
The Future Of Regional Air Travel 
In British Columbia

Brand Values and Standards



THE COMPETITION
& OUR FUTURE CLIENTS



• Established in 1987 Central Mountain Air

• Privately owned and operated company

• Scheduled and charter flights to over 18 British Columbia and
Alberta communities.

• Partner airline, Northern Thunderbird Air (NTAir)

• Provide service to a variety of  customers, corporations,
individuals, government agencies, oil & gas companies and
contractors.

• Work in-conjunction with







• 3 crashes in last 12 years

• Brand identity  is dated

• Use their experience as a selling
point

• Re-brand to freshen up look and get
better handle on regional flight
customers

• Other flight companies may move in
and cater to oil & gas/mines

• Past crashes may haunt company

• Long standing company (since 1987-
CMA) (since 1971-North Thunderbird)

• Work with large airline (Air Canada)

• Provide more destinations than most
regional lines

STRENGTHS WEAKNESSES

OPPORTUNITIES THREATS



• Started operations in 1982

• Initially started as charter services for the forestry industry in BC

• World's Largest All-seaplane Airline

• Also operate Westcoast Air and Whistler Air





• Professional, not personal

• A more human feeling site

• Promote scenic flights users take

• Price point may cause customer to
look elsewhere.

• Over 30 years old and more than 50
planes

• Better Business Bureau Awards

• Award for Best Corporate Culture

• Professional look and feel

• Stay current on reviews and social
media

STRENGTHS WEAKNESSES

OPPORTUNITIES THREATS



• Started operations in 1994 as an air freight service

• In 2000 it started air passenger services, initially between
Vancouver and Terrace.

• In October 2005 it was forced to file for protection under the
Company Creditors' Arrangement Act

• Bought by parent company of  Central Mountain Air





• Went bankrupt previously

• Use their experience as a selling
point

• Get customer reviews.  Make
champions of  the brand and promote
through social media.

• Leverage off  of  the WestJet brand in
more ways than just the look of  ads

• Past bankruptcy may haunt company

• Very professional looking site

• Uses social media to promote

• Consistent branding throughout

• Aligned with WestJet

STRENGTHS WEAKNESSES

OPPORTUNITIES THREATS



• airline based in Vancouver offering scheduled and charter
service

• has daily flights between Vancouver, Tofino,  and Gillies Bay
with ground service to Port Alberni





• Site is full of  banners

• Too much clutter, not sure
where to click

• Clean up the site and keep it simple

• Find balance between specials and
bookings

• Companies like Coast Mountain Air
and Habour Air have very
professional looking sites.
May lose traffic on site.

• Basic flights for three destinations

STRENGTHS WEAKNESSES

OPPORTUNITIES THREATS



BEST REGIONAL AIRLINES



• Is a low-cost regional airline based in England

• Operates over 180 routes to 65 European airports and is
Europe's largest regional airline.

• Launched in 1979 under the name Jersey European Airways, the
airline was later renamed British European, and then Flybe.





• Virgin Australia Regional Airlines Pty Ltd (formerly Skywest Pty 
Ltd) is a company based in Perth, Australia

• The airline has recently been acquired by Virgin as its new 
regional offshoot. Skywest was merged into the Virgin Australia 
brand and renamed "Virgin Australia Regional Airlines" 





TARGET AUDIENCE



WHO ARE WE TARGETING?

• Weekend visitors

• Business commuters

• Connections to Air Canada & Westjet



WHAT ARE THEY LOOKING FOR?

• Good value

• Fun

• Clean

• Safe

• No Hassle

• No Hidden Costs

• Rewards

• Personal Attention (Customer Experience)



WHAT’S IN THEIR WORLD?



WHAT IS HOPPER?



Brand Features 
And Benefits
use “green” fuel

rewards for member 
when purchasing flights, 
and also referral points

rapid response 
to inquiries and 
compliments

environmentally friendly

not only rewards for using our 
service, but also for “putting in 
a good word for us” referrals

2x faster for anything 
resembling a negative 
experience



Brand Features 
And Benefits
Unlike Westjet “Owners”, we let our customer base take
ownership of  the brand, not just employees.

Town Hall Meetings  
Management meetings 
are broadcast online for 
customers to view 
and interact 

gives the company   
transparency and 
customers ownership 
and understanding of  
day-to-day operations

Exceptional Customer Service

...we have fun



Customer Rewards
Customers feel a more friend-like 
relationship with our people

We are honest and transparent... 
a company people can trust

We will reward you for being 
a champion of  our brand



Our Values



Core Brand Values
1. Fun

2. Honest

3. Passionate

4. Friendly

5. Professional

6. Understanding

7. Accommodating

8. Accountable

9. Energetic

10. Loyal



Values We Live By
1. Honest

2. Accountable

3. Friendly

4. Passionate



Our Message



Values We Live By
We want to make a regional airline experience 
feel like a five star experience.  

We can facilitate this by operating a simple, 
professional, and transparent business that 
customers will immerse themselves in and 
become champions of  our brand.  



Client Perception
We are just another start-up airline that will 
eventually be picked up by the larger airlines.

Who is this airline that seems to have more fun?

Anybody that flies with us refers us to everyone that 
needs a short commuter flight.



Perception vs Reality

Another regional airline
that under-delivers

We are committed to 
making sure that we
deliver fantastic customer 
service and create brand 
champions

They have to charge way 
more since they offer 
additional touches

We need to offer
consistent high quality 
at low-cost standards



Big Idea
Five Star Service At Regional Rates



Yes
Is your message as simple and clear 
as you can make it? 

Does it differentiate you in the marketplace? 

Is it true? 

Is it relevant?

Is it consistent with your company’s core 
values?



The Core Target 
The tourist industry is vital to our existence.  
They would be our primary customers, followed 
by local people that travel back and forth from 
the mainland to the surrounding islands.

What makes this 
message relevant
The overall look and feel of  various companies 
seems dated.  We will have a lean and professional 
site with friendly staff  on hand to assist.



Key Support Points That 
Validate Our Message
SWOT Analysis - our competition seems 
dated and/or unprofessional

“Town Halls” give customers a sense of
ownership

An international experience in a regional airline



Our Message In The 
Marketplace vs 
Competitor
People want honesty.  Our company is 
transparent.  

We are social media savvy, unlike our 
competitors.  

Ordering with us is a simple task whether 
it’s online, by phone, or in person.



Audience Perception 
Of Core Brand
It’s about time somebody decided to 
take on the regional airlines.



Brand Personality



1. Is your brand   x male?   x female?   x neither?
2. Is your brand   x young?   x middle-aged?   x old?   x for all ages?
3. Is your brand   x sophisticated?   x mainstream?   x down-home?
4. Is your brand   x local?   x regional?   x national?   x global?

Answer the Following...



1. High energy

2. Trustworthy

3. Reliable

4. Consistent

Personality Traits
5. Passionate

6. Neighborly

7. Vocal

8 Fun



Trustworthy - We discussed being totally open and transparent.  
By holding “Town Hall” meetings we facilitate dialogue and 
understanding between us and the customer.

Consistent - We cannot deviate from standards and procedures no 
matter the positive or negative outcomes.  Our credibility is too 
important.

Passionate - We need to come to work with fire and excitement to 
start the day.  We need to translate and transfer that fire to our 
customers.

Fun - When you’re having fun, the people around you typically are as 
well.  Flying with us must be a positive experience.  Unless it is 
dealing with customer issues, we don’t take ourselves too seriously.

Personality Traits



Brand Pyramid



Brand Pyramid

Brand Features
Reliable Regional Airline, Transparent Company, Rewards Program

Brand Bene its
Easy Flight Booking, No Hassle Cancellation, Town Hall Meetings

Customer Rewards
Company Culture Ownership, Extended Community Member

Brand Values
Honest, Accountable, Friendly, Passionate

Brand Personality
Trustworthy, Consistent, Fun

Big Idea
Five Star Service

At Regional Rates



Moodboards







Branding Final 
Art Concept



Ideas and Revisions





Substitute Typeface for Wordmark

Solid Color Variations

Color Palette

r:19 g:71 b:125   c:100 m:80 y:25 k:9

r:100 g:203 b:229   c:54 m:0 y:8 k:0

vomzom
Arial Rounded MT Bold

Gradient: Set at bottom and top of wordmark.  There is no middle shading. 

REVISIONSColor PaletteREVISIONSColor Palette

r:19 g:71 b:125   c:100 m:80 y:25 k:9REVISIONSr:19 g:71 b:125   c:100 m:80 y:25 k:9

r:100 g:203 b:229   c:54 m:0 y:8 k:0REVISIONSr:100 g:203 b:229   c:54 m:0 y:8 k:0

Fix letter eSubstitute Typeface for WordmarkFix letter eSubstitute Typeface for Wordmark

vomzomFix letter evomzom

spacingspacingspacingspacingSolid Color VariationsspacingSolid Color Variations

airplaneairplaneairplaneairplaneairplaneairplaneairplaneairplaneairplaneairplaneairplaneairplaneairplane



Five Star Service...Regional Rates Five Star Service
...Regional Rates

Final Logo

Key Attributes
-Blue = Sky
-Names for a short flight - “Hopper”, “Bouncer”
-Top part of logo combines bounce and a cloud
-Corporate, Professional, Bouncy, Fun

Logo w/ Taglines



Brand Guide
1st Edition August 2013



DutArt

Substitute Typeface for Wordmark

Color Palette

Main Company Logo

What is Hopper?

We want to make a regional airline experience feel like a five star experience.  
We can facilitate this by operating a simple, professional, and transparent business 
that customers will immerse themselves in and become champions of our brand.
Like our company, our logo is fun, but at the same time, professional.  Included is the
usage guidelines, with simple and easy to follow logo standards.  For any additional 
questions, please contact us via our toll free number at 1-888-4HOPPER. 

r:19 g:71 b:125   c:100 m:80 y:25 k:9

r:100 g:203 b:229   c:54 m:0 y:8 k:0

vomzom
abcdefghijklmnopqrstuvwxyz

abcdefghijklmnopqrstuvwxyz
ABCDEFGHIJKLMNOPQRSTUVWXYZ
Arial Rounded MT Bold



DutArt

Tagline Variations

Solid Color Tagline Variations

Five Star Service...Regional Rates

Five Star Service
...Regional Rates

Five Star Service...Regional Rates

Five Star Service
...Regional Rates

Five Star Service...Regional Rates

Five Star Service
...Regional Rates

Five Star Service...Regional Rates

Five Star Service
...Regional Rates



DutArt

Wordmark

solid color

solid color

Black/White/Greyscale Tagline Variations

Five Star Service...Regional Rates

Five Star Service
...Regional Rates

Five Star Service...Regional Rates

Five Star Service
...Regional Rates

Five Star Service...Regional Rates

Five Star Service
...Regional Rates
Five Star Service
...Regional Rates



DutArt

Logo Color Selection - Logo must contrast enough to be seen when included with images.

Color blends in with the back image

Color blends in with the back imageColor blends in with the back image



DutArt

Five Star Service...Regional Rates

Five Star Service
...Regional Rates

No underline on any logo

Logo Restrictions

No tag without full logo.  Remember...no plane, no tag line.

Tag line is not the same color and plane is missing.

Stick to the appropriate color

We get antsy in crowds.  Please allow on letter width around the entirety 
of the logo when it comes to page borders or multiple logo spacing.



Airline Branding
Applications



.com

Five Star Service...Regional Rates

hopper.com

PO Box 23741   Vancouver, B.C.   V8J 8K5

John Smith ceo
j.smith@hopper.com

604.555.3846
hopper.com








