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INTRODUCTION Table of Contents
Welcome to the 2019 TRACKER® Boats Campaign Style Guide, where you’ll find all the information you need to 
properly speak to our current and potential boat owners. In this guide, we’ll outline our campaign strategy for the 
2019 model year, including the correct copy voice, colors and photography style to use as you advertise our boats.

We ask that you—our associates, dealers and strategic partners—follow these simple guidelines in all your 
advertising efforts this year. By doing so, you’ll help us create and maintain a cohesive marketing campaign that is 
easily recognizable and aligns with the TRACKER Boats brand essence.

Meet TRACKER
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.

WRMG Mission
White River Marine Group manufactures and distributes quality boats, offering excellent performance, innovation 
and value, and provides world-class service so everyone can experience the joy of fishing and boating.

Logo Usage
The TRACKER Boats logo is a key element in every advertisement. Make sure it is placed in a prominent position, as 
outlined in the Brand Identity Guide, found here.
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The Strategy Elements are non-consumer facing ideas that summarize what TRACKER® is all about. These ensure all 
marketing materials work together to strengthen and sustain the brand.

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 Tagline
This is the heart of TRACKER and encapsulates the core culture of the brand. It’s the inspiration and starting point for 
all visuals and copy during the 2019 TRACKER campaign.

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 encounter 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.

Brand Essence
By embodying all aspects of the Strategy, the Brand Essence brings it to life by highlighting the tone of the campaign.

STRATEGY ELEMENTS
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STRATEGY OVERVIEW
Brand Persona
Mike Rowe

Brand Tagline
It’s more than a boat. It’s a TRACKER®.

Emotional Benefit
Anticipation of an amazing time and creation of lasting 
memories

Functional Benefit
Quality, strength and durability for everyday fishing—a 
trusted American standard

Brand Essence
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 an essential 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 over 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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The purpose of the mood board is to set the stage for the overall look and feel of the TRACKER® brand. It serves as 
a visual compass that provides us with creative inspiration. It is for internal use only and not meant for customer-
facing use or display.

IT’S MORE THAN A BOAT.  
IT’S A TRACKER.

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 recurring 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 over four 
decades for a reason. Because 
at the end of the day...
It’s more than a boat, it’s
a TRACKER.

MOOD BOARD
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FONTS & COLORS
Fonts
HEADLINE:

Knockout HTF71-FullMiddlewt
BODY COPY:

Source Sans Pro Regular
Source Sans Pro Bold
Source Sans Pro Italic

Colors
C  24 M  100 Y  100 K  22

R  158 G  28 B  32

PMS  7628 C

C  89 M  59 Y  41 K  22

R  37 G  85 B  107

PMS  7708 C

C  4 M  5 Y  8 K  0

R  242 G  236 B  229

PMS  Warm Gray 1 C 40%

C  0 M  0 Y  0 K  0

R  255 G  255 B  255

C  0 M  0 Y  0 K  85

R  68 G  65 B  66

PMS  Black 7 C 90%
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GRAPHIC ELEMENTS
Headline Box
This is a prominent, white, semi-
transparent rectangle, with a 
slightly offset hairline border. It 
should be placed over the hero 
image without obstructing the 
boat or the people on the boat, 
and should contain the headline 
message. 

Hairline Border 
Serves as a subtle visual 
separator between the hero 
image and the woodgrain bar.

Woodgrain Bar
This is a light-colored woodgrain 
container used to house body 
copy and the brand logo. It should 
be used horizontally or vertically, 
alongside the hero image, and 
can highlight a subtle lifestyle 
image.

IT’S MORE THAN A BOAT.  
IT’S A TRACKER.

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 recurring 
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 over 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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PHOTOGRAPHY STYLE
TRACKER® photography should highlight strong and safe vessels that offer 
an amazing time on the water. They should reinforce the idea that our boats 
become part of a family’s heritage. Talent should be smiling, engaged in 
the activity and interacting with one another. Running shots should show 
smooth, dry, comfortable rides.

Example 1

Example 2

TRACKER PHOTOGRAPHY
SHOULD SHOW SHOULDN’T SHOW

Enjoyment/Smiles Discomfort
Joyful Interaction Boredom

Safe Boating Danger
Families & Friends Sadness

The U.S. market has a wide variety of ethnic diversity with a dynamic growth 
pattern among ethnic groups. As a brand that strives to attract those from all 
ethnic backgrounds, we must acknowledge our understanding of diversity and 
reflect this in our imagery selections for creative executions.



9

COPY STYLE
TRACKER® copy is direct and honest. It speaks to the trust in the boat itself and the anticipation of a great time.  
It supports the visual, describing the benefits that boat features in an easy-going, non-technical way.  
It may be a feel-good story in some cases or more feature-based in others. Romance the details, craftsmanship 
and emotional experience of owning a TRACKER.

Headline Examples:
AMERICA’S FAVORITE FISHING BOATS
BUILT STRONG FOR LASTING MEMORIES
FAMILY-FRIENDLY FISH & FUN 

Body Copy Example:
If your family likes fishing with a dose of watersports, then the Targa V-19 Combo is the boat for you! Flip up the 
aft fishing deck and deploy the jump seats and ski pylon to pull the kids on a tube, or just relax on the bow seat 
cushions for a cruise around the lake. And for the angler, almost 70 gallons of livewell space, plus massive rod and 
tackle storage, keep your fish happy and your gear handy. The Targa V-19 Combo—it’s the best of both worlds!

TRACKER COPY
IS ISN’T

Honest In-Your-Face
Trustworthy Showy
Fun, Joyous Brash

Simple Serious
Approachable Bragging

Engaging Crude
 Emotionally Evocative Non-Family Friendly

Family-Friendly Competitive
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PRINT EXAMPLES

IT’S MORE THAN A BOAT.  
IT’S A TRACKER.

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 recurring 
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 over four decades for 
a reason. Because at the end 
of the day...
It’s more than a boat, it’s

a TRACKER.

Brochure Spread I-Banner

Ad Mood board
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DIGITAL EXAMPLES
Product Video Display Ads

Facebook Post

<Dealer Info>

IT’S MORE 
THAN A BOAT. 
IT’S FAMILY.

FIND YOURS NOW u

<Dealer Info>

IT’S MORE THAN A BOAT. 
IT’S A TRACKER.

<Dealer Info>

IT’S MORE THAN A BOAT. 
IT’S A TRACKER.
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Randall Georges
Senior Art Director
regeorges@basspro.com
(417) 873-5903

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

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

TMGCreative.com
View and download high-resolution images, logos and 
Identity & Campaign style guides.

RESOURCES

http://www.tmgcreative.com

