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TRACKER® Boats is a member of Bass Pro Group and White River Marine Group™, the world’s largest boat builder  
by volume. TRACKER makes the best-selling fishing boats in America. Our boats are recognized for superior  
quality by their owners and within the industry, and each boat is backed by the TRACKER Promise—the best factory 
warranty in aluminum boats. With models specializing in bass, multi-species and family fun, every TRACKER is built  
to make lasting memories for generations to come.

MEET TRACKER®
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STRATEGY
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The Brand Essence Guide is non-consumer facing content that summarizes what TRACKER® is all about. This ensures all materials look consistent 
and stem from the core ideas based on brand positioning.

Brand Persona
This is a celebrity we use internally to illustrate what TRACKER stands for, not a spokesperson for the brand.  
The persona is chosen based upon the person’s attitude, roles, abilities and actions—on screen and off. Reference the 
brand persona when thinking about the attitude of TRACKER to help understand the nuances between boat brands.

Brand Essence
This is the heart of TRACKER and quickly sums up the spirit of the brand. It speaks to what the brand is all about—what 
owners should expect from our boats and what they are buying into by purchasing one. It’s based on what we know 
owners want from this type of boat.

Emotional Benefit
This speaks to what the TRACKER brand and its boats provide emotionally. This is reflected in the tone, imagery and 
language we use when talking about the brand and how we hope the consumer feels when they are shopping for or on 
a TRACKER boat.

Functional Benefit
This speaks to what TRACKER boats and their features offer functionally. This is reflected in the tone, imagery and 
language we use when talking about features and technical aspects. Refer to this benefit to understand how copy and 
design should speak to the boat’s core functionality, e.g., power, versatility and style.

Core Creative Idea
This attitudinal statement speaks to how the brand essence, emotional benefit and functional benefit statements 
are expressed for the 2018 model year. It’s the inspiration and starting point for all visuals and copy during the 2018 
TRACKER campaign.

BRAND ESSENCE GUIDE
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Brand Essence
Trusted American standard

Emotional Benefit
Anticipation of an amazing time 
and creating lasting memories.

Functional Benefit
Quality, strength and durability—for real fishing.

Core Creative Idea
It’s more than a boat. It’s a TRACKER.

Brand Persona
Mike Rowe

BRAND ESSENCE
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CAMPAIGN CONCEPT STATEMENT

The Campaign Concept Statement ladders back to the Core Creative Idea of the current year’s campaign.  
It fleshes out the Core Creative Idea further and does so in a way that highlights the tone of the campaign. 

A TRACKER® is so much more than a boat. It’s a weekend family adventure. It’s a livewell 
full of fish and a camera full of memories. It’s the reason the kids are up at five a.m. 
on the weekend. It’s more last casts. It’s a dependable companion that keeps you 
comfortable on the water. It’s peace of mind when the storm clouds roll in. It’s a playful 
character in every fish tale. It’s won friendly bets and local tournaments. It’s ready for 
any fish, any time, anywhere. It’s been America’s favorite boat for four decades for a 
reason. Because at the end of the day...
 
It’s more than a boat. It’s a TRACKER®.
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MOOD BOARD
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GRAPHIC 
ELEMENTS
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Typography1

GRAPHIC ELEMENTS

HEADLINE: Serifa Bold
SPECIAL: Alfa Slab One
BODY COPY: Source Sans Pro
The headline font captures the heritage and 
authenticity of the TRACKER brand. Its bold letterforms 
speak to quality and strength while staying approachable 
and friendly. Headlines should be two lines, with one line 
emphasized more to create a hierarchy with contrast.  
 
The special copy font is used strictly for displaying 
pricing and any important numeric-based specs as the 
bold structure that key information a strong presence  
on the page.

The body copy font is easy on the eyes and provides 
both improved clarity and legibility. It also pairs well with 
our serif headline font. 

It is recommended that copy appear the following colors:
C 0
M 0
Y 0
K 0

C 0
M 0
Y 0
K 100

C 24
M 100
Y 100
K 22

C 0
M 0
Y 0
K 80

C 0
M 0
Y 0
K 60

R 255
G 255
B 255

R 0
G 0
B 0

R 158
G 28
B 32

R 88
G 89
B 91

R 128
G 130
B 133 Example: Magazine/Publication Ad

1

1

1
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GRAPHIC ELEMENTS

The main image should be full-bleed 
and feature a beauty shot that shows 
most, if not all, of the boat. It should 
include talent that is interacting and 
enjoying each other’s company.

Imagery

Red Bar

2

The red bar nods to the red line of 
the TRACKER logo itself and provides 
strong, striking color. It is a highly 
visible container that houses im-
portant information. It can be used 
horizontally or vertically  
and can highlight a multiplied life-
style image.

The value of the woodgrain and im-
age can be adjusted. It should always 
contain a wood plank texture. The 
red bar should also be bordered by a 
solid white stroke on the  
non-bleeding edge.

3

Example: Direct mail piece

2

3



12

The brand logo should be  
prominent and easily seen on  
all brand pieces. Ample consideration  
must be made for clear/negative 
space surrounding the logo.

Brand Logo4

Example: Feature Banner (showroom)

4

GRAPHIC ELEMENTS
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A variant wood texture created to contrast the red wood 
texture as well as to serve as a lighter background that 
promotes easier type readability.

Usually a black box multiplied and screened back to  
allow some of the imagery to show through as well as  
for easier type readability. 

Tan Wood Pattern Dark Background

Color Palette

6 7

5

Example: Brochure spread

6

5

7

C 0
M 100
Y 9 1
K 0

R 237
G 27
B 45

C 24
M 100
Y 100
K 22

R 158
G 4
B 18

C 0
M 0
Y 0
K 0

R 255
G 255
B 255

C 6
M 8
Y 19
K 0

R 239
G 227
B 205

C 0
M 0
Y 0
K 100

R 0
G 0
B 0

GRAPHIC ELEMENTS
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PHOTOGRAPHY
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1

PHOTOGRAPHY

Product beauty photography shows that 
the boat is durable and offers an amazing 
time on the water. Running shots do the 
same by showing that the boat is smooth, 
dry riding and dependable. Fishing shots 
highlight memorable days on the water 
with family and friends. 

Product Beauty

Example: Brochure concept (product spread)

Example: Brochure cover

1

1
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DO DON’T

This shot features two anglers enjoying real fishing in an  
exciting environment. They trust their TRACKER® for a great  
time of creating lasting memories on the water.

This shot shows the boat on plane, running on the pad, no spray 
blocking the “TRACKER” logo. This is the ideal Mod-V running shot. 

The shot does not show off the boat, and the people look bored and 
are not interacting with each other.

The shot shows no excitement or action, and there is no interaction 
between the anglers—who are also not smiling. 

PHOTOGRAPHY: Product Beauty
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Scenes of fishing, often with family, 
highlight TRACKER boats’ status 
as a boat that becomes part of a 
family’s heritage. These shots also 
show the boat in action as a place 
for not only fishing fun, but also 
making memories with friends and 
family. Talent should have smiling 
faces, be engaged in the activity 
and interacting with one another. 
 
Lifestyles are tighter shots that 
focus on the people, evoke an 
emotional response and don’t 
usually show the entire boat.

2

PHOTOGRAPHY

Lifestyle

i-Banner (showroom)

2
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This scene shows geniune, joyful interaction between father and son. 
You can feel the emotional connection between them, making for a 
great time.

This scene shows the driver and passenger comfortable and secure 
in a properly operating boat. It shows off the interior of the boat, 
but the people are the main focus.

There is no emotional engagement. Her facial expression is one of 
disinterest. The photo is cropped improperly, cutting off the other 
anglers and cutting the TRACKER logo in half.

There is not enough context to set the scene or place the subject in a 
boating environment.

PHOTOGRAPHY: Lifestyle

DO DON’T
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VOICE
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1

VOICE: Tone

TRACKER headlines are always 
direct and honest statements.  
They should speak to the trust in 
the boat itself and the anticipation 
of a great time. 

Body copy is always a supportive 
statement to the headline or 
visual. It may be a feel-good story 
in some cases (see 2017 brochure) 
or more feature-based in other 
cases (see any brand ad). Romance 
the details, craftsmanship and 
emotional experience of owning  
a TRACKER.

2

Headline

Body copy

Example: Magazine/Publication Ad

1

2
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Honest

Trustworthy

Fun

Simple

Approachable

Engaging

Evoking emotion

Family friendly

In-your-face

Showy

Brash

Serious

Bragging

Crude

Non-family friendly

Competitive

HEADLINES & BODY COPY HEADLINES & BODY COPY

VOICE: Tone

DO DON’T
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A TRACKER FOR THE NEXT GENERATION

BUILT STRONG FOR LASTING MEMORIES

EVERY CAST AND CATCH STARTS SOMEWHERE

BACK COVE EXPLORER

FAMILY-FRIENDLY FISHABILITY

MADE TO OUTLAST THEM ALL

TOURNAMENT-WINNING MACHINE

LEAVE THE COMPETITION GASPING FOR AIR

WE BUILD ONLY THE BEST BOATS

BOATS FOR THE BRAVEST

Owning a TRACKER® boat comes with more than 

the ability to get out onto the water to fish. It’s 

a membership to a fraternity of fellow boating 

enthusiasts four decades in the making. It’s the set 

for first catches and lasting family memories. It’s an 

adventure with every launch. You see, it’s more than  

a boat. It’s a TRACKER. 

You want the biggest, baddest, most amazing  

boat on the water?! Look no further than this sleek, 

action-packed aluminum fishing boat. This Tracker is 

stuffed to the gills with all the bells and whistles you 

need to start reeling in winners and tear the  

lake apart. It’s more than a boat. It’s your ticket  

to the big-time.  

HEADLINES HEADLINES

BODY COPY BODY COPY

DO DON’T

VOICE: Tone
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EXECUTIONAL 
SUMMARY
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Randall Georges
Sr. Art Director
regeorges@basspro.com
(417) 873-5903

JD Pate
Copywriter
jdpate@basspro.com
(417) 873-5133

Connie Marcil
Traffic Coordinator
camarcil@basspro.com
(417) 873-4149

Chris Wilson
Creative Manager
crwilson@basspro.com
(417) 873-4545

CONTACTS


