art or flat design that echoes the simplicity of Montana’s landscapes.
¢ Use icons that represent common activities: hiking, fishing, farming, and renewable energy.

« Apply a subtle watermark or logo overlay to protect images when used in marketing.
Keep the logo placement consistent (e.g., bottom right corner).

Verbal Identity: Tone, Voice, and Messaging

Words are as powerful as visuals. A Montana brand’s voice should feel approachable, knowledgeable, and rooted
in local pride while remaining forward looking.

Brand Voice
¢ Authentic — Speak honestly and transparently.
« Inspirational — Encourage adventure and community.
* Expert — Demonstrate depth of knowledge in your industry.



Tone Variations
Adjust tone based on context:
¢ Social Media — Casual, friendly, with a touch of humor.
e Corporate Communications — Formal, concise, and data driven.
« Marketing Copy — Persuasive, benefit focused, and storytelling.
Messaging Framework
Develop a set of core messages that align with your brand pillars.
e Core Promise — “Quality, Reliability, and Montana Spirit.”
» Value Proposition — “We deliver products/services that empower Montana’s communities and protect its

natural resources.”
e Tagline Variations

“Rooted in Montana, Growing for Tomorrow.”
¢ “From the Rockies to Your Doorstep.”

Digital Assets: Web, Social, and Email

Montana brands must adapt to digital channels while preserving their core identity. The brand book should provide
detailed specifications for each platform.

Website Guidelines

* Responsive grid layout with 12 columns.

» Use primary colors for navigation and secondary colors for content blocks.

e Typography: Montana Sans for headings, Ridge Serif for body text on desktop; Montana Sans for mobile.
» Accessibility: Contrast ratio "e 4.5:1, alt text for all images.

Social Media Guidelines

Each platform has unique dimensions and best practices.
e Facebook & Instagram
Profile picture: Primary logo (square).

e Cover image: Landscape photo with tagline overlay.
Post templates: Use brand colors, consistent font hierarchy.

¢ Banner: Professional photo of team or product with tagline.
Content: Focus on industry insights, local events, and community impact.

« Profile image: Simplified logo.
¢ Header: Mountain silhouette with brand tagline.
* Tweet format: Short, engaging, use relevant hashtags (#Montana, #LocalBusiness).

Email Templates

Provide a set of email layouts for newsletters, promotions, and transactional emails.
e Header: Logo + navigation links.
¢ Body: Two column layout for product highlights.

* Footer: Contact information, social links, and unsubscribe option.
e Typography: Montana Sans (body) and Ridge Serif (headers).



e Color: Primary brand colors for buttons, secondary for background.

Print Assets: Brochures, Business Cards, and Packaging

Print remains a powerful way to connect with local audiences. The brand book should include dieline files, paper
stock recommendations, and finishing options.

Business Card

e Front: Logo, name, title, contact info, and QR code linking to website.
e Back: Tagline or a short quote.

e Paper: 300 /gsm matte finish.

e Bleed: 3/mm on all sides.

Brochure

e Tri fold layout with high resolution images and concise copy.
e Paper: 200 /gsm glossy for the front cover, matte for inner pages.
¢ Binding: Saddle stitch or perfect binding depending on volume.

Packaging
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