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Brand - is a known identity of a company, group, product or service initiative in 
terms of what they offer but also the essence of what the entity stands for in terms of 
service and other emotional, non tangible consumer concerns. To brand something is 
when a company or person makes descriptive and evocative communications, subtle 
and overt statements that describe what the company stands for.

Corporate Identity - Combination of color schemes, designs, words, etc., that a 
organization employs to make a visual statement about itself and to communicate its 
business philosophy.

Department Identity - Similar to corporate identity, but specific to a department. 

Tertiary branding - this is considered product or initiative branding. It is a sub brand 
of the larger brand. ie: Apple has a corporate brand and the iPhone is a tertiary brand 
within the Apple brand.

Stakeholder - a party that has an interest in a company and can either affect or be 
affected by the business. The primary stakeholders in a typical corporation are its 
investors, employees, customers and suppliers. Stakeholders are usually identified in 
any strategic planning process. In public relations, stakeholders can also be referred 
to as publics.

*all imagery is this Brand Book are for placement only until a photo library 
is developed within the new brand. The Brand Book will be revised with new 
imagery in future versions.



Storytelling

Branding is used to define purpose and align vision within a 
group and then promote and manage that vision. 

The desire to build a brand for Wheatland County grew out 
the need to market the unique aspects of Wheatland County 
for investment attraction and visitation. Through the journey of 
exploring what makes Wheatland County unique, we reflected 
on our goals, crafted processes to achieve them, and wrote the 
story of our vision and how we planned to get there. There is 
symmetry in the vision of our team dynamic that aligned with 
the same goals of the brand purpose of marketing of the County 
to the world for investment attraction, tourism visitation and 
business development. 

Our department’s vision and beliefs mirror the unique story we 
want to share out into the world for investment, community and 
business development, and to promote to our external markets 
to experience. Infinite possibilities are what we believe we can 
achieve as a team and matches the overall brand promise. 
 
By weaving the Wheatland rural experience within our infinite 
landscapes, we can foster a sense of place that rivals any 
vertical summit, coastline our cultural experience of the world. 
The stories will be that of our people, businesses and cultural 
richness to build a connection to those taking in our narrative. 

Why brand

Our brand will be the storytelling of why we believe in 
the infinite possibilities, potential and uniqueness of this 
place. It is very marketable as long as we believe in our 
story and we tell it with passion. 

Passion blended with place makes the best campfire 
stories. It is why they are memorable and common across 
all cultures. This brand story is based on that premise.



Message alignment and management

Without concise objectives in strategies and messaging, 
results deviate from what is or was intended. A simple, 
rehearsed, and well-designed script is the sign of a good 
brand. Management of that brand story is also necessary, so 
you do not have external forces writing your story for you. 

The tagline “Where there’s room to grow” is an 
impediment currently because external stakeholders 
are managing and promoting the opposite. It was not 
managed and fostered internally.

Why brand
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This chart depicts how 
communication flows out through 
the brand components and 
identified stakeholders and how 
the brand connects with the tools 
for communicating. “the position” 
is the junction of determining the 
communition tool or method and 
then the strategy and stakeholder.

Communication flow



infinite adjective
in·fi·nite|\‘in-f-nt’e e

1:extendingindefinitely:ENDLESS 
 // infinite space

2:immeasurablyorinconceivablygreator 
extensive:INEXHAUSTIBLE 
 // infinite patience

3:subjecttonolimitationorexternaldetermination

4a:extendingbeyond,lyingbeyond,orbeinggreater 
thananypreassignedfinitevaluehoweverlarge 
 // infinite number of positive numbers

b:extendingtoinfinity 
 // infinite plane surface

c:characterizedbyaninfinitenumberof 
elementsorterms 
 // an infinite set 
 // an infinite series

Our vision comes from exisiting in the dominant landscape of 
Wheatland County. It crosses the generations that have built the way of 
life in this place. It is the essence through millennia of the people who 
built foundations of culture and a way of life, balancing the environment 
with survival, yet flourishing in nature’s diversity of our region. 

Pre-determined constraints should be the only things that define one’s 
limits. In Wheatland, the horizon reaches to infinity, and we embrace 
that limit in achieving our goals.

We respect where we come from and learn from those experiences. It is 
a goal to get to the horizon and yet realize the journey is an experience 
in itself. The people we meet, work with and build partnerships are part 
of that journey. 

That is the essence of our brand, our promise and our vision.



Our vision is to create a dedicated team that fosters forward 
movement in Wheatland County. We work to showcase the 
competitive advantage of the County. If we can define
that advantage, we can strive to achieve it as a goal.

The essence of the brand is infinity. If we encounter a challenge or
hurdle, we will work as a team to overcome it.

The vision pushes through into our marketing and communications 
efforts. We promote our community in business development, 
investment and tourism. If we live by the brand promise and share our 
values, it will come through in our promotion of the County.

We are Wheatland County Community and Development Services. We 
are Economic Development, Planning & Safety Codes, Community and 
Protective Services, and Development services.

The commonality is customer service, with services ranging from 
marketing to supporting development, and we provide support 
to ratepayers and visitors. Customer service is the foundation. Our 
stakeholders will experience that common foundation. We strive to 
always improve with the belief and common goal of infinite possibilities.

Each division has goals and objectives to achieve. Like our brand, we will 
always be seeking the horizon and always knowing, like the County’s 
landscapes, there is no limit to infinity.

The vision

The who and why we are



Our promise would be similar to our department mission. If we can 
continually strive to achieve the fundamental goals, we will maintain 
our brand promise. 

We have defined these in our Department Plan of:
- Developing and maintaining strong relationships internally and 

externally;
- Meeting Customer needs;
- Being positioned for organizational success;
- Fostering a culture of public service;
- Sound policies and decisions for sustainability;
- Promoting visitation to the County.

The primary thought we established is knowing why we do what we do. 
We share a similar purpose through the brand promise. As a team, we 
support each other in infinite possibilities and rely on our creativity and 
expertise within the team. Through marketing, we showcase these skills 
to promote our promise. That promise will achieve the results we all seek.

The promise

Defining the positioning of the brand is structured in two channels 
for our messaging cosnisting of direct stakeholder engagement; 
flowing from within the team, to the County staff, to Council, and to 
committees, Boards and external stakeholders. The other channel is 
through tertiary brands and the department identity. 

The tertiary brands (following page) and department identity are 
primarily traditional marketing elements and will connect back to our 
other channels of stakeholders within the team, County and external 
stakeholders.

The position



Sometimes there are initiatives with a hyper-focus. These 
initiatives require a little more detail within the core brand. 
Similar to a particular product brand under a large corporation, 
tertiary brands (sub brands) would exist under this brand. 

Tourism is a primary one with a large amount of marketing 
which has a slightly different tone to engage the stakeholders 
it is trying to entice to and do a call to action we desire.

Over time, new initiatives will develop other 
tertiary brands, and will be designed to speak to 
those targets in economic sectors or stakeholder 
groups.

All of them will still link under the 
core brand.

The tertiary brands



All brands work to align messaging, provide a roadmap and the means 
to communicate a consistent message to all stakeholders. Through a 
marketing strategy and the reach and frequency of a brand message, 
it’s a balance between broadcasting the brand, while managing the 
brand itself to ensure it does not stray from the desired impact. 

Brands are expensive to manage, and when they work and are 
properly maintained, they are a highly effective way to build many 
messages through it while building upon previous strategic efforts. 
Effective brand massaging gets a positive ‘viral’ impact more often 
than not, due to the fact they are by design.

With a mismanaged brand, the effect is the opposite. A not achieved 
or believed brand promise, an intended message gets overtaken by 
stakeholders, and usually in a negative way,

This process of branding is one that needs a strategy to get out to 
stakeholders and it needs to also be fostered and in alignment by 
those who deliver it. 

All outward communication needs to wrap around the brand. It has to 
be believed by everyone who promotes it and through all stakeholder 
groups. A well-designed marketing and communications plan need to be 
at the foundation. It has to be aggressive in the promotion of the brand 
and yet very balanced in taking care of the brand and the brand promise.

Balance

Strategy



The department identity is the bigger 
picture of all the visual and other sensual 
aspects of a brand. 

Elements of the department identity 
are logo design; stationery; marketing 
collateral such as print brochures and 
direct mail; website design, email, social 
media; online, radio, magazine, billboard 
and display advertising; product design 
and packaging; apparel; signage and 
tradeshow graphics. 

The department identity program needs 
to address all these potential impressions 
made by the department, and 
inconsistent or nonexistent application 
of the identity can result in a less that 
optimal brand perception. 

This brand book also contains a style 
and usage information, showing how all 
these elements should be implemented. 
If adhered to, ensures every time the 
department makes an impression on 
the public, the manner, tone, look and 
feel is consistent with the established 
department identity and thereby 
supports the brand.

The department identity

This logo was developed through brainstorming with the 
department and immediate stakeholders and what was identified 
as important to the group about the County and the goals of the 
department.

Wheatland County’s heritage and major drivers in its economic 
and cultural history has been in agricultural routes. The evidence 
in its name. 

The essence of developing brand and the mission of the team is 
growing together. To tell this story visually the imagery of wheat 
blending with a growth chart in both bars and a line chart to 
symbolize this. Beyond that, adding the Wheatland County word 
identifier and taglines of the brand essence of infinite and sense of 
place and potential through possibilities is also part of the logo icon. 

WC is the ‘step-out’ to lend something unique to visual branding. 
The WC shorthand is to add to being unique over any other County 
doing the same activities as the department is here. The want to 
make an imprint, or memory on our stakeholders. 

Being unique is an underlying effort to achieve our goals. We 
see our goals and achievements in a vein of leading. Our efforts 
to achieve sucess is by attracting interest within and outside the 
County. New investment, new processes in our deliverables and 
teamwork in achieving them is a mantra. We seek to make our 
own way and not looking at everything in a template designed 
by others. That is the WC and not in the common thoughts of 
working in “just” a standard “County” philosophy.

In external marketing it a design you highlight our philosophy. 
We expect all external marketing to tell that story. The logo is 
the the grounding of our philosophy.

The logo story



Identity standards are fundamental next to 
the effort of consistent message and tone. 
With many possible mediums to promote 
our message, foundational visual standards 
are critical to ensure that across all media 
we market to our stakeholders effectively.

Within this brand book, we will define uses
of our graphic elements and other imagery
to ensure consistency in our visual 
standards for tone, themes, and alignment 
to our brand promise.

The planned comprehensive visual mediums 
will be a department website, display booth 
elements, investment packages, apparel, 
social media, brochures, workshop materials, 
advertisements and other documentation.

The elements of identity



The website is out primary communications 
portal. It will host all of our created public 
documents for customer service related to:

- investment attraction
- the brand story
- business retention and attraction services 

(Google tools) (webinars for SMB 
marketing - Youtube)

- links to all department social channels 
and social feeds

- department and tourism and business 
events calendar

- a tourism section for itinerary promotion
- economic sector profiles
- County available land data 
- LocalIntel data (statistical data)
- open image library
- business directory (Google API??)
- GIS mapping application links
- ArcGIS tourism tools
- links to County website for Planning docs

*The website design will be completed 
after the determined brand is finalized.

The website



The brand will be promoted using existing 
and emerging social media engaement tools
that provide the best two-way engagement 
with the best reach and frequency with the 
most return on investment. 

Economic development would utilize these the 
most in marketing investment attraction, local 
business engagement and event promotion. 

Tourism marketing would have the most 
far-reaching engagement within pre-
determined target marketing to promote 
the County and visitation to our regions 
tourism operators and support businesses.

Brand awareness tone and messaging are 
critical to adhere to within the social realm. 
All outward communication and engagement 
will follow and promote brand promise.

Support products like Google training and 
workshops to regional business will also 
further leveragesocial media for event 
promotion and department products 
(initiatives) and services.

Social media engagement

Website

Hashtags

Social Channels

https://infinitewc.ca
(primary)

https://infinitelandscapes.ca
https://infinitewheatland.ca
https://infinitewheatlandcounty.ca
(secondary redirects)

#infinitewc
#infinitelandscapeswc
#infinitepossibilitieswc
#landscapeswc
#possibiliteswc
#infinitewheatland

constructed and maintained in-house 
using Wix (with LocalIntel and ARCGIS 
iframes embedded)

at least one primary hashtag will be 
used in all social posts alongs with 
other specific and relevant hashtags 
for additional reach

page name
Infinite WC

subpage under
Wheatland County

ED admin

page name
Infinite WC

subpage under
Wheatland County

ED admin

showcase page
Infinite WC

subpage under
Wheatland County

ED admin

Infinite WC
ED admin

under 
wheatlandcounty.ecdev@gmail.com



Unique to the department within the 
Province, is the working with Google. Like 
social media strategy, Google services are 
a large part of aiding Wheatland County 
business in marketing support through 
Google offerings in the realm of digital 
marketing support. 

Google offers a large suite of services for 
business and Wheatland County Community 
and Development Services. Facilitation of 
services will primarily operate through the 
Economic Development division.

So far the department is the only Google 
Trusted Verifier in Alberta and is now fully 
partnered with “Work with Google” initiative 
to provide workshops, webinars and other 
supports to get businesses utilizing Google 
services for better online presence and 
marketing support.

Google service support will get broader 
over time through training support for 
data analysis and other online education 
technology services through Google’s 
broader initiatives. 

It is part of he foundational support of the 
Economic Development division to support 
business retention and expansion efforts 
into the future. 

These services dial directly into the brand 
promise of “infinite possibilities” and the 
department values the uniqueness of this 
partnership. Google is an innovator and global 
leader of web pressence and promotion and 
the ability to provide a connector to our local 
businesses to Google is of high value to our 
goals of customer service.

Google



Logo use is allowed only in the variations 
displayed to the right. Whenever possible 
the full logo is to be used on a single page 
document design layout. Icons and partials, 
primarily used in multiple page layouts, are 
for visual brand reminders or potentially 
apparel if the smaller full logo elements do 
not work due to technical issues. 

All logo elements are never to be distorted 
in a layout, unless they are used in 
perspective in a photo edit. 

Only this colour palette is to be used for the 
logo across all media:

Tertiary logos, as they develop, with be 
added to this brand book along with 
their colours and uses, in respect with 
department identity.

Logo use and colors 

WHEATLAND  
COUNTY
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full colour
C = 0
M = 10
Y = 95
K = 0

full colour
C = 0
M = 27
Y = 100
K = 0

full colour
C = 85
M = 50
Y = 0
K = 0

full colour
C = 0
M = 0
Y = 0
K = 100

screen
R = 255
G = 222
B = 23

screen
R = 254
G = 190
B = 16

screen
R = 27
G = 117
B = 188

screen
R = 0
G = 0
B = 0

spot
Pantone 102C

spot
Pantone 1235C

spot
Pantone 660C

spot
Pantone BlackC



Font faces are standardized for use 
in the department identity. There are 
fonts allocated for headings, titles and 
copywriting for both digital and printed 
formats. 

Generally, the copy fonts are all sans-serif 
except long-printed documents, where it 
may be easier to read a serif font in copy. 

Do not use serif for headings, sub-headings 
or titling at any time.

Typography guidelinesHeadings, sub-headings and titling

Copy

For long printed copy only

For website copy only if copy fonts are not supported

Ubuntu
Medium
ABCDEFGHIJKLMNOPQRSTUVWXYZ 
abcdefghijklmnopqrstuvwxyz  1234567890
;:’ ‘ <>{}!@#$%^&*()-+=

Myanmar Text
Regular
ABCDEFGHIJKLMNOPQRSTUVWXYZ 
abcdefghijklmnopqrstuvwxyz  1234567890
;:’ ‘ <>{}!@#$%^&*()-+=

Cormorant
Regular
ABCDEFGHIJKLMNOPQRSTUVWXYZ 
abcdefghijklmnopqrstuvwxyz  1234567890
;:’ ‘ <>{}!@#$%^&*()-+=

Myanmar Text
Bold
ABCDEFGHIJKLMNOPQRSTUVWXYZ 
abcdefghijklmnopqrstuvwxyz  1234567890
;:’ ‘ <>{}!@#$%^&*()-+=

Calibri
Bold
ABCDEFGHIJKLMNOPQRSTUVWXYZ 
abcdefghijklmnopqrstuvwxyz  1234567890
;:’ ‘ <>{}!@#$%^&*()-+=

Calibri
Regular
ABCDEFGHIJKLMNOPQRSTUVWXYZ 
abcdefghijklmnopqrstuvwxyz  1234567890
;:’ ‘ <>{}!@#$%^&*()-+=

Cormorant
Bold
ABCDEFGHIJKLMNOPQRSTUVWXYZ 
abcdefghijklmnopqrstuvwxyz  1234567890
;:’ ‘ <>{}!@#$%^&*()-+=

Ubuntu
Bold
ABCDEFGHIJKLMNOPQRSTUVWXYZ 
abcdefghijklmnopqrstuvwxyz  1234567890
;:’ ‘ <>{}!@#$%^&*()-+=

Ubuntu
Bold
ABCDEFGHIJKLMNOPQRSTUVWXYZ 
abcdefghijklmnopqrstuvwxyz  1234567890
;:’ ‘ <>{}!@#$%^&*()-+=

Ubuntu
Light
ABCDEFGHIJKLMNOPQRSTUVWXYZ 
abcdefghijklmnopqrstuvwxyz1234567890
;:’‘<>{}!@#$%^&*()-+=

Ubuntu
Light Italic
ABCDEFGHIJKLMNOPQRSTUVWXYZ 
abcdefghijklmnopqrstuvwxyz  1234567890
;:’ ‘ <>{}!@#$%^&*()-+=

Ubuntu
Regular
ABCDEFGHIJKLMNOPQRSTUVWXYZ 
abcdefghijklmnopqrstuvwxyz  1234567890
;:’ ‘ <>{}!@#$%^&*()-+=

Ubuntu
Italic
ABCDEFGHIJKLMNOPQRSTUVWXYZ 
abcdefghijklmnopqrstuvwxyz  1234567890
;:’ ‘ <>{}!@#$%^&*()-+=

Ubuntu
Medium Italic
ABCDEFGHIJKLMNOPQRSTUVWXYZ 
abcdefghijklmnopqrstuvwxyz  1234567890
;:’ ‘ <>{}!@#$%^&*()-+=



It should always be kept in mind the highlights within the brand statement/
promise (infinite landscapes, infinite possibilities) and the Department Plan: 
- Developing and maintaining strong relationships internally and externally;
- Meeting Customer needs;
- Being positioned for organizational success;
- Fostering a culture of public service;
- Sound policies and decisions for sustainability;
- Promoting visitation to the County.

Tone with the stakeholder group should align primarily to the brand 
promise, while maintaining the parameters of the Department Plan. There is 
freedom to enhance within a Division, within the department, when technical 
communication is required or the opposite in tourism that more explore 
quotient variables are in play, but it should always be with the mindset of 
positivity, professionalism and seeking solutions with infinite possibilities. 

Relating to imagery, visuals that tell stories or explain a thought process, 
such as a flowchart, should be used wherever possible. Maintaining the 
department identity rules is critical such as logo and font usage. Keep in 
mind that we are always marketing the brand. 

Photography is as important as writing, and a picture is worth a thousand 
words. When using or capturing photos keep the branding in mind. 
Photography that does not align with branding weakens the brand when it 
is used to communicate our designed messaging. 

Tone and imagery



Apparel and giveaway items are a practical 
use within a marketing and communications 
strategy. They allow the logoed item to 
reside with billboarded ambassadors of 
the brand. With an ambassador program, a 
requirement of the economic development 
strategy and tradeshows and meetings 
a part of many staff, Council and the 
Economic Development Board, these items 
will advertise the brand identity on an 
ongoing basis. These items can be used in 
silent auctions with stakeholders to further 
market the brand as well.

Apparel and logo items
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