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Friends of the Columbia Gorge shall vigorously protect the scenic, natural, cultural, and  
recreational resources of the Columbia River Gorge. We fulfill this mission by ensuring strict  
implementation of the Columbia River Gorge National Scenic Area Act and other laws protecting 
the region of the Columbia River Gorge; promoting responsible stewardship of Gorge land,  
air, and waters; encouraging public ownership of sensitive areas; educating the public about  
the unique natural values of the Columbia River Gorge and the importance of preserving those 
values; and working with groups and individuals to accomplish mutual preservation goals.

Mission Statement

Brand History
Friends of the Columbia Gorge Brand Book

1980 Friends of the Columbia Gorge founded.

1986 Friends’ intensive lobbying with numerous conservation 
 groups leads to passage of the Columbia River Gorge 
 National Scenic Area Act.

1997  Friends works with the Fair Deal Committee, a Gorge  
 landowner group, to secure $8 million in federal funding  
 to purchase scenic and sensitive lands.

2005 Friends establishes the Friends of the Columbia Gorge   
 Land Trust.

2009 Friends of the Columbia Gorge Land Trust raises $4.2   
 million for the Campaign for Cape Horn, to secure two  
 rim-view properties to allow public access and recreation   
 at Cape Horn

2010 Friends and allies block the proposed shipment of   
 150,000 tons of garbage annually from Hawaii through   
 the Gorge to a landfill in Klickitat County.

2011 Friends launches Gorge Towns to Trails, a long-term  
 vision for a comprehensive trail system linking Gorge  
 communities to recreation.

2012 Friends officially establishes itself in Washington,  
 opening an office in Washougal. 

2013 Friends of the Columbia Gorge Land Trust creates a  
 public trail and overlook on its Mosier Plateau property 
 connecting to the town of Mosier’s Pocket Park.

Timeline of accomplishments

Brand History



Project objectives

Target Audience

What do we stand for?

Stakeholders

Brand Brief
We are rebranding Friends of the Columbia 
Gorge to unify and legitimize the efforts  
the organization is making to protect the scenic 
Columbia Gorge for generations to come. 

Our target audience consists on the  
community members of the Columbia Gorge, 
Clarkson County, and Portland Oregon. 

Friends of the Columbia gorge stands for 
protecting the natural, cultural, scenic and  
recreational resources of the Columbia Gorge. 

• Board/Staff

• Long-time members & activists

• Short-time members & activists

• People who have engaged with us 

 but are not members. 

Project Phases
Phase 1: The first stage of the project consisted 
of research about what our organization 
stands for. We went back to the basics to find 
inspiration for our rebrand. We noted that  
our organizations prides itself on protecting the 
natural beauty of the Columbia Gorge. Another 
key aspect of our organization is providing  
opportunities for community members and visitors 
to the region to learn and explore this unique 
geographical location. 

Phase 2: After gathering pertinent information 
about our organization It was time to develop 
the new brand. We wanted to create a identity 
for the organization that is identifiable across  
the Columbia Gorge. Positioning ourselves as 
a protector of the land we live on. We wanted 
to create a strong yet approachable identity 
that will communicate that we are a force to 
be reckoned with. 

Phase 3: The final phase of this project is the 
implementation of the new brand. To ensure 
brand consistency this book will be a guide for  
creating materials and collateral that will display 
the name Friends of the Columbia Gorge. 
These guidelines are meant to be adhered to 
but allow for flexibility of the brand.

Friends of the Columbia Gorge Brand Book Brand Brief
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The new logo is inspired by the Columbia 
Gorge region and the work that the organization 
has done to protect it. The angled portions  
of the “F” are reminiscent of directional hiking 
signage that a hiker may encounter in the region. 

The bold and sturdy stacking of the wordmark 
depicts the presence and power that the  
organization has in the region. Together these 
come together to create the lockup that will  
be used on all materials that are associated 
with the organization. 

Friends of the Columbia Gorge Brand Book Logo



Proper usage of the logo includes the lockup 
on a white background if using pantone 
341U. If the logo is on the green background 
the lockup must appear in white. When  
using the Lockup over the photo the color can 
vary between white and green depending  
on what will be more visible on the photo. 

Minimum size of the logo lockup has been  
set one inch to ensure that the lockup is always 
visible and never too small to read. 

The horizontal lockup was created to allow for 
versatility within the brand. This lockup should 
be placed on materials that have a strong 
horizontal layout where it does not feel natural 
to use the vertical lockup. Clear space equal  
to the distance between the wordmark and “F” 
should be given around the logo to allow  
the logo to stand freely on the page. The word 
Columbia Should always be equal in height  
to the cross bar of the “F” to ensure proper seizing 
ratios between the two elements of the logo. 

The vertical lockup was created to be applied 
to vertically oriented materials. Clear space 
equal to the distance between the wordmark 
and “F” should be given around the logo to 
allow the logo to stand freely on the page.  
To verify proper sizing between the two elements 
of the vertical lockup the height of the word 
friends should be equal to the width of the “F”

Improper usage of the logo includes making 
the logo any other color then Pantone 341U or 
white, Placing an image or texutre within  
the lockup and placing the lockup on top of 
any color other then Pantone 341U or white. 
Also the lockup should not be rotated ever. 
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Futura LT Heavy
Aa Bb Cc Dd Ee Ff Gg Hh Ii Jj Kk Ll Mm Nn 
Oo Pp Qq Rr Ss Tt Uu Vv Ww Xx Yy Zz

Futura LT Regular
Aa Bb Cc Dd Ee Ff Gg Hh Ii Jj Kk Ll Mm Nn 
Oo Pp Qq Rr Ss Tt Uu Vv Ww Xx Yy Zz

Futura LT Light
Aa Bb Cc Dd Ee Ff Gg Hh Ii Jj Kk Ll Mm Nn 
Oo Pp Qq Rr Ss Tt Uu Vv Ww Xx Yy Zz

Futura LT Condensed Light
Aa Bb Cc Dd Ee Ff Gg Hh Ii Jj Kk Ll Mm Nn Oo 
Pp Qq Rr Ss Tt Uu Vv Ww Xx Yy Zz

Typography

Futura LT Heavy

Aa Bb Cc Dd Ee Ff Gg Hh Ii Jj Kk Ll Mm Nn 
Oo Pp Qq Rr Ss Tt Uu Vv Ww Xx Yy Zz

The typography that has been chosen to  
represent the brand is used both in the logo 
and as the primary font for large bodies  
of text. Futura LT has been chosen because of 
its variety of weights that allow for variation  
in hierarchy without a change in visual language. 
The logo consists of Futura LT Condensed 
ExtraBold and Futura LT Condensed. These 
condensed weights of Futura are only to be 
used in the logo lockup.

Futura LT CondensedLight should be used to 
create hierarchy for headers. This font should 
never be used for body copy and should  
only be at 25pt or higher. 

The rest of the font family can be used  
interchangeably but keeping in mind that hierarchy 
can be achieved by contrasting font size  
and weight. 

Friends of the Columbia Gorge Brand Book Typography



Color Palette

Pantone 341 U

C:  80
M: 33
Y: 66
K: 16

The color Palette for Friends of the Columbia 
Gorge consists of the primary green along 
with black and white. The green was chosen 
to represent the Columbia Gorge Region, from 
the flowing Columbia river to the rich foliage 
that flanks its banks. This single color allows 
for a wide range of tints to be used to  
develop a flexible and cost efficient brand. 
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Photography
Photography can be a driving force behind  
the message of a piece. Photography used 
to represent Friends of the Columbia Gorge 
should tell a story. If a person is the subject of 
the photograph It should give a sense of  
adventure and capture the moment of exploration. 

Photographs should have an underlying  
narrative that compliments the content it is  
being paired with. If a person is not the  
subject of the photograph it should then  
capture the natural beauty of the Columbia 
River Gorge and highlight some of the  
unique geographical locations of the gorge.

Friends of the Columbia Gorge Brand Book Color Palette + Photography



Business Card
The business card features a simple design to 
display pertinent information in an easy to 
read format. The front of the card displays the 
logo lockup and an indication of which  
office the employee works at and the role that 
office plays in the organization. 

Letterhead
Along with the business card, the letterhead 
follows the same simple design that show-
cases the logo, and contact information of the 
organization. 

Friends of the Columbia Gorge Brand Book Business Card + Letterhead



Website
The website redesign is focused around the 
user. Creating a simpler navigation through 
the different content on the website. This will 
reduce the time that the viewer is spending 
searching for the content they desire and 
improve overall satisfaction while using the 
website. Visually the new site carries the  
same professional yet approachable feel that 
the rest of the brand conveys. 

Newsletter
Creating a new look for the quarterly newsletter 
was done to further unify all materials that  
bear the name Friends of the Columbia Gorge. 
Along with the rest of the collateral the main 
focus was to simplify and create a cohesive 
look that will be recognized quicly as  
coming from our organization. 

Friends of the Columbia Gorge Brand Book Website + Newsletter



Credits
Photos in order of appearance
Untitled - beartales.me
Columbia Gorge waterfall - bp.blogspot.com
Columbia River highway - traveloregon.com
Onenota Gorge - oregon.com
Multanomah Falls - multanomahfallslodge.com
Columbia River Gorge - traveloregon.com
Coyote Wall - coldwellbanker.com
Hiking - nationalgeographic.com
Walking Boots - shutterstock.com

Collateral mockup in order of appearance
Business Card - cufonfonts.com
Letterhead - cufonfonts.com
Website - uniofreebies.esy.es
Newsletter - behance.net

Writting and Design: Henry Becker




