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In order for us to effectively convey and express the
spirit of RMA, we need to build a brand that makes —
and leaves — an impression in the cluttered visual
landscape of today.

Establishing a solid foundation will allow the brand
to expand and strengthen, which will add value in all
areas of the business. In this guide, we’re giving you
tools and resources that will help us tell the powerful
and engaging stories of the properties and people
we represent. Because it’s not just about ranch
properties and land, it’s about selling a lifestyle.

This document establishes a strong visual and 
tonal foundation that inspires, communicates 
clearly, and resonates with our mission.

We want to take the existing brand — that you
have worked hard to establish — and build it a solid
foundation that will help bring RMA into the future,
without losing sight of its storied past.
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These guidelines describe the visual and verbal elements that
represent RMA’s corporate identity. This includes our name, logo
and other elements such as color, type and graphics. Sending a
consistent and controlled message of who we are is essential
to presenting a strong, unified image of our company. These
guidelines reflect RMA´s commitment to quality, consistency
and style. The RMA brand, including the logo, name, colors and
identifying elements, are valuable company assets. Each of us is
responsible for protecting the company’s interests by preventing
unauthorized or incorrect use of the RMA name, logo marks and
brand elements.
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01.
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WORDS TO CONSIDER:

Integrity
Authenticity
Expertise
Authority
Knowledge
Focus
Hard work
Experience
Excellence
Quality
Prominence
Aspiration
Leader
Seasoned
Sophisticated
Heritage
Premium
Western
Innovation
Trailblazing
Visionary
Individuality
Independent

Honesty
Trustworthy
Integrity
Trust
Insider
Peer
Straightforward
Down-to-earth
Friendship
Relationship
Passion
Compassion
Niche
Luxury
Specialty
Ranch
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LET’S WORK ON THIS BASED ON SOME OF THESE EXERCISES.

IDENTITY
Who are we?
Cowboys at heart, Ranchers and businessmen in life.

CLIENTS

Who are our clients?
Wealth Americans with an appreciation for the Western lifestyle
and the heritage of the American West.

PRACTICE/POINT OF DIFFERENTIATION
Help clients find unique properties where they can 
live the life of ranchers.

REASON TO BELIEVE

Why do clients choose RMA over other frms?
Because RMA brokers live the life of ranchers, offering 
an authentic inside perspective of the Western lifestyle, 
and knowledge of the land and the business.

POSITIONING STATEMENT TEMPLATE:

RMA is the [insert identity statement], providing
[insert client profle] with [insert practice/point of differentiation]
because [insert reason to believe].

RMA is the leading ranch brokerage, providing wealthy Americans
with access to the Western lifestyle because it is our heritage.

WHAT: The only [category]
Ranch Brokers

HOW: that [differentiation characteristic]
Gives clients access to properties that
to live the authentic Western lifestyle

enable them

WHO: for [customer]
Wealthy Americans

WHERE: in [geographic location]
The American West

WHY: who [need state]
Want to live the life of a rancher

WHEN: during [underlying trend]
Times of uncertainty and change

EXAMPLE, HARLEY DAVIDSON:

The only motorcycle manufacturer
That makes big, loud motorcycles
For macho guys (and “macho wannabes”)
Mostly in the United States
Who want to join a gang of cowboys
In an era of decreasing personal freedom.

FINAL TAGLINE > American by birth. Rebel by choice.
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WHAT DO OUR COMPETITORS DO WELL?

The ranch brokerage world is fairly small, with a limited number
of properties and potential clients. Success tends to depend
largely on personal relationships and reputation. It’s hard to say
what others do well except acquire and sell properties. There is,
however, a large gap in the market for better branding and
innovative marketing strategies, which presents a huge
opportunity for RMA.

WHAT ARE THEY NOT SO GOOD AT?

On a branding level, most of RMA’s competitors look dated 
and not inspiring. They are also not good at differentiating
themselves — there’s a lot of sameness, to the point where 
one brand’s ad could easily be confused with another’s if the
logo was swapped out (maybe AFR marketing resources have
something to do with that).

WHAT IS OUR COMPETITIVE EDGE?

Although the industry is very competitive, RMA has been around
for a long time and has a great reputation. Refreshing all aspects
of the brand will make a strong statement that can elevate RMA
into a position of leadership and set the bar high for competitors.
RMA should also capitalize on the lack of innovative marketing in
the industry and push the envelope in that area.

We’re successful because we enable clients to live 
their dream of having an authentic Western lifestyle.
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TARGET DEMOGRAPHIC:

• American
• 40+
• Male
• Married (maybe for the second or third time), has 

older
(or grown) children

• High net worth — C-level executive or business owner
• Owns plane
• Not a “city person”
• Enjoys outdoor activities like horseback riding and hunting
• Wants to feel in charge
• Politically conservative
• Values tradition, heritage and the authentic lifestyle of 

the American West

GEOGRAPHIC AREAS:

• Colorado/Rocky Mountains
• Wyoming
• Montana
• California
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02. CORE IDENTITY: LOGO EVOLUTION

OLD LOGO

STEP 1. FOCUS ON THE MONOGRAM:

Simplify by removing the wings/arches

STEP 4. UPDATE COLOR SCHEME:

Darker colors feel richer

STEP 2. REFINE & ADJUST PROPORTIONS:

Enhances clarity and legibility

STEP 5. BUILD IN FLEXIBILITY:

Allowing the type under the monogram
to be centers, right- or left justified
ensures it works in multiple scenarios.

STEP 3. UPDATE TYPOGRAPHY:

Allows monogram to stand out
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02. CORE IDENTITY: TYPOGRAPHY

We use two different typefaces, a sans serif called Branding and a serif called Taviraj.

Branding:

Branding is a modern typeface that
encapsulates a wide range of nuances 
and combines functionality and readability
with soft rounded shapes.

When used for body copy, kerning should be set to 0 and
leading (line spacing) should be comfortably loose.

HEADLINES ARE SET IN ALL CAPS, 
WITH KERNING AT 60 AND LEADING
EQUAL TO THE FONT SIZE.
We use the light, medium and bold weights.

Taviraj:

Taviraj  is  a  classic  serif  typeface  with
a  modern  attitude.  Like  Branding,  it  has
wide  letters  that  lend  an  expansive  feeling.

We  prefer  to  use  Branding  for  body  copy,  but  Taviraj
medium  or  regular  can  be  used  for  smaller  blocks  of  text,
like  introductions.  Kerning  should  be  set  to  0  and  leading
(line  spacing)  should  be  comfortably  loose.

Headlines  are  set  in  medium,  sentence  case
(not  all  caps),  with  kerning  at  0  and  leading
at  least  2  points  greater  than  the  font  size.

IF  SMALLER  SUBHEADS  ARE  SET  IN  ALL  CAPS  (LIKE  IN  THE
TAGLINE),  THE  BOLD  WEIGHT  CAN  BE  USED.

We  use  the  regular,  medium  and  bold  weights.

1
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DARK BROWN
PMS: 4625

GOLDEN 
ORANGEPMS: 470

DUSTY WHITE
PMS: 7527

PRIMARY SECONDARY

02. CORE IDENTITY: COLOR 
PALETTE

RMA’s color palette is rich, warm and muted — inspired by the brand’s strong Western heritage. The overall feeling should be open and
light, with plenty of white space. Text should appear on white or the beige whenever possible — never on dark, heavy backgrounds.

AGED SILVER

PMS: 8001

RICH BLACK

PMS: Black C3
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02. CORE IDENTITY: PHOTOGRAPHY DIRECTION

•  Iconic photography

•  Classic, understated 
yet visually stunning

• Vast 
expanses
(land) paired with 
details (home)

•  People, animals, 
land stewardship

• The ranch lifestyle
personified — 
a human aspect

•  Muted yet rich color
scheme informed by

land and sky

•  Infusing an elevated
sense of style into 
all aspects of the brand

•  Highly aspirational, in 
a down-to-earth way
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02. CORE IDENTITY: BRAND PHOTOGRAPHY

Actual photography + usage guidelines TBD

I
~.,   
.
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03. BRAND VOICE: 
TAGLINE

Our tagline is unique and represents the RMA brand in a powerful and authentic way. To make this even
stronger, we will place emphasis on the frst part of the statement — The West is Our Heritage. The second
part — Make it Yours — will only be use on pieces that require a call-to-action (advertisements, etc.) and will
always be smaller. If used as a sign-off, at the bottom of advertisements and marketing materials, both lines
can be the same type size.

The West is
Our Heritage.

The  West  is  Our  Heritage.  Make  it  Yours.

The West is
Our Heritage.
  MAKE  IT  YOURS.

PRIMARY

AS SIGN-OFF

WITH 
CALL-TO-ACTION
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03. BRAND VOICE: ALT. TAGLINE/MESSAGING

RMA brokers live the life of ranchers, which means we can offer an authentic inside perspective of the
Western lifestyle, as well as knowledge of the land and the business aspects of ranching. RMA’s clients don’t
just want to buy the ranch, they want to Live the Life. This alternate tagline can be used in advertising or
marketing materials — as a standalone or with a call-to-action that ties in the main tagline.

Live  the  Life. Live  the  Life.
THE  WEST  IS  OUR  HERITAGE.  MAKE  IT  YOURS.

PRIMARY
WITH 
CALL-TO-ACTION
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03. BRAND VOICE: TONE & VOICE

SOME IDEAS:
• Property descriptions should be romantic, not dry or technical. We’re selling the dream of the

American West.
• Be succinct. Try to get the point across quickly. More rumble, less ramble.
• Talk directly to clients, even in writing, to establish a direct connection. For example: “We provide...”

instead of “RMA provides...”
• We do not use excessive punctuation or exclamation points (except where extremely warranted).
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rmabrokers.com

RMABROKERS.CO
M

RMABROKERS.CO
M

BILLY LONG

billy@rmabrokers.com
cell:  970.948.1333

BILLY  LONG

billy@rmabrokers.com
970.948.1333

Billy  Long

billy@rmabrokers.com        c:  970.948.1333

04. BRAND MATERIALS: STATIONERY: BUSINESS CARDS 23



04. BRAND MATERIALS: 
ADVERTISING

BRAND AD: SINGLE PAGE
w/ sponsor logo

' ...  !   •
t,

OFFICIAL  STADIUM  CO-SPONSOR  OF  
THE  SANTA  BARBARA  POLO  CLUB  2018 rmabrokers.com

The West is Our Heritage.
  MAKE  IT  YOURS.
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04. BRAND MATERIALS: WEBSITE

The new RMA website is clean,
elegant and user-friendly.
Lots of white space gives
prominence to RMA’s evocative
brand imagery.

ABOUT              RANCHES  FOR  SALE              RANCH  MARKETING  SERVICES              BLOG              CONTACT            

IN AND OUT Of THE SADDLE, Ranch Marketing Associates possesses an unparalleled

understanding of the character of the land and the American West, providing clients with
unequaled representation in every ranch transaction. Made of the same leather and living

the life of ranchers, our seasoned brokers are knowledgeable and conversant in all aspects

of ranch sales — offering complete recreational, investment and sporting ranch services.

SEE ALL RANCHES FOR SALE  

The  West  is  Our  Heritage.
MAKE  IT  YOURS.

RANCHES FOR SALE

OUR BROKERS

OVER THE FENCEPOST (BLOG)
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04. BRAND MATERIALS: CLIENT 
JOURNEY

How do clients find RMA? What is their first interaction with the
brand? What happens when they decide to engage RMA? What is
the working relationship like? What happens after closing (how
does RMA ensure loyalty and repeat business)?

INITIAL CONTACT:
Clients usually come by word of mouth (referral) or from 
the website.

FIRST INTERACTION:
The first client-broker interaction is usually on the phone, 
in the form of a soft sell conversation.

ENGAGEMENT:
RMA brokers are very honest about whether property is a ft 
or not. Often listings that do not seem like a good ft are turned
down or referred elsewhere.

ONGOING RELATIONSHIP:
Clients most often become friends — honesty and integrity 
are important throughout process.

PROCESS FOR NEW LISTING PROSPECT:

1. INTRODUCTION
Client is sent a Marketing Deck with
general information and case studies.

2. PROPOSAL
A tailored Proposal on how RMA would specifically market an
individual property is created.

3. ENGAGEMENT
Once listing is secured Marketing Materials, such as Online/Print
Brochure, E-news blast and Newsletter video, are created.

4. OUTREACH
Property-specific Marketing Materials are pushed out to brokers
and network of prospective buyers
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