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The Snohomish County Tourism Bureau wants to partner with you to promote 
tourism to our area.  We want you to join us in a coordinated effort to establish a look 
and identity for Snohomish County.  The purpose of the Snohomish County Tourism 
Bureau Brand Standard and Style Guide is to encourage a cooperative effort to 
promote Snohomish County and to be consistent with that usage in an effort to create 
highly recognizable marketing design directed to potential visitors.
  
We’ve created the following standards to help you communicate the brand promise in 
a visual way.    Why graphic design standards?  It’s simple, really.  By establishing and 
utilizing a uniform graphic presentation, we can work together to present the many 
attractions and communities in our county in a consistent, coordinated way, and in 
doing so, build far greater Snohomish County ‘brand awareness’ in the minds of 
prospective visitors.  By maintaining design consistency across all communications, 
we will differentiate our county and its offerings from the competition and look more 
professional in the process.  These brand standards provide the base for that 
consistent messaging from which your own community or organization can 
customize to incorporate your own branding.  Think of a choir – all singing the same 
song but with a different musical range….Sopranos and altos singing together to 
make harmony.

HOW TO USE THIS PUBLICATION
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What is a destination brand for Snohomish County?

Our destination brand creates an image at the mention of Snohomish County’s name.

The brand and image for Snohomish County appeals to visitors of all types – every-
thing that can help Snohomish County and all of its tourism entities and communities 
achieve their full potential.

A brand for Snohomish County is not a campaign theme, tag line, or slogan. It’s an 
expression of a compelling, unique experience that all of Snohomish County offers. 
It exists as a message or promise that is seen and heard through multiple channels of 
communication.

Our destination brand reflects an experience throughout our community and our 
ability to deliver on the promise of that experience.

Why is destination branding important?

The Snohomish County Tourism Bureau conducted extensive research to refine the 
destination’s brand and determine the best way to communicate that brand to 
potential visitors. Proactive communities brand themselves to be distinctive and to be 
destinations of choice for visitors of all kinds.  The new destination brand is one of the 
strategies included in the 2010 Snohomish County Strategic Tourism Plan, supported 
by the Snohomish County Office of Economic Development and passed by county 
council in 2011.

The purpose of a Snohomish County tourism brand results in:

	 •	 A	shared	brand	identity	for	the	future	of	the	community	among	residents,	
  businesses, government and community groups

	 •	 A	consistent	and	compelling	theme	and	a	focused	message	to	create	interest	in		 	
  Snohomish County as a destination for visitors of all kinds

	 •	 Brand	infrastructure	and	brand	tools	for	everyone	to	use	with	a	consistent	look,	feel		
  and message that preserves identities and missions that are unique

DESTINATION BRANDING
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Qualities of a successful destination brand:

 1.  Total buy-in. Community leaders and stakeholders from throughout Snohomish   
  County must believe in the brand.

 2.  It’s not about advertising. A distinctive, one-of-a-kind destination brand wins the   
  hearts and minds of people. Brands are more than names, symbols or slogans.   
  Our brand is about the Snohomish County visitor experience.

 3.  A set of principles. The branding process established a set of values and principles  
  to guide the use of the Snohomish County brand.

 4. Stand out to stand apart. Snohomish County’s destination brand is based on a set   
  of attributes and factors that distinguish the community from its competitors. 

 5. Brand evangelists are critical. Everyone in Snohomish County must be an 
          evangelist for the brand. It will take a team to ensure that messages about 
  Snohomish County are aligned with the brand promise. 

 6. Consistency. We must stay true to the course by policing the messages as each   
  organization, business or person conveys the brand. 

 7. Live the promise. A destination brand is a pact with visitors and business. 
  A successful brand keeps its commitment and delivers on its promise. 

DESTINATION BRANDING CONTINUED
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Snohomish County Tourism Destination Brand Implementation
includes:

	 •	 A	new	website	and	content	strategy	

	 •	 A	new	website	featuring	responsive	design	to	accommodate	all	mobile	platforms,		 	
  state-of-the-art design and tools launched May 2013

	 •	 Online	media	plan	

	 •	 Branding	integration	workshops	for	key	stake	holders	

	 •	 Graphic	design	standards	for	uniformity	in	messaging

During implementation and beyond, all players will be exposed to and trained in the 
finely tuned beliefs, behaviors and ways of a destination brand. Total commitment and 
support are critical. All levels of government, hospitality, economic development, and 
community service are brand spokespersons.

BRAND IMPLEMENTATION
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After 22 points of research, key strategic insights were unveiled and are the basis for 
the brand which is funneled into a single sentence, the brand platform. The brand 
platform is used as a filter for the formation of creative concepts and implementation 
initiatives. All communications, actions and product development should connect to 
the essence of this relevant and defining statement. 

OUR BRAND POSITION

“Open Up” is the key branding tagline, which is paired with the many activities and 
attractions Snohomish County has to offer visitors.  

The brand platform serves as a guide for the positioning of the Snohomish County 
brand. From this statement, a creative concept is born; a concept that aligns creative 
treatments of the brand in a variety of communication mediums and action ideas. 

The creative concept is based on the approved brand platform positioning 
Snohomish County as the place where Seattle gets outside and opportunities open up. 
Unlike Seattle, Snohomish County provides quick access to the great outdoors. 

Target Audience:  For those wanting to explore and pursue,
    (extreme recreation, a great buy, a big casino win)

Frame of Reference: between Seattle and Canada along I-5 and barely  
    contained by Puget Sound and the Cascades,

Point-of-Difference: Snohomish County is where Seattle gets outside  
    (escapes, gets outdoors, where Seattle meets the  
    outdoors, go out socially, go out shopping, get  
    outside of yourself )

Benefit:   and opportunities open up.
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Not only is Snohomish County the hub of outdoor recreation in Northwest 
Washington, it’s also the place where visitors can escape, get outside themselves and 
their everyday lives to explore their own passions and pursuits. “Open Up” provides 
flexibility for the many communities that call Snohomish County home. It serves as the 
umbrella that covers a wide range of attractions, activities and communities. 

The visual executions of the brand, imagery, graphics and language reinforce the idea 
of how Snohomish County allows visitors to “Open Up.” Because Snohomish County is 
a mixture of rural and urban communities and pursuits, a strictly typographic logo was 
selected to draw attention to the destination as a whole, instead of just one element. 
The font resembles a hand-drawn script that warmly invites visitors to experience the 
county’s splendor. By positioning the strapline underneath the destination name and 
keeping it uncontained, visitors are drawn to the possibilities of how they can “Open 
Up” in Snohomish County. The color palette is filled with earth tones that embrace the 
natural assets that are abundant in the region.

OUR BRAND POSITION CONTINUED
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BRAND NARRATIVE
The following Brand Narrative takes the foundation of the brand platform and 
breathes life into it through an artistic interpretation of language. Its purpose is to help 
residents and consumers connect and embrace the emotional story of the brand to 
their own lives. It represents inspiring language meant to describe Snohomish 
County’s assets as they relate to our new brand and to garner excitement among 
brand drivers, brand partners, and community stakeholders. 

The Brand Narrative is critical to successful integration of the brand for a number of 
reasons: 

	 •	 It	can	literally	and	figuratively	serve	as	a	guide	for	users	who	are	working	to
  integrate brand tone and language into their own marketing and communications 

	 •	 It	helps	maintain	consistency	of	tone	and	message	amongst	all	users	thus	
  preserving the integrity of the brand 

	 •	 It	provides	language	that	users	can	replicate	verbatim	in	their	own	
  communications when applicable

Because of the inherent value in brand narratives, we recommend wide distribution of 
the copy . . . typically in tandem with the logo. Using both the strategic brand platform 
and the brand narrative together as a touch point for each new project or policy 
initiated. In other words, “Does this idea support and further what makes us special?” 

The Snohomish County Brand Narrative:
When was the last time you threw a few things into the car and did something strictly for you? 
When was the last time you were totally open to life . . . to discovery… and to the absolute 
enjoyment of every minute of every day?

Welcome to Snohomish County, Washington. Located just 30 minutes up the road from 
Greater Seattle, it’s a unique treasure trove of diverse opportunity that’s waiting to be 
discovered. Artfully bordered by the cool waters of Puget Sound, the crisp call of the Cascades 
and your own curiosity, this wide-open, inviting place can truly make you feel different from 
the moment you arrive.
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BRAND NARRATIVE CONTINUED

That’s because few places in the world have as much to offer as Snohomish County. It all starts 
with a multitude of parks and attractions perfectly suited to families. From the Imagine 
Children’s Museum to hot air balloon rides, to our numerous parks or even the Family Fun 
Center in Edmonds, there’s plenty to do for families and groups of all sizes.

And no trip to Snohomish County is complete without taking the time to discover our great 
outdoors. Whether it’s breathtaking views from Mount Pilchuck, white water rafting on the 
Skykomish River, leisurely floats down the Snohomish River for Bald Eagle viewing or exciting 
encounters with animals from kangaroos to whales, there’s exciting outdoor adventure for 
everyone.

There are also lots of opportunities for those who want to learn as part of life’s adventure. Get 
inspired in the expansive aviation center at the Future of Flight and Boeing Tour where flight 
innovation is on full display as you experience firsthand the innovation that is the 787 Dream-
liner. Or dig deep into America’s aviation history as you explore the Historic Flight Restoration 
Center or Paul G. Allen’s Flying Heritage Collection of classic American warbirds. And don’t 
forget our many opportunities to explore wineries, breweries, farms and unique looks back at 
history at places like the Mukilteo lighthouse.

But adventure out-of-doors is only part of what we have to offer. That’s because few places 
let you pursue so much of what you’re looking for – in such a laid-back way. You’ll find your-
self open to savings and discovery with outstanding mainstream shopping in Lynnwood and 
unique shops open for exploration in Everett, Mukilteo, Edmonds and more. The indoor fun 
and excitement continues at Tulalip Casino or Angel of the Winds where you can try your luck 
at everything from black jack to roulette and more.

Snohomish County is a one-of-a-kind destination where sand in your floor mats and dust on 
the dash of your car aren’t so much a bad thing as they are a badge of honor. A unique 
collection of communities where the thrill of discovery can sometimes be matched by the thrill 
of a great buy. Where the sound of wildlife mixes with the sound of….well, the Sound. And the 
local red wines are best when paired with adventure. Best of all, Snohomish County isn’t just a 
once in a lifetime opportunity… because it doesn’t take a lifetime to get here.

So whatever you’re up for – whether camping or canoeing, kayaking or casinos, shopping or 
restaurants, aviation or the arts—we invite you to open up . . . to life, to adventure, and to 
discovery.

Snohomish County. Open Up. 
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The brand vocabulary provides a common language that reinforces brand attributes 
and brand positioning for use in communications materials, press releases, interviews, 
presentations and general conversation among regional officials, brand partners, area 
businesses and internal/external audiences. 

Creatively, these words set the balanced tone of the brand: 

BRAND VOCABULARY

Discover/Discovery
Treasure Trove
Opportunity
Curiosity
Wide Open
Inviting
Family-friendly
Outdoors
Outside
Breathtaking views
Leisure
Breath
Exhale
Expanse/Expansive/Expand
Boundless
Limitless
Rhythmic
Encounter
Exciting/Excitement
Adventure
Get Lost
Sprawling
Experience
Explore/Exploration
Out-of-doors

Cool
Crisp
Green
Natural
Pure
Brilliant
Dramatic
Thrilling/Thrill
Fresh
Freedom
Dare
Traverse
Uncover
Journey
Venture
Quest
Wonder
Passion
Inspiration
Unwind
Let Go
Tranquil
Contrast
Pursue
Laid-back
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The Snohomish County, Washington logo is the face of our brand and a key element of 
our brand identity. Consistent use of the mark is essential to maintaining our identity 
and gaining instant recognition across all marketing channels and media.

The position, size, color, spacial and proportional relationships of the mark have been 
carefully determined and may not be altered.

LOGO USAGE

FULL COLOR VERSION WITH TAGLINE
The logo may be represented in full color 
using either spot color or 4 color process 
printing techniques.

ONE COLOR VERSION WITH TAGLINE
The logo may be represented in a single color 
using PMS 137, PMS 370, PMS 376, PMS 484, 
PMS 547, or black in either spot color or 4 color 
process printing techniques. 

REVERSED WITH TAGLINE
The logo may be reversed out of a dark back-
ground but should be printed on white when-
ever possible.
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The color palette for Snohomish County is well balanced. The bold colors assert them-
selves and serve as a call to action – inviting visitors to Open Up. The natural, earth 
tones convey an open feeling to possibilities. There is an approachable comfort to 
these strong colors, just like the community of Snohomish County.

LOGO COLOR PALETTE

PMS 547
C/97 M/42 Y/36 K/43

R/72 G/90 B/106

PMS 484
C/8 M/92 Y/100 K/33

R/163 G/62 B/46

PMS 370
C/50 M/3 Y/97 K/20
R/117 G/146 B/88

PMS 376
C/48 M/0 Y/95 K/4
R/132 G/175 B/91

PMS 137
C/0 M/29 Y/84 K/0
R/242 G/173 B/95

This color palette was developed with the psychology of color in mind. Colors can 
connote certain qualities and characteristics.

	 •	 Blue	represents	peace,	loyalty,	productivity,	intellect,	confidence,	and	integrity

	 •	Green	connotes	wisdom,	growth,	harmony,	hope,	and	relaxation

	 •	Deep	reds	and	maroon	suggests	success,	prosperity,	refinement,	adventure,		 	 	
  courage, energy, and risk 

	 •	 The	entire	palette	is	reminiscent	of	the	natural	elements	found	in	Snohomish		 	
  County (lush, green grass; sunshine; blue sky; and tranquil waters)

	 •	 The	colors	are	bold,	but	not	too	bright.	They’re	indicative	of	the	County’s		 	 	
  laid-back atmosphere. 
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The consistent use of typography is important to the presentation of Snohomish 
County’s brand. The following typeface families should be used on all Snohomish 
County Tourism Bureau materials and is encouraged for use by other tourism busi-
nesses, organizations and communities in Snohomish County in marketing materials.

Headlines

TradeGothic is an important part of the  Snohomish County Tourism Bureau brand. It’s 
bold, confident and playful appearance is important to the overall brand story. This 
typeface should be used for designing headlines and other display purposes.

TYOPOGRAPHY

Supporting Typeface

The supporting typeface, for use in advertising, marketing, and as the text typeface for 
internal communications, is Myriad Pro.

Myriad Pro may be used throughout Snohomish County Tourism Bureau marketing 
materials and corporate communications. The typeface offers a variety of weights as 
well as italic styles, which are available as alternatives for subheads or other uses in 
complex documents.
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To preserve the integrity of the Snohomish County Tourism Bureau mark, never alter 
the approved configuration, substitute elements or deviate from the guidelines 
discussed in this document. The examples below demonstrate misuses of the 
Snohomish County Tourism Bureau mark.

UNACCEPTABLE LOGO APPLICATION
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DO NOT alter the logo for any other 
unapproved entity.

DO NOT add, delete, substitute or adjust 
any element of the logo.

DO NOT change the proportions of the logo.

DO NOT screen the logo or use behind  text.

Lorem ipsum dolor sit amet, consectetur 

adipiscing elit. Nunc eu sem ac orci 

accumsan placerat. Maecenas vulputate 

velit quis turpis auctor ac elementum 

purus pellentesque. Praesent auctor 

tincidunt vestibulum. Suspendisse 

blandit dignissim cursus.

SKATEBOARD PARK
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Photo Credit: Airial Balloon Company
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The following guideline demonstrates the proper usage of Snohomish County brand 
standards for partner brochures. The example below illustrates the proper usage on 
the front cover of a 4”x 9” Rack Card style brochure. For other brochure sizes, please 
extrapolate the dimensions.

PARTNER BROCHURE GUIDELINE

REQUIRED ELEMENT
Cover Header bar:  Reversed Snohomish 
County logo (without tagline) on one of the 
approved colors from our color palette: PMS 
547U, PMS 484U, PMS 370U, PMS 376U or 
PMS 137U.

SUGGESTED ELEMENT
Brochure Title:  For best results, place 
brochure title under header bar.

REQUIRED ELEMENT
Cover Footer bar:  Reversed Snohomish 
County contact information including website 
address and 1-800 phone number on one of 
the approved colors from our color palette: 
PMS 547U, PMS 484U, PMS 370U, PMS 376U or 
PMS 137U.

Brochure Title

Brochure
Cover

Content

9”

4”

.75”

.5”
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The example below illustrates the proper usage on the back cover of a 4”x 9” Rack Card 
style brochure. For other brochure sizes, please extrapolate the dimensions.

PARTNER BROCHURE GUIDELINE CONTINUED
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REQUIRED ELEMENT
Back Cover Footer bar:  Reversed Snohomish 
County logo (with tagline), contact information, 
and tax statement on one of the approved 
colors from our color palette: PMS 547U, PMS 
484U, PMS 370U, PMS 376U or PMS 137U. Brochure

Back Cover
Content 9”

4”

1.5”
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The diagram below demonstrates the proper usage of Snohomish County brand 
standards for partner print advertising. The examples illustrate the proper usage on a 
variety of typical ad sizes. For specific design templates, please see the SCTB Graphic 
Design Assets files.

PARTNER ADVERTISING - PRINT
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REQUIRED ELEMENTS
Both the header and footer 
bars are required elements.

Typical 1/3 page
Horizontal Ad

(4.625” x 4.875”)

Typical
1/3 page

Vertical Ad
(2.25” x 10”)

Typical
1/6 page

Vertical Ad
(2.25” x 4.875”)

Typical Full page Ad
(4.625” x 4.875”)

Typical 1/2 page Vertical Ad
(4.625” x 7.25”)

Typical 1/2 page Horizontal Ad
(4.625” x 7.25”)

Partner
Ad Content

Partner
Ad Content

Partner Ad Content

Partner
Ad

Content
Partner

Ad
Content

Partner
Ad Content
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The diagram below demonstrates the proper usage of Snohomish County brand 
standards for partner online advertising. The examples illustrates the proper usage on 
a variety of typical ad sizes. For specific design templates, please see the SCTB Graphic 
Design Assets files.

PARTNER ADVERTISING - ONLINE
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REQUIRED ELEMENTS
Both the header and footer 
bars are required elements.

Partner
Ad Content

Partner
Ad Content

Partner Ad Content

Content Well - 300px x 250px

Tower - 300px x 600px

Leaderboard - 728px x 90px
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PARTNER - PROMOTIONAL ITEMS
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Integration of the brand into promotional items and three-dimensional products helps 
the tourism brand get off the page, onto the street and into people’s hearts, minds and 
souls.  Following are a few brand action ideas designed to get your creative juices flowing!

Hotels:

	 •	 Include	branded	tent	cards	in	rooms	that	feature	“Open	Up”	adventures	for	the	
  coming quarter 

	 •	 Stock	hotel	rooms	minibars	with	“Open	Up	to	Local”	items	including	wine,	beer,		 	
  water and snack items 

	 •	 Brand	mints	for	pillows	“Open	Up	to	Fresh”	

	 •	 Brand	wake	up	calls	with,	“Good	morning.	Open	up	to	a	great	new	day”	

Casinos: 

	 •	 Promote	casinos	with	“Open	up	to	winning”	messaging	

	 •	 Brand	cards	and	poker	chips

Bars/Wineries:

 •	Hold	a	contest	to	create	drinks	based	on	the	Snohomish	County	brand	featuring		 	
  different ways you can Open Up. For example, the “Open Up-a-rita” or the
   “Sno-Ho-Tini”. Select a winning drink and feature it on your website. Include 
  recipes for all entries on your site and on your menus. Other drink ideas include a 
  “Risk Taker” (a tequila-based drink with jalapenos), “Re’wined” (sangria) or an 
  “Airborne” (a drink topped with egg-white foam, resembling clouds). 

	 •	At	tables	and	on	bars	use	local	wines	to	support	wine	toppers	that	promote	the		 	
  breadth of activities in the region

	 •	Host	“Open	Up”	Brewery/Winery	tours.	Provide	a	branded	pint/wine	glass	to	
  participants on the tour
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	 •	 Host	a	craft	beer	week	where	restaurants	that	feature	microbrews	pair	beers	with		 	
  multiple courses

	 •	 Sponsor	a	corking	fee	campaign	where	guests	are	allowed	to	bring	their	own	wine		 	
  and open it up

Jewelers:

	 •	 Design	a	colorful	charm	bracelet	with	charms	for	each	of	the	major	attractions	in		 	
  Snohomish County, each of the communities and the County logo

Campgrounds:

	 •	 Sling	branded	hammocks	between	trees	to	invite	total	relaxation	

Restaurants:

	 •	 Encourage	chefs	to	identify	menu	items	made	with	locally	grown	ingredients	
  (advancing agritourism)

	 •	 Ask	chefs	to	create	an	“Open	Up”	dish	designed	to	help	diners	enjoy	new	tastes	with		
  local ingredients. An “Open Up to Taste” logo can be used to identify these special   
  offerings. 

	 •	 Host	a	Snohomish	County	restaurant	week	that	encourages	chefs	to	create	items		 	
  for adventurous eaters. Encourage chefs to use local ingredients and pair with local   
  wines and beers. 

Museums:

 •	 Create	an	“Open	Up”	or	“Open	your	Imagination”	exhibit.	Children	could	learn	about		
  salmon that travel up stream, aviation, mountain ranges in the area, etc. 

	 •	 Utilize		co-branded	pole	banners	for	parking	lots	

PARTNER - PROMOTIONAL ITEMS CONTINUED
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Below are some examples of branded and co-branded signage, store window decals, 
equipment and merchandise.

PARTNER - PROMOTIONAL ITEMS CONTINUED
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PARTNER - PROMOTIONAL ITEMS CONTINUED



SNOHOMISH COUNTY TOURISM BUREAU3.10   GRAPHIC BRAND STANDARD & STYLE GUIDE

These graphic elements serve as the backbone for Snohomish County’s brand.  Every 
idea in the Style Guide – from logos to vocabulary to design elements – represents 
suggestions for how to put Snohomish County’s tourism brand to work creatively; a 
blueprint for the creative rendering of our tourism brand.

Our goal – and yours – is to make sure that our brand is reflected in the events, ideas, 
products, policy, environment and attitudes of Snohomish County . . . not just our logo 
or tag line.

Using these suggested simple directional’s, the color palette and overall graphic feel 
can be used by a broad spectrum of businesses and organizations in a wide variety of 
situations.  Here are the map elements:

PARTNER - MAPS

Possesion
Sound

Whidbey
Island

Monroe

Sultan

Oso

Startup

Index
Gold Bar

Bothell

522

527

203

526

Everett

Attractions Index
Attraction One
Attraction Two
Attraction Three
Attraction Four

Attraction Five
Attraction Six
Attraction Seven
Attraction Eight

9

9

9

Snohomish

Stanwood

2

2

2

Arlington

Darrington

Tulalip

Lake Stevens

Granite Falls

99

99

Mountlake
Terrace

530

Lynnwood

Edmonds

Mukilteo

Mill Creek

Marysville

532

525

92

92

104

5

5

5

1

1

2

2

3

3

4

4

5

5

6

6

7

7

8

8

525

Vancouver BC

Seattle

Always Include:
• Attraction index box

• Blue circles indicating area
attractions

• Stylized North arrow (the top of
the map is always North)

• Snohomish County logo indicating 
Snohomish County

• Green circles indicating cities (or 
similar low contrasting color)

• Indicate important roads and 
waterways

Where Appropriate 
Include:
• Snohomish County borders

• Include city location or arrows 
indicating Vancouver BC to the 
North and Seattle to the South

• Major transportation corridors 
including I-5, I-405, Highway 2 and 
State Highway 9
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The following guidelines will serve to establish an auditory identity for Snohomish 
County through consistent use of sound or music across all brand audio touchpoints. 

Audio Touchpoints:

	 •	 Telephone

	 •	 Radio

	 •	 TV

	 •	 Announcements	(in-store	or	at	attraction)

	 •	 Music	or	ambient	noise	(in-store	or	at	attraction)

	 •	 Web	sites

	 •	 Podcasts	

	 •	 Social	media	(Facebook,	Vine,	Youtube,	Instagram)

	 •	 Training	videos		

	 •	 Events	(conferences,	seminars,	meetings)

	 •	 Sports	tournaments

Recommended Snohomish County Audio Attributes

The auditory brand attributes defined in this guide reinforce brand position for Sno-
homish County. Like the Snohomish County narrative, stakeholders should be encour-
aged to use all or some of the suggested attributes when describing the destination or 
the relationship of the destination to an organization, event or business using an audio 
touchpoint.  Audio branding is emotional, helps convey the story of the Snohomish 
County brand and can even serve to overcome language barriers. 

Voice

The brand voice for Snohomish County should serve as a call to action to visitors invit-
ing them to open up to the great outdoors and to life. Incorporate words and phrases 
from the brand narrative and brand vocabulary to inspire travelers to visit.

SNOHOMISH COUNTY’S AUDIO BRAND
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Considerations for selecting voice talent, according to the re search conducted during 
the branding process, a woman in her thirties may be ideal. Tone should be upbeat, 
bold and daring because this woman lives a very active lifestyle. She should not have a 
regional accent because she is highly educated, cultured and affluent.

Music

Consistently utilizing the same music style and instrumentation across assets and cam-
paigns will help build the Snohomish County brand in the minds of consumers. 

Consider featuring music from local artists. Music should communicate the freedom of 
the outdoors and the excitement associated with your destination. Considerations for 
searching for music to associate with the Snohomish County Brand:  According to con-
sumer research, Snohomish County visitors are most likely to listen to classical music.
Therefore, instrumental music with a classical influence may have the most impact on 
target markets.  

Sounds

Sounds can also be used to create familiarity in the minds of consumers. The tagline, 
Open Up, invites brand partners to feature the noise associated with opening an ob-
ject in an audio touchpoint.  Examples include: 

	 •	 Opening	doors	

	 •	 Popping	open	a	beer	can/bottle

	 •	 Uncorking	wine

	 •	 Popping	open	champagne	

	 •	 Opening	a	jewelry	box	(music	plays)

	 •	 Opening	windows	

	 •	 Opening	an	envelope	or	box	

	 •	 Opening	a	can	of	tennis	balls	

SNOHOMISH COUNTY’S AUDIO BRAND CONTINUED
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The Snohomish County Tourism Bureau on behalf of the community, its stakeholders, 
and branding partners contracted with North Star Destination Strategies to determine 
the county’s true, unique and relevant brand position to help the area stand out in 
the marketplace. North Star conducted extensive research to identify how Snohomish 
County is currently perceived by visitors, residents and stakeholders – and how the 
area can be positioned to stand out among competing destinations.
 
A comprehensive branding program has been designed to effectively heighten aware-
ness of Snohomish County and attract more future visitors. We now have a consistent 
and compelling theme and a focused message to help us persuade visitors that 
Snohomish County should be their next vacation destination.
 
To access the more than fifteen pieces of quantitative and qualitative research used to 
identify what differentiates Snohomish County from its neighbors and competitors, 
visit - http://www.snohomish.org/news-information/tourism-research-and-data

CONSUMER RESEARCH
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Amy Spain
Executive Director
Snohomish County Tourism Bureau

1133 – 164 Street SW, Suite 204
Lynnwood, WA   98087

(425) 348-5802, extension 11

(888) 338-0976

amy@snohomish.org  

www.snohomish.org  

Facebook - http://www.facebook.com/SnoCoTourism

Twitter - https://twitter.com/SnoCoTourism

Pinterest - http://pinterest.com/snocotourism/

Youtube - http://www.youtube.com/channel/UCfH6lpdTLlOx5CnFlZIECkA

CONTACT US



Snohomish County Tourism Bureau 
1133 164th Street SW, Suite 204, Lynnwood, WA  98087-9318

425.348.5802   888.338.0976

OPEN UPTO DESTINATION BRANDING


