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OUR BRAND
The goal of our brand identity is to create a look and feel that is ownable and easily recognizable, that allows 

for greater consistency across corporate and consumer facing materials, and that truly represents the premium 

experience we offer aboard our train.

Every touchpoint and application is an opportunity to enhance and realize our world-class brand. 

Together, we can bring Rocky Mountaineer to life.
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MOUNTAIN SUBDIVISION

Revelstoke  Field

126–62 Illecillewaet River 
A First Nations word meaning “running” or “swift” waters, the 
Illecillewaet River is crossed ten times during our journey. This is 
an area known for its heavy snowfalls and frequent avalanches.
We pass through numerous tunnels and snow sheds built as 
protection along this 104 km/65 mile river route.

99.5 Stone Bridge  
The railway was originally built on the other side of the river here,
but it was moved to avoid avalanches.

85.5 Glacier 
At the turn of the last century, CP Rail advertised Glacier National 
Park as the North American equivalent of the Swiss Alps and 
imported guides from Switzerland to lead the tourists on hikes.
Situated in Glacier National Park, Glacier House was a meal stop 
for the early transcontinental trains, which did not carry dining 
cars due to the steep grade. It remained a popular tourist hotel 
until 1925 when it was closed after the rail line was rerouted.

85.1–80 Connaught Tunnel 
In 1914, construction began on the 8 km/5 mile long Connaught 
Tunnel. Built to avoid the challenging terrain and heavy snowfalls 
in the Rogers Pass, the tunnel bore through Mount Macdonald,
climbing in a straight line to a summit of 1,157 m/3,794 feet 
above sea level. The tunnel was completed in 1916 and is named 
for the Duke of Connaught, then Governor General of Canada. It 
cost approximately $9.2 million to construct, a fortune at that time.

76.2 Stoney Creek Bridge 
The Stoney Creek Bridge is located on the eastern slopes of 
Mount Tupper. A wooden structure originally spanned the
canyon, but was replaced by 1893 as it had become a hazard.
The new bridge was constructed of steel, was arch-shaped,
and measured 102.5 m/336 feet long. By 1929, the weight of
the locomotives had almost doubled and CP Rail was forced to 
replace this structure. Normally new bridges were built next to 
existing ones, but because of the terrain around the bridge, no 
other foundation could be used. Therefore, the new bridge had to 
be built directly over the old one, without placing any pressure on 
it. This beautiful bridge spans 147.6 m/484 feet and towers
90 m/295 feet above the creek bed.

74.4 Surprise Creek 
Another major bridge on this part of our journey takes us 
126.9 m/416 feet across the unexpected, Surprise Creek.

70.8 Mountain Creek 
As we cross this 183 m/600 foot long bridge, the creek runs 
41.5 m/136 feet below the train. The original bridge was 
50 m/164 feet high, 331 m/1086 feet long and contained over 
2 million board feet of lumber.

66.2 Rogers Pass 
Named after Major A.B. Rogers, a surveyor/locating engineer for CP who 
discovered the pass through the Selkirk Mountains in July of 1882.

62.0 Beavermouth and Kinbasket Lake 
Named after the Beaver River, which flows into the Columbia 
River at this point. Kinbasket Lake was named for Chief Pierre 
Kinbasket, who guided CPR engineer Walter Moberly through 
the area.

51.5 Columbia River  
The Columbia River flows 1,250 miles from the Rocky Mountain 
Trench to the Pacific Ocean near Astoria, Oregon. It has 14 dams 
along its course to the Pacific, including the Mica Dam, which 
increased the size of Kinbasket Lake after its construction.

35.0 Golden 
With a population of 4,000, Golden began as a CP construction 
camp. Originally called Cache, it was renamed Golden City 
to compete with another camp called Silver City near Castle 
Mountain in Alberta.

33.0 Kicking Horse River 
For the next 48 km/30 miles, we travel through the Kicking Horse 
Canyon, crossing the river seven times. In 1858, this pass was 
discovered by James Hector, a geologist on the famous Palliser 
expedition. This expedition was commissioned by the British 
Government to explore and map various portions of Western 
Canada. Hector was kicked in the chest by one of his pack 
horses and was knocked unconscious for several hours.
He would return to the site 45 years later. This time, however, he 
rode in luxury, aboard a rail coach complete with dining car.

0 Field 
Named after Cyrus West Field, an American promoter and 
industrialist, who visited here in 1884. In 1886, the railway built 
a log station building and Mount Stephen House, a hotel used 
as a meal station for transcontinental trains, which stood on this 
location until 1954.

continued on page 17

MOUNTAIN SUBDIVISION: An area full of railway history, tunnels, bridges, and 
snow sheds, Rogers Pass is a beautiful and interesting part of our journey.

When the first railway line was laid through the pass in 1885, it looped back 
and forth along the sides of the mountains, crossing creeks and ravines on 
enormous wooden trestles. The narrow steep-sided valleys and heavy snowfalls 
created avalanches of huge proportions. Between 1885 and 1911, more than 
200 people were killed by avalanches in this region.

The challenging terrain caused such a bottle-neck in rail traffic that CP Rail 
was forced to build the five mile long underground, Connaught Tunnel, through 
which we travel.

It was Saturday, November 7, 1885, at 
9:22am, over 125 years ago at Craigel-
lachie, British Columbia, and Donald A. 

Smith was standing by the newly placed 
tracks ready to drive the last spike of the Ca-
nadian Pacific Railway.

His first blow was a feeble one and the 
plain iron spike bent and was knocked away. 
A spare one was quickly set up and Smith hit 
this one with careful, precise blows, driving 
the last spike into place.

There was a brief silence, followed by wild 
cheering and back slapping as the onlookers 
witnessed the completion of Canada’s first 
transcontinental railway. Completed in 54 
months, almost six years ahead of its original 
schedule, this important moment in Canadi-
an history was captured in the photograph 
shown below.

Once the onlookers had settled down, Wil-
liam C. Van Horne, the General Manager of CP 
Rail, spoke these simple words: “All I can say 
is that the work has been done well in every 
way.”

Craigellachie was named by Van Horne af-
ter a legendary landmark—a large rock—in 
Banffshire County, Scotland.

Donald Smith, a major shareholder in CP 
Rail, and his cousin, George Stephen, Presi-
dent of CP Rail, were from this area and this 
rock was a symbol of determination to them.

When the fate of the construction of the 
railway hung in the balance due to lack of 
funds, Stephen went back to England to seek 
help. A British banking firm, headed by Lord 
Revelstoke, was impressed by Stephen and 
agreed to put up the funds to finish the job. 
Using the ancient Gaelic war alarm “Stand 
fast! Craigellachie,” George Stephen sent 
Donald Smith a message that all was well and 
construction could continue.

The Last Spike
Ironically, Stephen did not attend the Last 

Spike ceremony. Exhausted from the pres-
sure of CP Rail’s financial situation and the 
never ending attacks by the press, Stephen 
retired to England.

Today a stone cairn built by CP Rail in 1927 
marks the historic spot. The plaque on the 
cairn reads: “Here was driven the last spike 
completing Canadian Pacific Railway from 
ocean to ocean November 7, 1885.”

A hundred years later, on November 7, 
1985, Canadian Pacific Railway reenacted 
this famous moment with Donald Smith’s 
great grandson, Lord Strathcona, driving the 
“last spike” into place.  

Portrait of William Van Horne
BC Archives and Records Service, photo #39461 B6638

The last spike is driven into the Canadian Pacific Railway.
Glenbow Archives, Calgary, Alberta, photo #NA1494-5

continued from previous page

MOUNTAIN SUBDIVISION

Revelstoke  Field

Illecillewaet River 
A First Nations word meaning “running” or “swift” waters, the 
Illecillewaet River is crossed ten times during our journey. This is 
an area known for its heavy snowfalls and frequent avalanches.
We pass through numerous tunnels and snow sheds built as 
protection along this 104 km/65 mile river route.

Stone Bridge  
The railway was originally built on the other side of the river here,
but it was moved to avoid avalanches.

Glacier 
At the turn of the last century, CP Rail advertised Glacier National 
Park as the North American equivalent of the Swiss Alps and 
imported guides from Switzerland to lead the tourists on hikes.
Situated in Glacier National Park, Glacier House was a meal stop 
for the early transcontinental trains, which did not carry dining 
cars due to the steep grade. It remained a popular tourist hotel 
until 1925 when it was closed after the rail line was rerouted.

Connaught Tunnel 
In 1914, construction began on the 8 km/5 mile long Connaught 
Tunnel. Built to avoid the challenging terrain and heavy snowfalls 
in the Rogers Pass, the tunnel bore through Mount Macdonald,
climbing in a straight line to a summit of 1,157 m/3,794 feet 
above sea level. The tunnel was completed in 1916 and is named 
for the Duke of Connaught, then Governor General of Canada. It 
cost approximately $9.2 million to construct, a fortune at that time.

Stoney Creek Bridge 
The Stoney Creek Bridge is located on the eastern slopes of 
Mount Tupper. A wooden structure originally spanned the
canyon, but was replaced by 1893 as it had become a hazard.
The new bridge was constructed of steel, was arch-shaped,
and measured 102.5 m/336 feet long. By 1929, the weight of
the locomotives had almost doubled and CP Rail was forced to 
replace this structure. Normally new bridges were built next to 
existing ones, but because of the terrain around the bridge, no 
other foundation could be used. Therefore, the new bridge had to 
be built directly over the old one, without placing any pressure on 
it. This beautiful bridge spans 147.6 m/484 feet and towers
90 m/295 feet above the creek bed.

Surprise Creek 
Another major bridge on this part of our journey takes us 
126.9 m/416 feet across the unexpected, Surprise Creek.

Mountain Creek 
As we cross this 183 m/600 foot long bridge, the creek runs 
41.5 m/136 feet below the train. The original bridge was 
50 m/164 feet high, 331 m/1086 feet long and contained over 
2 million board feet of lumber.

Rogers Pass 
Named after Major A.B. Rogers, a surveyor/locating engineer for CP who 
discovered the pass through the Selkirk Mountains in July of 1882.

Beavermouth and Kinbasket Lake 
Named after the Beaver River, which flows into the Columbia 
River at this point. Kinbasket Lake was named for Chief Pierre 
Kinbasket, who guided CPR engineer Walter Moberly through 
the area.

Columbia River  
The Columbia River flows 1,250 miles from the Rocky Mountain 
Trench to the Pacific Ocean near Astoria, Oregon. It has 14 dams 
along its course to the Pacific, including the Mica Dam, which 
increased the size of Kinbasket Lake after its construction.

Golden 
With a population of 4,000, Golden began as a CP construction 
camp. Originally called Cache, it was renamed Golden City 
to compete with another camp called Silver City near Castle 
Mountain in Alberta.

Kicking Horse River 
For the next 48 km/30 miles, we travel through the Kicking Horse 
Canyon, crossing the river seven times. In 1858, this pass was 
discovered by James Hector, a geologist on the famous Palliser 
expedition. This expedition was commissioned by the British 
Government to explore and map various portions of Western 
Canada. Hector was kicked in the chest by one of his pack 
horses and was knocked unconscious for several hours.
He would return to the site 45 years later. This time, however, he 
rode in luxury, aboard a rail coach complete with dining car.

Field 
Named after Cyrus West Field, an American promoter and 
industrialist, who visited here in 1884. In 1886, the railway built 
a log station building and Mount Stephen House, a hotel used 
as a meal station for transcontinental trains, which stood on this 
location until 1954.
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OUR INSPIRATION
NATURE

We are constantly surrounded by stunning scenery  

so naturally this would be one of our key influences. 

What can we say, Mother Nature has good taste.

RAILROAD HISTORY

We celebrate Canada’s rich railroad history throughout 

our new design. Though we’re moving forward, we 

never want to lose sight of where we came from. 

THE EXPERIENCE

Our branding reflects the wondrous beauty 

our guests experience on their journey 

of a lifetime.

Page 6   Rocky Mountaineer Mile Post

On July 1, 1867, Canada became an in-
dependent country. At this time it
consisted of the provinces of Ontario,

Quebec, New Brunswick, and Nova Scotia.
Sir John A. Macdonald became the Confed-
eration’s first Prime Minister and turned his
attention to ensuring that the rest of what is
now Canada did not join the United States.

Using the promise of a railway link across 
the continent, Macdonald persuaded British 
Columbia to join the Confederation in 1871.

The original plan was to have the govern-
ment fund the construction but have the railway built 
and operated by private business. However, because 
of other financial burdens, the government was not 
able to do this and Macdonald began to look for a pri-
vate group to take on the task.

In 1880, he met with a group of Montreal business-
men who formed the “Canadian Pacific Syndicate.” 
The main members of this group were George Stephen, 
President of the Bank of Montreal, his cousin, Donald 
Smith, Chief Commissioner of the 
Hudson’s Bay Company, Richard 
B. Angus, a banker, and James J. 
Hill, a railway promoter and finan-
cier. A charter was awarded to the 
Syndicate to build the railway and 
Stephen became the first president 
of the Canadian Pacific Railway.

Building a rail line to the Pacific 
was one of the largest railway proj-
ects ever undertaken at that time. 
Millions of acres of wilderness had 
to be surveyed and mapped in 
order to find a route through the 
Canadian Shield and the mountain 
ranges of British Columbia.

Major Albert Bowman Rogers, a 
well-known surveyor, was hired in 
the spring of 1881 to find such a route. On May 28, 
1881, he found the incredible pass through the Sel-
kirk Mountains that bears his name and it became the 
route of CP Rail.

Realizing the building of the railway was a monu-
mental task, the Syndicate decided to hire a top rail-
way man to oversee the construction. On January 1, 
1882, at 38 years old, William Cornelius Van Horne 
became the General Manager of CP Rail, earning the 

then unprecedented salary of 
$15,000 per year.

Van Horne became a pow-
erful driving force imme-
diately, boasting CP Rail 
would lay 800 km/500 miles 
of track during the season. 
(To date, the Canadian
Government had taken
ten years to produce
480 km/300 miles of track.) 
He came a little short of

his goal, laying 669 km/418 miles of track in the 
ten month period.

In August 1883, the rails across the prairies 
were completed to Calgary under the direction of 
James Ross, a Scottish civil engineer. Continuing 
along the Bow River, track was laid within 8 km/5 
miles of Kicking Horse Pass by the end of 1883.

Meanwhile, throughout the construction process, 
CP Rail was encountering cash shortages. Though 

Van Horne had great 
confidence in the com-
pany’s success, he and 
Stephen had to turn 
to the government for 
funds. A bill was even-
tually passed authoriz-
ing a loan of $22.5 mil-
lion to CP Rail with the 
understanding that the 
construction would be 
completed in 1886.

In the spring of 1884, 
the work continued 
along the canyon walls 
of the Kicking Horse 
River. At the “Big Hill,” 

above Field, BC, special 
permission was granted to build the line down the 
very steep grade of 4.5 percent, double the maximum 
grade allowed elsewhere. Three safety tracks were 
also built to help divert out-of-control trains.

By the end of 1884, the Ross group had reached, 
what is today, Golden.

In 1885, CP Rail was again faced with financial prob-
lems. Having spent the $22.5 million and with mini-
mal cash, construction crews were not being paid 

and began to strike. By March 1885, construction had 
stopped. Fearing their dreams would not be realized, 
CP Rail again approached the government for fund-
ing. After much political bantering, CP Rail was finally 
given more financial assistance, and the crews began 
to work again.

The next major obstacle the crews had to face was 
putting the line through Rogers Pass. Heavy snowfalls 
of almost 15.25 m/50 feet per year necessitated the 
building of numerous snow sheds. By late October 
1885, the line had reached Revelstoke, after fighting 
constant rains and washouts.

While all this was going on, construction groups 
working for the American contractor Andrew Onder-
donk were building a line from Port Moody, on the 
West Coast, to Savona, on Kamloops Lake. Onderdonk 
was working under government contract to build this 
section. Since his equipment was already on site, CP 
Rail contracted him to build the section from Savona 
to Eagle Pass.

By the end of September 1885, his crews had 
reached what is now Craigellachie and Onderdonk 
laid off his workers.

It took the Ross group another five weeks to reach 
Onderdonk’s railhead. The Last Spike was driven 
on November 7, 1885, and construction of Canada’s 
first transcontinental railway was completed almost 
six years ahead of its original schedule, a feat of con-
struction which amazed the world. 

A feat of
construction
which amazed
the world.

Canadian Pacific Railway
BC Archives and Records Service, photo #43089-08414

Glenbow Archives, Calgary, Alberta, photo #NA4851-1
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6BRAND ELEMENTS

OVERVIEW
The Rocky Mountaineer brand is made up of 

eight distinct brand elements. They are key 

building blocks of our visual communications.

We’ll go into more detail about each brand 

element throughout this guidelines document.

PHOTOGRAPHY

TAGLINELOGO

ROUTE SYMBOLS

SERVICE LEVEL SYMBOLS

TYPOGRAPHY AND DIVIDING LINE

A CANADIAN ROCKIES
JOURNEY LIKE NO OTHER.

Mei sedoconsum in veret habenatus con 
hostem intumenium te aucre

COLOURS
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LOGO VERSIONS:
VERTICAL
We have two variations of our logo: vertical  

and horizontal. 

The vertical logo is our primary logo and should 

be used whenever possible.

The logo is primarily placed on top of a full bleed 

photograph.

Make sure the area of the photograph behind the 

logo is evenly toned and free of visual clutter.

Ensure lines of the shield are always transparent, 

with the photograph or solid background showing 

through the lines. 

A complete set of logo files in spot colour, 

CMYK, RGB, and reverse is available. Gold, 

white, and black are the only colours available. 

The files should not be altered or modified in 

any way.

All the logo files are available on Simpleview. 

Please email images@rockymountaineer.com to 

request access to our library. The logo and Rocky 

Mountaineer are registered trademarks and should 

always be used with the registered symbol.

VERTICAL GOLD LOGO ON DARK BLUE BACKGROUND 
(END SLATE OF VIDEO APPLICATIONS ONLY)

We only use our logo on a dark blue background 
as the end slate on our videos. See p. 34 for more 
information on video application.

VERTICAL GOLD LOGO ON WHITE OR BUFF

We typically use our logo on a white or buff colour 
for letterhead and business cards when full bleed 
photography or the dark blue is not used. 

SINGLE-COLOUR VERTICAL LOGO: FOR BLACK AND WHITE 
REPRODUCTION ONLY

When print reproduction is limited to grey scale 
and requires the logo to be placed on a dark 
background, use the reverse logo. 

SINGLE-COLOUR VERTICAL LOGO LOCK-UP: REVERSE VERSION 
FOR BLACK AND WHITE REPRODUCTION ONLY

When print reproduction is limited to grey 
scale and requires the logo lockup to be placed 
on a dark background, use this version. 

SINGLE-COLOUR VERTICAL LOGO: FOR BLACK AND WHITE 
REPRODUCTION ONLY

We use this version when reproduction is limited to 
grey scale and requires the logo to be placed against 
a white background.

SINGLE-COLOUR VERTICAL LOGO LOCK-UP: FULL COLOUR VERSION 

FOR BLACK AND WHITE REPRODUCTION ONLY

Use this version when reproduction is limited to 
grey scale and requires the logo to be placed against 
a white background.

VERTICAL GOLD LOGO ON IMAGE – PREFERRED USE

Use the full colour gold logo on photographic backgrounds. Avoid placing the gold logo on mid-tone areas 
of the photograph where there isn’t enough tonal contrast between the logo and the background. If this 
isn't possible, lighten or darken the area of the image to ensure reasonable amount of tonal contrast.

VERTICAL LOGO AND TAGLINE LOCK UP

Whenever possible, use the vertical logo 
separate from the tagline All Aboard Amazing. 
Only use this lock up in instances where 
space/time is limited. See p. 10 for details and 
usage on our tagline.
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The horizontal logo is our secondary logo and 

should only be used when space is limited.

As such, photography should not be used as the 

background for legibility reasons. You should 

use solid backgrounds such as solid blue or 

white for the horizontal logo.

Make sure lines of the shield are always 

transparent, with the solid background.

The logo and Rocky Mountaineer are registered 

trademarks and should always be used with the 

registered symbol.

HORIZONTAL LOGO ON SOLID BLUE (LIMITED USE)

When the vertical logo cannot be used due to 
space restrictions the horizontal logo can be used. 
(e.g. Rocky Mountaineer branded pens)

HORIZONTAL LOGO ON WHITE  OR BUFF (LIMITED USE)

The horizontal logo on a white or buff background 
is typically used on small merchandise when the 
dark blue background cannot be used. 

HORIZONTAL LOGO AND TAGLINE LOCK UP

Whenever possible, use the logo separate from 
the tagline All Aboard Amazing. Only use this 
lock up in instances where space/time is limited.
See p. 10 for details and usage on our tagline.

LOGO VERSIONS:
HORIZONTAL

SINGLE-COLOUR HORIZONTAL LOGO LOCK-UP: FOR BLACK AND 

WHITE REPRODUCTION ONLY

Use this version when reproduction is limited 
to grey scale and requires the logo to be placed 
on a white/light solid background.

SINGLE-COLOUR HORIZONTAL LOGO LOCK-UP: REVERSE VERSION 

FOR BLACK AND WHITE REPRODUCTION ONLY

Use this version when print reproduction is 
limited to grey scale and requires the logo to be 
placed on a dark solid background. 

SINGLE-COLOUR HORIZONTAL LOGO: FOR BLACK AND WHITE 
REPRODUCTION ONLY

We use this version when print reproduction  
is limited to grey scale and requires the logo to  
be placed on a dark solid background.

SINGLE-COLOUR HORIZONTAL LOGO: FOR BLACK AND WHITE 
REPRODUCTION ONLY

We use this version when reproduction is limited 
to grey scale and requires the logo to be placed on a 
white/light solid background.

BRAND ELEMENTS
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LOGO USAGE
To give our logo the right impact, avoid crowding it 

with other elements or making it too small.

Only use the logo files as supplied. Do not alter or 

modify the artwork.

MINIMUM CLEARANCE – VERTICAL LOGO

The cap height of the “R”  in “ROCKY MOUNTAINEER” is used as a guide 
to determine minimum clearance around all four corners of the logo.

MINIMUM CLEARANCE – HORIZONTAL LOGO

The cap height of the “R”  in “ROCKY MOUNTAINEER” is used as 
a guide to determine minimum clearance around all four corners of 
the logo.

BRAND ELEMENTS

MINIMUM SIZE – VERTICAL LOGO

Minimum width of the vertical logo is 1” for all standard applications. 
Small merchandise or other uses may call for a smaller size as an exception.

MINIMUM SIZE – HORIZONTAL LOGO

Minimum width of the horizontal logo is 1.25” for all standard 
applications. Small merchandise or other uses may call for a smaller 
size as an exception.

1”

1.25”
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TAGLINE

The tagline is for use in materials created by Rocky 
Mountaineer only.*

The tagline “All Aboard Amazing” is primarily used 

as a stand-alone element, which acts as a sign-off to 

communication pieces. It is placed on the opposite side 

of the logo in a composition.

A complete set of tagline files in spot colour, CMYK, 

RGB, and reverse is available. The files can be found on 

Simpleview. Only use the file as supplied. Do not alter 

or modify the artwork.

You can request access to our photo library, Simpleview, 

by contacting images@rockymountaineer.com

Only use the logo and tagline lock up (see p. 7) when 

space is limited.

FOR TOURISM PARTNERS AND THIRD PARTIES

 Materials such as special offer ads or promotional 

packages created by a third party tourism partner 

should not use our tagline, “All Aboard Amazing”. 

PLACEMENT AND ALIGNMENT

For standard print formats, centre align the tagline to the logo and 
place at the bottom of the page.

TAGLINE

The tagline is always set in our corporate gold colour and finalized as a master file.  
Do not alter or modify the artwork.

SCALE AND MINIMUM SIZE

To determine the scale, set the width at 75% of the width of the logo. Do not alter the 
height and width proportion. Minimum width of the tagline is 0.75”.

BROADCAST AND VIDEO END-SLATE (EXCEPTION)

The tagline on the end-slate of our broadcast and videos is treated 
differently and specifically for the application. Use the master end-
slate file for all video pieces whenever possible. See p. 34 for a sample 
application and usage.

0.75”W

W x 0.75

TAGLINE

LOGO

File name on Barberstock: RM_AllAboardAmazing_Gold4c_coated.eps
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SERVICE 
SYMBOLS
There are two service tiers for all Rocky Mountaineer 

packages: SilverLeaf Service and GoldLeaf Service.

In writing, ensure ‘Service’ always follows the two 

service tiers, and the first letter, the ‘L’ in ‘Leaf’, 

and the ‘S’ in ‘Service’ are capitalized.

I.e. SilverLeaf Service, GoldLeaf Service.

When space is limited, use the simplified logo to 

maximize legibility of the service symbols.

The unique CMYK values for the gold are intended to 

achieve an optical match between printing on coated 

and uncoated stock.

The files can be found on Simpleview. Only use the  file 

as supplied. Do not alter or modify the artwork.

You can request access to our photo library, Simpleview, 

by contacting images@rockymountaineer.com

FULL COLOUR GOLDLEAF SERVICE LOGO

REVERSE GOLDLEAF SERVICE LOGO

FULL COLOUR SILVERLEAF SERVICE LOGO

SIMPLIFIED GOLDLEAF SERVICE LOGO (FOR SMALL USE)SIMPLIFIED SILVERLEAF SERVICE LOGO (FOR SMALL USE)

REVERSE SILVERLEAF SERVICE LOGO

BRAND ELEMENTS

GOLDLEAF SERVICE COLOURSILVERLEAF SERVICE COLOUR

C8  M0  Y0  K48

COATED: COOL GREY 8 C 

UNCOATED: COOL GREY 8 U

METALLIC: 8421 C

COATED: C0  M20  Y70  K15
UNCOATED: C0  M20  Y75  K15

R220  G174  B63
HEX DCAE3E

PANTONE 7407 C
PANTONE 7407 U
PANTONE (PREMIUM METALLIC)  0127C
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ROUTE 
SYMBOLS
The route symbols are inspired by the rail signage 

while the colours are inspired by the scenery 

of each route.

The route symbols and colours are predominantly 

used as navigational tools in our annual sales 

brochure. 

The route symbols are mainly used as navigational 

tool when describing our different routes, they can 

be used in numerous applications like sales collateral, 

digital, video, and the onboard experience. 

When it is being used to clearly outline the different 

routes, it should be combined with the routes name 

written out in full, as shown opposite. 

In long documents or videos, when each unique route 

is introduced for the first time, the complete route 

name should always accompany the route symbol. 

Respective route symbol can then be used as a stand 

alone graphic in subsequent pages or frames.

When the route colours and symbols are used outside 

of the sales brochure, only use them as secondary 

elements that complement the look and feel 

of the brand.

Only use the files as supplied. Do not alter keyline 

weight or modify the artwork.

COLOUR VALUES

FULL COLOUR USE

REVERSE USE WITH COMPLETE ROUTE NAMES

JOURNEY THROUGH 
THE CLOUDS

CIRCLE JOURNEY ROCKIES TO THE 
RED ROCKS

FIRST PASSAGE 
TO THE WEST

RAINFOREST 
TO GOLD RUSH

C32  M87  Y74  K45
PANTONE 188 C
PANTONE 7624 U

C84  M60  Y37  K17
PANTONE 2376 C
PANTONE 7693 U

C80  M40  Y45  K8
PANTONE 7475 C
PANTONE 7720 U

C20  M93  Y100  K10
PANTONE 7599 C
PANTONE 2349 U

C77  M48  Y76  K49
PANTONE 553 C
PANTONE 533 U
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ROUTE SYMBOLS
SAMPLE USAGE
The images on this page are from our route videos and 

are examples of how we have incorporated the route 

symbols as graphics into our videos. 

You can find all three route videos on Simpleview. For 

access, please email images@rockymountaineer.com
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ABCEFGHIJKLMNO

ABCEFGHIJKLMNOPQRSTUVWXYZ 
abcefghijklmnopqrstuvwxyz

ABCEFGHIJKLMNOPQRSTUVWXYZ 
abcefghijklmnopqrstuvwxyz

ABCEFGHIJKLMNOPQRST

Chronicle Display Compressed: Roman

Proxima Nova Condensed: Light

Proxima Nova Condensed – Thin

Chronicle Text G2: Roman

Knockout: 48 Featherweight Proxima Nova Extra Condensed

PRIMARY TYPE PAIRING  – HEADLINE

PRIMARY TYPE PAIRING  – BODY COPY

SECONDARY TYPE PAIRING – HEADLINE

SECONDARY TYPE PAIRING – BODY COPY

TERTIARY TYPEFACE

TYPEFACES
We use five typefaces for our brand: 

•	 Chronicle Display Compressed 

•	 Chronicle Text 

•	 Proxima Nova Condensed 

•	 Proxima Nova Extra Condensed 

• Knockout

We’ve developed two standard type pairings 

to create consistency while allowing for variety 

in long-form documents. 

PRIMARY TYPE PAIRING

The primary type pairing is used on all 

communications as our corporate typefaces. (Ie. 

Brand ads, campaigns, brochure covers, etc...)

SECONDARY TYPE PAIRING

The secondary type pairing is only used in addition 

to the primary type paring on long-form documents 

such as the brochure. Its purpose is to complement 

(not replace) the primary typeface and create 

differentiation between different tiers of information 

when necessary. (Ie. Subheadlines and body copy of 

the content pages for route packages)

Specific weights and variants are chosen for each 

typeface and assigned to specific type pairings that 

is most ideal for distinct usage.

See the next three pages for examples and usage.

TERTIARY TYPEFACES 

Tertiary typefaces are typically used in a more 

functional manner. Knockout is used mainly for its 

numerals only for pricing information. Proxima Nova 

Extra Condensed is used mainly for when there’s the 

need to fit a lot of copy in a limited amount of space 

such as legal copy or terms & conditions. See p. 17 for 

details on usage.

123456789 ABCDEFGHIJKLMNOPQRSTUWXYZ 
abcdefghijklmnopqrstuwxyz
01234567890

TERTIARY TYPEFACE

BRAND ELEMENTS
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FIRST PASSAGE 
TO THE WEST

Travel through the legendary Spiral Tunnels, traverse the Continental 
Divide, and be inspired as you wind through mountain passes and dramatic 
canyons. Experience the only passenger rail service on this historic route, 

celebrated for connecting Canada from East to West.

PRIMARY TYPE PAIRING: HEADLINE

Typeface: Chronicle Display Compressed Regular
Tracking is set to 0. Leading is set to 100% of the point size.

PRIMARY TYPE PAIRING: BODY COPY

Typeface: Proxima Nova Condensed Light
Tracking is set to 0. Leading is set to 120% of the point size.

PRIMARY TYPE PAIRING EXAMPLE

SECONDARY TYPE PAIRING EXAMPLE

SECONDARY TYPE PAIRING: HEADLINE

Typeface: Proxima Nova Condensed Thin
Tracking is set to 0. Leading is set to 100% of the point size.

SECONDARY TYPE PAIRING: BODY COPY

Typeface: Chronicle Text G2 Roman
Tracking is set to 0. Leading is set to 120% of the point size.

PRIMARY TYPE PAIRING 

Used for all communications, stand-alone print 

ads or long-form documents.

SECONDARY TYPE PAIRING 

Used as a complementary type pairing in 

long-form documents in addition to the primary 

type pairing. Only use this type pairing when it’s 

appropriate to create contrast or to differentiate 

unique types of information. (i.e. brochure and 

multi-page sales sheets.)

Always use the primary type pairing in a long 

form document first. The secondary type pairing 

can be used to show secondary information.

Never use the secondary type pairing without 

the primary type pairing on the same piece of 

communication.

ROUTE HIGHLIGHTS
Below are some of the key highlights of each journey, rich in historical storytelling 

and natural beauty. Keep your eyes and ears open so you don’t miss a thing.

TYPE PAIRINGS 
AND USAGE

BODY COPY

BODY COPY

HEADLINE

HEADLINE

BRAND ELEMENTS



1616

TYPOGRAPHY: 
DIVIDING LINE

DIVIDING LINE: WIDTH

Width of the dividing line is one third of the full width of the headline measure.

A CANADIAN ROCKIES
JOURNEY LIKE NO OTHER

Y

1/3 Y

A CANADIAN ROCKIES
JOURNEY LIKE NO OTHER

Within the unique world of rail travel, Rocky Mountaineer is so much 

more than just a train. It’s the key to unlocking a hidden world of unparalleled beauty 

as you carve through otherwise inaccessible terrain in the Canadian Rockies.

DIVIDING LINE: SPACING

For standard print sizes, set the stroke weight of the line at 0.5pt. Always set in the colour of the headline. 
The preferred position of the line is in the centre of type. Make sure the space above and below the line are equal 
(the space is 85% of the cap height of the headline). 

X

CAP HEIGHT

X

X = 85% OF CAP HEIGHT

On standard communications, use a keyline 

to divide headlines from body copy. 

Follow the formula on the right to determine the 

width of the dividing line, placement and spacing.

This device is used for both primary and secondary 

type pairings.

BRAND ELEMENTS
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•	� Direct Air Canada flights 
between Heathrow &  
Vancouver

• 	�5 days onboard Rocky
Mountaineer

• 	�4 breakfasts, 4 lunches, 
1 afternoon snack

• 10 nights hotel

• Vancouver Lookout

•	� Tour of Vancouver’s� North 
Shore

• Banff Gondola

• Yoho National Park Tour

• 	�Icefields Parkway Tour,
including Ice Explorer

•	�� National Parks Pass

• 	�Rail station transfers
& luggage handling

1234567890
$600
$60 20 £30

$5,149*

PROXIMA NOVA EXTRA CONDENSED: REGULAR

Tracking is set to 5. Leading is set to 120% of the point size.

KNOCKOUT: FEATHERWEIGHT

Tracking is set to 0. Leading is set to 90% of the point size.

TERTIARY 
TYPEFACES

FIRST PASSAGE
TO THE WEST

INTO THE UNTAMED WESTERN WILD.

VANCOUVER LAKE LOUISE OR BANFFKAMLOOPS

24

VANCOUVER
KAMLOOPS

ALBERTABRITISH
COLUMBIA

LAKE LOUISE
  or

    BANFF

JOURNEY  
THROUGH 

THE CLOUDS
ENCOUNTER WILDERNESS IN 

THE MOST CIVILIZED WAY.

VANCOUVER JASPERKAMLOOPS

38

VANCOUVER
KAMLOOPS

JASPER

2

ALBERTABRITISH 
COLUMBIA

RAINFOREST
TO GOLD RUSH

FIND THE WORLD’S MOST NATURAL TREASURES.

VANCOUVER JASPERQUESNELWHISTLER

5 1 Howe Sound, British Columbia

VANCOUVER

WHISTLER

JASPER

QUESNEL

ALBERTABRITISH  COLUMBIA

TERTIARY TYPEFACE: KNOCKOUT 

Knockout is used predominantly for pricing call outs.

When used as a pricing call out, always set the type in 

white and set it against the gold background. Ensure 

the height of the dollar sign aligns with the height of 

the numbers and other currencies align as shown. 

Only use this typeface for pricing and numerals only.

TERTIARY TYPEFACE: PROXIMA NOVA EXTRA CONDENSED 

Used for small print, location names, pricing charts, 

and legal copy.

This typeface is used for content-heavy detail that 

requires maximum character count within a limited 

amount of space. Leading is equal to 120% of the font 

size. Tracking is set at five. 

BRAND ELEMENTS

MOAB, UTAHGLENWOOD SPRINGS, COLORADODENVER, COLORADO

SUNSHINE
VILLAGE

VANCOUVER

WHISTLER

JASPER

QUESNEL

KAMLOOPS

USA

ALBERTABRITISH
COLUMBIA

VANCOUVER
ISLAND

LAKE LOUISE

VICTORIA

SONORA RESORT

BANFF
CANMORE

KANANASKIS

CALGARY

EDMONTON

CANADA

CMH
BOBBIE
BURNS

N
W

E
S

ALASKA

CANADA

Choose between Lake Louise or Ban�

Destinations where you begin,
end or extend your journey

Destinations where you only 
overnight during your rail journey

Train routes

First Passage to the West

Rainforest to Gold Rush
Journey through the Clouds

Scenic highway/Self-Drive/Motorcoach

Cruise port

Travel Eastbound (EB) or Westbound (WB) onboard Rocky Mountaineer.

Airport

Rockies to the Red Rocks
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HEADLINE OR BODY COPY FONT (WHEN PROXIMA NOVA CONDENSED IS NOT AVAILABLE) 

ARIAL: NARROW

HEADLINE FONT (WHEN CHRONICLE IS NOT AVAILABLE) 

GEORGIA: PRO COND

SYSTEM FONTS 
FOR LIMITED USE
Our primary corporate typefaces (see p. 14)  

should be used for all external communications 

whenever possible. 

There may be some instances where this isn't possible 

so we have created an alternative type pairing using 

the system fonts, Georgia Pro and Arial Narrow. 

Please note that these system fonts are only to be 

used in the rare occasions when licenses for our 

corporate typefaces are not available.

Font pairings can be used interchangeably. Example: 

Arial Narrow headline with Georgia Pro body copy 

or 

Georgia Pro Condensed headline with Arial Narrow 

body copy.

Within the unique world of rail travel, Rocky Mountaineer 
is so much more than just a train. It’s the key to unlocking 

a hidden world of unparalleled beauty as you carve 
through otherwise inaccessible terrain in the Canadian 

Rockies.

BRAND ELEMENTS

BODY COPY (WHEN CHRONICLE IS NOT AVAILABLE) 

GEORGIA: PRO

A CANADIAN ROCKIES 
JOURNEY LIKE NO OTHER.

Within the unique world of rail travel, Rocky 
Mountaineer is so much more than just a train. 

It’s the key to unlocking a hidden world of 
unparalleled beauty as you carve through 

otherwise inaccessible terrain in the Canadian 
Rockies.
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CORPORATE 
COLOURS
The Rocky Mountaineer corporate colour palette 

consists of three primary colours, three secondary 

colours and a type colour.

The unique CMYK values for the gold are intended to 

achieve an optical match between printing on coated 

and uncoated stock.

When printing metallic gold, ensure that the printer 

is able to match the brightness and colour of the 

Premium Metallic gold swatch with the right silver 

base ink.

The secondary colours are only used as accent 

colours. Accent colours are used to highlight 

information to create visual variation within long-form 

documents. They are not to be a replacement of 

corporate colours. Dark grey is only used for 

body copy.

See usage detail of the primary and secondary 

colours on pp. 20–21.

SECONDARY COLOUR: BUFF

Buff is used as the background colour 
to provide warmth.

SECONDARY COLOUR: GLACIAL LAKE

Glacial Lake is the colour used for secondary 
information (e.g. temperature)

SECONDARY COLOUR: SKY BLUE

Sky Blue is the colour used for secondary 
information (e.g. cruise add-on package, etc).

TYPE COLOUR: DARK GREY

Dark Grey is only used for body copy.

C65  M10  Y0 K0
R60  G180  B231
HEX 3CB3E7
PANTONE 2915 C
PANTONE 2915 U

C60  M21  Y46 K0
R111  G165  B149
HEX  6FA494
PANTONE 556 C
PANTONE 557 U

C4  M4  Y6 K0 
R242  G238  B234
HEX F1EEE9
PANTONE 9043 C (60% TINT)
PANTONE 9043 U (60% TINT)

C10  M10  Y10 K75
R88  G86  B87
HEX 575657
PANTONE 7540 C
PANTONE 433 U

PRIMARY COLOUR: GOLD

Gold is the colour for the logo, and background 
colour for promotional detail.

PRIMARY COLOUR: DARK BLUE

Dark blue is used as the colour of the background for 
the logo to sit on for the end slate on video assets.

C100  M70  Y0 K60
R0  G38  B89
HEX  002559
PANTONE 295 C
PANTONE 295 U

COATED: C0  M20  Y70  K15
UNCOATED: C0  M20  Y75  K15

R220  G174  B63
HEX DCAE3E
PANTONE 7407 C
PANTONE 7407 U
PANTONE (PREMIUM METALLIC) 10127C

PRIMARY COLOUR: WHITE

White is used for reversed headline and body 
copy on photography.

C 0  M0  Y0 K0
R255  G255  B255
HEX FFFFFF

BRAND ELEMENTS
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GOLDLEAF SERVICE COLOURSILVERLEAF SERVICE COLOUR

SERVICE AND 
ROUTE COLOURS
In addition to the corporate colours, there are six 

colours used to identify our two service levels, 

four unique rail routes, and our Circle Journey.

C32  M87  Y74  K45
PANTONE 188 C
PANTONE 7624 U

C84  M60  Y37  
K17
PANTONE 2376 C
PANTONE 7693 U

C80  M40  Y45  K8
PANTONE 7475 C
PANTONE 7720 U

C20  M93  Y100  K10
PMS 7599 C
PMS 2349 U 

C77  M48  Y76  K49
PANTONE 553 C
PANTONE 533 U

C8  M0  Y0  K48
COATED: COOL GREY 8 C 
UNCOATED: COOL GREY 8 U
METALLIC: 8421 C

JOURNEY THROUGH THE CLOUDS CIRCLE JOURNEY ROCKIES TO THE RED ROCKSFIRST PASSAGE TO THE WEST RAINFOREST TO GOLD RUSH

COATED: C0  M20  Y70  K15
UNCOATED: C0  M20  Y75  K15

R220  G174  B63
HEX DCAE3E
PANTONE 7407 C
PANTONE 7407 U
PANTONE (PREMIUM METALLIC) 10127C

BRAND ELEMENTS
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PRIMARY 
COLOUR USAGE INTRODUCTION 30 YEARS

2

INTRODUCTION 30 YEARS

2

For 30 amazing years, Rocky Mountaineer has been 
transporting guests through the grandeur of the 
Canadian Rockies. We are a daylight-only train that 
operates from April to October, offering breathtaking 
landscapes, outstanding service, gourmet food and 
passionate Hosts with stories to tell. It’s your once-
in-a-lifetime opportunity to discover wildlife and 
majestic mountains from your spacious, glass-dome 
coach, while awakening emotions of nostalgia for 
luxurious train travel. Once the sun goes down, the 
fun doesn’t stop just because the train does. You’ll 
explore your brand-new surroundings and end the 
day with a restful night’s sleep in your hotel. Come 
join us for an adventure you won’t soon forget. For 
many, it’s the journey of a lifetime.

AN EXPERIENCE  
FOR THE AGES. 

Mount Rundle, Banff National Park, Alberta 3

CANADIAN ROCKIES

2020 LUXURY TRAIN GUIDE

30
BREATH- 
TAKING 
YEARS 

Each of the primary colours has its own role and 

usage. Refer to the examples on the right on how 

they can be used.

PRIMARY COLOUR: GOLD

The gold is our corporate colour that is used 

predominantly across our brand platform. It is the 

colour for our logo as well as solid colour fields for 

highlighting promotional details and brand messaging.

PRIMARY COLOUR: WHITE

White is used for headline and body copy on 

photography. Always make sure to place type on 

an evenly toned and uncluttered area of the 

photograph. Make sure the area of the photograph 

is dark enough to have enough contrast to make the 

type legible.

PRIMARY COLOUR: DARK BLUE

To maximise the visual impact of our logo, dark blue 

is used as the background colour on all advertising 

and video end slates. When creating GIFs or carousel 

graphics for online advertising, it is also used as the 

end frame with the logo.

Large floods of blue should not be used elsewhere.

PRIMARY CORPORATE COLOUR: DARK BLUE

Dark blue is used as the colour of the background for video end 
slates or end frame for digital applications.

PRIMARY CORPORATE COLOUR: WHITE

White is used for reversed headline and body copy on 
photography.

MAXIMET DOLUPTAE OCCAES 
DOLESE CONSE SUS

Mei sedoconsum in veret habenatus con 
hostem intumenium te aucre

PRIMARY CORPORATE COLOUR: GOLD

Gold is the colour for the logo, headlines, and can be used as solid colour fields when photography is used.

BRAND ELEMENTS
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SECONDARY 
COLOUR USAGE
Each of the secondary colours has its role and 

usage. Refer to the examples on the right on how 

they can be used.

Accent colours are used to highlight information to 

create visual variation within long-form documents. 

They are not to be a replacement of corporate colours.

SECONDARY COLOUR: BUFF

Buff is used as the background colour for all 

our communications. It is intended to complement 

our nature-based photography and prevent our 

communications from looking too stark. Use it as 

the background colour whenever possible.

SECONDARY COLOUR: SKY BLUE

Sky blue is a colour used for secondary/highlighted 

information. It should be used sparingly as an accent 

colour to create visual variation and pace without 

overtaking the look and feel of the brand. When used 

alongside imagery, it should complement the colour  

of the image. 

SECONDARY COLOUR: GLACIAL LAKE

Glacial lake is a colour used for secondary/highlighted 

information. It should be used sparingly as an accent 

colour to create visual variation and pace without 

overtaking the look and feel of the brand. When used 

alongside imagery, it should complement the colour of 

the image.

SECONDARY COLOUR: BUFF

Buff is used as the background colour to 
complement our nature-based photography.

EXTRAS

98

EXTRAS

9998

ALBERTA

ALASKA

BRITISH
COLUMBIA

VANCOUVER

KETCHIKAN

SKAGWAY

JUNEAU

GLACIER BAY
NATIONAL PARK

TRACY ARM

WHISTLER

JASPER

QUESNEL

KAMLOOPS

LAKE LOUISE
    or
     BANFF

CALGARY

98

When you’re thirsty for adventure, you don’t want the experience 

to end. We get it. And we find that a luxury rail journey pairs nicely 

with a luxury cruise. So we have partnered with Holland America 

Line to make it easy to add any Alaska cruise to the beginning or 

end of your trip on Rocky Mountaineer, all of which depart from 

Vancouver, BC, Canada. Alaska is a place like no other. With snow-

capped mountains, massive glaciers, and majestic wildlife, it’s 

positively brimming with natural beauty.

Don’t forget to pack your passport in the flurry of excitement, 
as you will be cruising over international borders.

FROM OPEN VISTAS  
TO OPEN SEAS

Extend your Rocky Mountaineer adventure by combining 
it with an Alaska cruise at the beginning or end  

of your rail journey.

SAT BOARD ALASKA CRUISE  
IN VANCOUVER
Board your ship for departure 
at the Vancouver cruise 
terminal. Overnight on the 
ms Koningsdam.    D

SUN CRUISE THE INSIDE PASSAGE
Sail through the dramatic Inside 
Passage. Overnight on the  
ms Koningsdam.    B   L    D

MON PORT OF CALL JUNEAU,  
ALASKA
Explore the rustic shops in 
town or choose an excursion 
to Mendenhall Glacier, 
Juneau Icefields, or go whale 
watching. Overnight on the 
ms Koningsdam.    B   L    D

TUES PORT OF CALL SKAGWAY, 
ALASKA
Stroll into the past at the Red
Onion Saloon, visit the Trail 
of ’98 Museum, or relive the 
“Last Great Adventure” at the 
Klondike Gold Rush National
Historical Park. Overnight on 
the ms Koningsdam.    B   L    D

WED BOARD ALASKA CRUISE  
IN VANCOUVER
Board your ship for departure  
at the Vancouver cruise terminal. 
Overnight on the ms Volendam. 
  D

THURS CRUISE THE INSIDE PASSAGE
Sail through the dramatic Inside 
Passage. Overnight on the  
ms Volendam.    B   L    D

FRI PORT OF CALL JUNEAU,  
ALASKA
Explore the rustic shops in 
town or choose an excursion 
to Mendenhall Glacier, Juneau 
Icefields, or go whale watching. 
Overnight on the ms Volendam.  
  B   L    D

SAT PORT OF CALL SKAGWAY, 
ALASKA
Stroll into the past at the Red
Onion Saloon, visit the Trail of ’98 
Museum, or relive the “Last Great 
Adventure” at the Klondike Gold 
Rush National Historical Park.
Overnight on the ms Volendam.  
  B   L    D

ms KONINGSDAM
EMBARKS FROM VANCOUVER, BC, CANADA, ON SATURDAYS 
First departure: May 2   |   Last departure: September 19

ms VOLENDAM
EMBARKS FROM VANCOUVER, BC, CANADA ON WEDNESDAYS 
First departure: April 29   |   Last departure: September 23

•  Rotterdam-class ship

•  7-night Inside Passage Cruise to Glacier Bay, 
   a UNESCO World Heritage site

•   Large Ocean-View Stateroom for SilverLeaf Service guests

•  Verandah Suites Stateroom for GoldLeaf Service guests

•  Pinnacle-class ship, Holland America’s newest and largest class

•   7-night Inside Passage Cruise to Glacier Bay, 
   a UNESCO World Heritage site

•   Large Ocean-View Stateroom for SilverLeaf Service guests

•   Deluxe Verandah Ocean-View Stateroom for GoldLeaf Service guests

SUN GLACIER BAY SCENIC CRUISE
Get your camera ready to capture
a monumental chunk of ice as it 
splits from a glacier and crashes 
into the sea with a thunderous 
sound. Overnight on the  
ms Volendam.    B   L    D

MON PORT OF CALL KETCHIKAN, 
ALASKA
Deepwater fjords created by 
retreating glaciers have left 
stunning granite cliffs. Explore 
Creek Street, the Tongass 
Historical Museum, Totem Bight 
State Historical Park, or Saxman 
Village. Overnight on the  
ms Volendam.    B   L    D

TUES CRUISE THE INSIDE PASSAGE
Cruise the Inside Passage past 
Haida Gwaii (formerly known as 
the Queen Charlotte Islands) and 
Vancouver Island. Overnight on 
the ms Volendam.    B   L    D

WED VANCOUVER DISEMBARKATION
After breakfast you will 
disembark the ms Volendam  
in Vancouver.    B

WED GLACIER BAY SCENIC CRUISE
Get your camera ready to capture 
a monumental chunk of ice as it 
splits from a glacier and crashes 
into the sea with a thunderous 
sound. Overnight on the  
ms Koningsdam.    B   L    D

THURS PORT OF CALL KETCHIKAN, 
ALASKA
Deepwater fjords created by 
retreating glaciers have left 
stunning granite cliffs. Explore 
Creek Street, the Tongass 
Historical Museum, Totem Bight 
State Historical Park, or Saxman 
Village. Overnight on the  
ms Koningsdam.    B   L    D

FRI CRUISE THE INSIDE PASSAGE
Cruise the Inside Passage past 
Haida Gwaii (formerly known as 
the Queen Charlotte Islands) and 
Vancouver Island. Overnight on 
the ms Koningsdam.    B   L    D

SAT VANCOUVER DISEMBARKATION
After breakfast you will 
disembark the ms Koningsdam 
in Vancouver.    B  

B BREAKFAST L DLUNCH DINNER94 Banff National Park, Alberta

TRIP PLANNER30 YEARS

95

Warm weather urges vegetation to flourish. 

Baby animals emerge under their parents’ 

watchful eyes. The days grow longer. The 

rainforest is at its most lush and the arid 

desert canyons have an especially rugged 

beauty during June, July, and August.

As winter relinquishes its hold and 

the wilderness comes to life, this is

one of the best times to get onboard 

Rocky  Mountaineer. Lakes, streams, and 

waterfalls swell. Bears lumber out of 

hibernation. Birds begin nesting. And best 

of all, the crowds of summer tourists have 

yet to arrive. 

The forests create a vibrant display of red, 

orange, and gold, mixed with evergreen. 

Snow frosts the mountain peaks. The 

animals forage through the wilderness to 

prepare for the coming winter. The crowds 

of summer tourists are waning in October.

SUMMERSPRING AUTUMN
APRIL   |   MAY JUNE   |   JULY   |   AUGUST SEPTEMBER   |   OCTOBER

CELSIUS

VANCOUVER KAMLOOPS ROCKIES WHISTLER QUESNEL

APR 6 – 13 3 –  17 –3 – 9 0 – 12 –1 – 14

MAY 9 – 17 8 – 21 0 – 14 4 – 16 4 – 19

JUN 12 – 20 12 – 25 3 – 21 7 – 20 8 – 23

JUL 14 – 22 14 – 29 7 – 24 9 – 24 10 – 25

AUG 14 – 22 13 – 28 5 – 22 9 – 24 9 – 25

SEP 11 – 19 9 – 22 2 – 16 6 – 20 5 – 20

OCT 7 – 14 3 – 14  –3– 10 2 – 11 1 – 12

fahrenheit

VANCOUVER KAMLOOPS ROCKIES WHISTLER QUESNEL

APR 43 – 55 38 – 63 27 – 48 32 – 54 31 – 57

MAY 48 – 63 46 – 70 32 – 57 39 – 61 39 – 66

JUN 54 – 68 54 – 77 37 – 70 45 – 68 46 – 73

JUL 57 – 72 57 – 84 45 – 75 48 – 75 50 – 77

AUG 57 – 72 55 – 82 41 – 72 48 – 75 48 – 77

SEP 52 – 66 48 – 72 36 – 61 43 – 68 41 – 68

OCT 45 – 57 37 – 57 27 – 50 36 – 52 33 – 54

AVERAGE DAILY TEMPERATURE RANGE

You can travel on Rocky Mountaineer during the spring, summer, 
or autumn. This means you can experience the beauty of the Rocky 
Mountains under very different conditions. In the spring, you can 
witness the wilderness coming to life. Summer offers longer days 
and more wild creatures to see. And in the autumn, the leaves begin 
turning and hints of frost touch the peaks of the mountains. Keep in 

mind that early spring and late autumn offer our best pricing.

- STEP 3 -

CHOOSE YOUR SEASON.

SECONDARY COLOUR: GLACIAL LAKE

Glacial Lake is the colour used for secondary/
highlighted information to create visual 
variation within long-form documents like  
the brochure.

SECONDARY COLOUR: SKY BLUE

Sky Blue is the colour used for secondary/
highlighted information to create visual 
variation within long-form documents like  
the brochure.

BRAND ELEMENTS

CANADIAN ROCKIES

2021 LUXURY TRAIN GUIDE

rockymountaineer.com

Connect with us #rockymountaineer

facebook.com/rockymountaineertrain
instagram.com/rockymountaineer
pinterest.ca/rmountaineer
twitter.com/rmountaineer
youtube.com/rmountaineertrain

VENTURE 
 INTO

EXTRA-
ORDINARY

ROCKY M
OUNTAINEER     |     2021 LUXURY TRAIN GUIDE    |     CANADIAN ROCKIES   •    VANCOUVER
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SERVICE LEVELS 30 YEARS

14

You step inside the spacious single-level 
glass-dome coach and sink into your seat. 
You briefly close your eyes. It’s even more 
comfortable than you imagined. When the 
train rolls out of the station, there’s an 
excited buzz onboard. Warm scones are 
served as you raise your glass to salute 
your fellow passengers. Something tells you 
that you’re going to make some wonderful 
new friends on this trip, with people from all 
corners of the globe. 

SILVER
AT YOUR 
SERVICE.

SERVICE LEVELS30 YEARS

1 5

After a delicious breakfast that warms you 
to the core, you cozy up as your Host begins 
an intriguing tale from history. Drink in hand, 
you gaze in awe through pristine, extra-large 
windows as they describe what happened 
right here, in yesteryear, when the railway 
tracks opened up the Rocky Mountains to 
Canada’s West Coast. As the vivid colours 
of the wild pass by, you drift into nostalgia 
for the country with a true sense of wonder 
for all its natural beauty, and feel a renewed 
appreciation for life. Lunch rolls around just 
in time and a three-course gourmet meal 
is served at your seat. The scent of fresh, 
seasonal ingredients fills the air, and you 
decide you don’t want this day to end. After 
some late afternoon gourmet snacks, when 
the train stops and the sun goes down, the 
enjoyment continues. You are transported 
to a comfortable hotel for the night, where 
you’ll rest your head, dream of the stunning 
wildlife and natural wonders you witnessed 
and get ready for another full day tomorrow. 
This is your story, day after luxurious day. 

SERVICE LEVELS 30 YEARS

1 8

You climb aboard the bi-level coach and find 
yourself in the lap of luxury. Your reclining 
seat is sumptuous, the incredible glass dome 
is truly panoramic, and the Hosts are smiling 
with an experienced ease that makes you 
feel instantly at home. As the train passes 
through the rapidly changing landscape, 
you bite into a fresh mouth-watering scone 
and raise your glass—toasting the beginning 
of a breathtaking journey.

Before long, you head down to the lower-
level dining room for a hot breakfast that 
leaves you feeling the warm glow of 
satisfaction. Buzzing with excitement, you 
sit back with your new friends and enjoy 
the view. Then, just when you thought you 
couldn’t get any closer to nature, you visit 
the exclusive viewing platform and step into 
the great outdoors. The fresh air washes 
over you and you feel an incredible sense 
of peace and contentment. 

WHO DOESN’T 
WANT TO BE 
TREATED LIKE 
GOLD ?

SERVICE LEVELS30 YEARS

1 9

When lunchtime arrives, you head back 
down to the dining area, where Executive 
Chefs have designed an à  la carte menu 
using seasonal ingredients. You chat to 
fellow travellers from all over the world 
as you sample an exquisite three-course 
meal. When you return to your seat, your 
Host recounts historic tales of the Rocky 
Mountains and you enjoy gourmet snacks. 
You gaze out at passing wildlife as the 
train ascends to the breathtaking heights 
of the Canadian Rocky Mountains. When 
the day slows and the sun goes down, you 
are transported to your hotel to rest in 
comfort, and emerge fresh and ready for 
tomorrow’s wonders.

1 2

    

Recline inside a spacious, luxurious 
glass-dome coach, and let our 
captivating storytellers and Hosts 
make your journey unforgettable. 
Our single-level glass-dome coach 
puts you in the heart of Western 
Canada, with boundless views all 
the way. It’s your front row seat to 
nature’s most astonishing display.  

Single-level glass-dome coach
Gourmet cuisine 

Two Hosts and culinary team member
Outdoor viewing area

1 3 1 3

1 6

Bi-level glass-dome coach 
Exclusive dining room    

Large outdoor viewing platform 
Gourmet cuisine  

Four Hosts and full culinary team 

As if it couldn’t get any better. Our 
luxury onboard service takes your 
experience to the next level, on a 
bi-level coach, no less. With our 
private lower-level dining room 
and full culinary team, panoramic 
views, and an outdoor viewing 
platform, this is a journey that 
must be travelled. 

1 7

SERVICE LEVELS 
COLOUR USAGE
The colours for the two service levels can be used 

as a solid field of colour and/or as the colour for 

the headlines.

See the references on the right for sample usage.

GOLDLEAF SERVICE COLOUR

SILVERLEAF SERVICE COLOUR

BRAND ELEMENTS
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FIRST PASSAGE
TO THE WEST

INTO THE UNTAMED WESTERN WILD.

VANCOUVER LAKE LOUISE OR BANFFKAMLOOPS

24

VANCOUVER
KAMLOOPS

ALBERTABRITISH
COLUMBIA

LAKE LOUISE
  or

    BANFF

Stoney Creek Bridge, British Columbia 2 5

30

1.

2.

For pricing and all package options for 
this route, visit the Travel Planning 

Guide on page 88.

JOURNEY 7 DAYS

HOTEL NIGHTS 6 NIGHTS

TRAIN DAYS 2 DAYS

MEALS 
INCLUDED

2 BREAKFASTS
2 LUNCHES

TRIP 
HIGHLIGHTS

•  VANCOUVER LOOKOUT
•  YOUR CHOICE OF ACTIVITY 

IN VANCOUVER
•  YOHO NATIONAL PARK TOUR 

LAKE LOUISE TO BANFF
• BANFF TO CALGARY TOUR

INCLUDING BANFF GONDOLA
•  PANORAMIC HELICOPTER TOUR
•  CALGARY TOWER
•  NATIONAL PARKS PASS

TOUR CODE HBFE (EB)    HBFW (WB)

FIRST PASSAGE TO THE WEST 
HIGHLIGHTS

FROM URBAN SPLENDOUR  
TO QUAINT ALPINE TOWN. 

It’s time to slow down, take a deep breath, and gaze from the Vancouver Lookout 
at the city’s natural beauty. Tomorrow will be full of adventure. You’ll have the 
choice to take a sightseeing or cycling tour, or take in the local cuisine with a 
guided culinary tour. It’s the perfect kick-off to your great adventure, and it’s all 
just getting started. 

Upon departing Vancouver, you’ll take in every imaginable landscape as you wind 
through coastal mountains, lush farmlands, whitewater, and much more. You’ll 
tour through national parks, see incredible lakes, and eventually land in Lake 
Louise and Banff, where the towering Rocky Mountains decorate the skyline 
above pristine wilderness. 

From Banff, you’ll travel to Kananaskis, where a Panoramic Helicopter Tour over 
the epic Canadian Rockies will make a fitting end to this leg of your trip. You’ll 
finish the journey with an overnight stay in Calgary.  

1.  Banff, Alberta

2. Lake Louise, Alberta

Banff Gondola, Banff National Park, Alberta

3 1

VANCOUVER  |  KAMLOOPS  |  LAKE LOUISE  |  BANFF  |  CALGARY

First Passage  
to the West Motorcoach Number of Hotel Nights

Canada
United States

BESTSELLER

VANCOUVER
KAMLOOPS

LAKE LOUISE

CALGARYBANFF

PANORAMIC
HELICOPTER 
TOUR

2
1

1
11

ALBERTA

WASHINGTON

BRITISH 
COLUMBIA

First Passage  
to the West Motorcoach Number of Hotel Nights

Canada
United States

ITINER ARY & SIGHTSEEING B BREAKFAST L LUNCH

FROM CALGARY (Westbound)

APR 12 16 19 23 26 30
MAY 03 04 07 10 11 14 17 18 21 24 25 28 31
JUN 01 04 07 08 11 14 15 18 21 22 25 28 29
JUL 02 05 06 09 12 13 16 19 20 23 26 27 30
AUG 02 03 06 09 10 13 16 17 20 23 24 27 30 31
SEP 03 06 07 10 13 14 17 20 21 24 27
OCT 01 04 08

DATES Early Spring/ Late Autumn Offer Our Best Pricing

FROM VANCOUVER (Eastbound) 

APR 11 15 18 22 25 29
MAY 02 03 06 09 10 13 16 17 20 23 24 27 30 31
JUN 03 06 07 10 13 14 17 20 21 24 27 28
JUL 01 04 05 08 11 12 15 18 19 22 25 26 29
AUG 01 02 05 08 09 12 15 16 19 22 23 26 29 30
SEP 02 05 06 09 12 13 16 19 20 23 26 30
OCT 03 07

DAY 1   VANCOUVER
Arrive and spend time exploring scenic Vancouver 
on your own. Included is admission to the 
Vancouver Lookout. Overnight in Vancouver.

DAY 2   VANCOUVER
Today, tour Vancouver and enjoy your choice of 
activity: 1) a six-hour sightseeing tour of Vancouver’s 
spectacular North Shore, 2) a five-hour guided 
cycling tour of Vancouver’s highlights, 3) a two-and-
a-half-hour made-in-BC small-group culinary walk-
ing tour to Granville Island, or 4) a two-hour Sea 
Safari along the Howe Sound coast. Overnight  
in Vancouver.

DAY 3   VANCOUVER TO KAMLOOPS    B   L

Onboard Rocky Mountaineer. Overnight in Kamloops.

DAY 4   KAMLOOPS TO LAKE LOUISE    B   L

Onboard Rocky Mountaineer. Overnight in  
Lake Louise.

DAY 5   LAKE LOUISE TO BANFF
Enjoy the morning on your own. In the afternoon, a 
motorcoach tour takes you into Yoho National Park. 
Attractions include the Spiral Tunnels, Emerald 
Lake, and more. Overnight in Banff.

DAY 6   BANFF TO CALGARY WITH PANORAMIC  
HELICOPTER TOUR
Begin the morning with a motorcoach sightseeing 
tour of Banff. Among the points of interest are Bow 
Falls, Surprise Corner, and the Hoodoos. A trip 
on the Banff Gondola is included. Continue on to 
Kananaskis for a Panoramic Helicopter Tour over 
the remarkable landscape of the Canadian Rockies, 
before your transfer to Calgary. Enjoy admission to 
the Calgary Tower. Overnight in Calgary.

DAY 7   CALGARY
Your journey ends with checkout from your 
Calgary hotel.

Go West! To many, Banff and Lake Louise represent the holy grail  
of Canadian tourism. Embark on a journey of luxury and romance  

to Canada’s most-talked-about destinations.

ACCOMMODATION

HOTEL IF SILVERLEAF 
SERVICE SELECTED

HOTEL IF GOLDLEAF
SERVICE SELECTED

HOTEL IF GOLDLEAF SERVICE 
SELECTED WITH ROOM UPGRADE

VANCOUVER PINNACLE HOTEL HARBOURFRONT
FAIRMONT HOTEL VANCOUVER 

Fairmont Room
PAN PACIFIC HOTEL VANCOUVER 

Deluxe Harbour Room

LAKE LOUISE FAIRMONT CHATEAU LAKE LOUISE 
Fairmont Room

FAIRMONT CHATEAU LAKE LOUISE 
Fairmont Lakeview Room

FAIRMONT CHATEAU LAKE LOUISE 
Deluxe Lakeview Room

BANFF ELK + AVENUE THE RIMROCK RESORT HOTEL 
Premium Room

THE RIMROCK RESORT HOTEL 
Grandview Room

CALGARY HOTEL ARTS
FAIRMONT PALLISER 

Fairmont Room
FAIRMONT PALLISER 

Junior Suite

Depending on the service level you choose, one of the above hotels may be included in your package.  
Hotel and room categories are based on availability and will be confirmed at time of booking. 69

30 YEARS TRIP PLANNER

Below are some of the key highlights of each journey, rich 
in historical storytelling and natural beauty! Keep your eyes  

and ears open so you don’t miss a thing.

ROUTE HIGHLIGHTS.

VANCOUVER

KAMLOOPS

JASPER

JOURNEY THROUGH 
THE CLOUDS

2-DAY RAIL JOURNEY

VANCOUVER

WHISTLER

QUESNEL

JASPER

RAINFOREST
TO GOLD RUSH

3-DAY RAIL JOURNEY

FIRST PASSAGE
TO THE WEST

VANCOUVER

KAMLOOPS

LAKE LOUISE
OR BANFF

2-DAY RAIL JOURNEY

p.24 p.38 p.50

HELL’S GATE 

CISCO CROSSING

AVALANCHE ALLEY

SPIRAL TUNNELS

ROGERS PASS

CASTLE MOUNTAIN

MOUNT RUNDLE

HELL’S GATE

CISCO CROSSING

AVALANCHE ALLEY

PYRAMID FALLS

YELLOWHEAD LAKE

MOOSE LAKE

MOUNT ROBSON

CHEAKAMUS CANYON

GREEN LAKE

PAVILION

PAINTED CHASM

COTTONWOOD RIVER BRIDGE

MOOSE LAKE

MOUNT ROBSON

If your aim is to be 

awe-inspired for as 

long as possible, 

you can choose a 

combine two of our rail 

routes to get the most 

number of days onboard 

Plan to start and end 

your journey from 

the same place, 

CIRCLE
JOURNEYS

p.60

FIRST PASSAGE TO THE WEST

SOLID COLOUR USAGE

ROUTE COLOUR 
USAGE
The colours for our four rail routes and our Circle 

Journey can be used as solid fields of colour, or the 

colour for the type and highlighted information. A 

tint of the route colour can also be used to make 

tables of information easier to read.

See references on the right for sample usage.

BRAND ELEMENTS
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30 YEARS TRIP PLANNER

Below are some of the key highlights of each journey, rich
in historical storytelling and natural beauty! Keep your eyes 

and ears open so you don’t miss a thing.

ROUTE HIGHLIGHTS.

VANCOUVER

KAMLOOPS

JASPER

JOURNEY THROUGH 
THE CLOUDS

2-DAY RAIL JOURNEY

VANCOUVER

WHISTLER

QUESNEL

JASPER

RAINFOREST 
TO GOLD RUSH

3-DAY RAIL JOURNEY

FIRST PASSAGE 
TO THE WEST

VANCOUVER

KAMLOOPS

LAKE LOUISE 
OR BANFF

2-DAY RAIL JOURNEY

p.24 p.38 p.50

HELL’S GATE 

CISCO CROSSING

AVALANCHE ALLEY

SPIRAL TUNNELS

ROGERS PASS

CASTLE MOUNTAIN

MOUNT RUNDLE

HELL’S GATE

CISCO CROSSING

AVALANCHE ALLEY

PYRAMID FALLS

YELLOWHEAD LAKE

MOOSE LAKE

MOUNT ROBSON

CHEAKAMUS CANYON

GREEN LAKE

PAVILION

PAINTED CHASM

COTTONWOOD RIVER BRIDGE

MOOSE LAKE

MOUNT ROBSON

If your aim is to be 

awe-inspired for as 

long as possible, 

you can choose a 

combine two of our rail 

routes to get the most 

number of days onboard 

Plan to start and end 

your journey from 

the same place, 

CIRCLE
JOURNEYS

p.60

ROCKIES TO THE  
RED ROCKS

2-DAY RAIL JOURNEY

DENVER

GLENWOOD 
SPRINGS

MOAB

This stunning rail route 
travels through the 

ever-changing landscapes 
between Colorado  

and Utah. From vast 
canyons and chromatic 
deserts to stunning red 
sandstone formations 
that twist through the 

bright blue sky, you’ll be  
drawn in by its  

panoramic beauty.
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PHOTOGRAPHY
We have developed a library of photographs that 

showcases the beauty and grandeur of the landscape 

which Rocky Mountaineer travels through. 

There are three types of photographs within our  

library – train in landscape, on-board experience, 

and nature photography. 

TRAIN IN LANDSCAPE – HERO PHOTOGRAPHY

Photographs that show the train in context are important 

to showcase the Rocky Mountaineer experience and 

are our hero photography. The train and the landscape 

it passes through is one of the key aspects of our brand 

experience. Our imagery is visually powerful and 

designed to create that wow factor that stops people  

in their tracks. It is one of our key visual brand elements, 

and drives brand recognition and recall.

As visual impact helps to drive brand recognition, we 

should use singular images at scale and avoid using 

multiple images on a piece of communication.

ON-BOARD EXPERIENCE – SUPPORT PHOTOGRAPHY

Use the images taken from our GoldLeaf and SilverLeaf 

Service for communications for the respective service 

level or the on-board experience in general.

NATURE – SUPPORT PHOTOGRAPHY

On multi-page documents like the brochure, it is 

helpful to add images of nature to build a richer 

picture of the experience.

Request access to our photo library, Simpleview, 

by contacting images@rockymountaineer.com

 TRAIN IN THE LANDSCAPE – HERO PHOTOGRAPHY

NATURE – SUPPORT PHOTOGRAPHY

ON-BOARD EXPERIENCE – SUPPORT PHOTOGRAPHY

BRAND ELEMENTS
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BROCHURE 
COVERS

CANADIAN ROCKIES

2020 LUXURY TRAIN GUIDE

30 
BREATH- 
TAKING  
YEARS 

CANADIAN ROCKIES

2021 LUXURY TRAIN GUIDE

JOURNEY INTO
EXTRAORDINARY

The brochure cover is an unique example where 

there’s a need to create visual differentiation from 

one year to the next while keeping the look and feel 

within family. 

We use the same brand elements but allow further 

flexibility in terms of the usage of type and layout to 

create variation within the look and feel of our brand.

2021 BROCHURE COVER2020 BROCHURE COVER

2019 BROCHURE COVER

2018 BROCHURE COVER
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CANADIAN ROCKIES

2020 LUXURY TRAIN GUIDE

30 
BREATH- 
TAKING  
YEARS 

2020 BROCHURE COVER INTRODUCTION SPREAD

GOLDLEAF SERVICE CONTENT SPREAD

ROUTE CONTENT SPREAD

GOLDLEAF SERVICE INTRO SPREAD

ROUTE INTRO SPREAD

ROUTE PACKAGE SPREAD

BROCHURE
INTRODUCTION 30 YEARS

2

INTRODUCTION 30 YEARS

2

For 30 amazing years, Rocky Mountaineer has been 
transporting guests through the grandeur of the 
Canadian Rockies. We are a daylight-only train that 
operates from April to October, offering breathtaking 
landscapes, outstanding service, gourmet food and 
passionate Hosts with stories to tell. It’s your once-
in-a-lifetime opportunity to discover wildlife and 
majestic mountains from your spacious, glass-dome 
coach, while awakening emotions of nostalgia for 
luxurious train travel. Once the sun goes down, the 
fun doesn’t stop just because the train does. You’ll 
explore your brand-new surroundings and end the 
day with a restful night’s sleep in your hotel. Come 
join us for an adventure you won’t soon forget. For 
many, it’s the journey of a lifetime.

AN EXPERIENCE  
FOR THE AGES. 

Mount Rundle, Banff National Park, Alberta 3 1 6

Bi-level glass-dome coach 
Exclusive dining room    

Large outdoor viewing platform 
Gourmet cuisine  

Four Hosts and full culinary team 

As if it couldn’t get any better. Our 
luxury onboard service takes your 
experience to the next level, on a 
bi-level coach, no less. With our 
private lower-level dining room 
and full culinary team, panoramic 
views, and an outdoor viewing 
platform, this is a journey that 
must be travelled. 

1 7

SERVICE LEVELS 30 YEARS

1 8

You climb aboard the bi-level coach and find 
yourself in the lap of luxury. Your reclining 
seat is sumptuous, the incredible glass dome 
is truly panoramic, and the Hosts are smiling 
with an experienced ease that makes you 
feel instantly at home. As the train passes 
through the rapidly changing landscape, 
you bite into a fresh mouth-watering scone 
and raise your glass—toasting the beginning 
of a breathtaking journey.

Before long, you head down to the lower-
level dining room for a hot breakfast that 
leaves you feeling the warm glow of 
satisfaction. Buzzing with excitement, you 
sit back with your new friends and enjoy 
the view. Then, just when you thought you 
couldn’t get any closer to nature, you visit 
the exclusive viewing platform and step into 
the great outdoors. The fresh air washes 
over you and you feel an incredible sense 
of peace and contentment. 

WHO DOESN’T 
WANT TO BE 
TREATED LIKE 
GOLD ?

SERVICE LEVELS30 YEARS

1 9

When lunchtime arrives, you head back 
down to the dining area, where Executive 
Chefs have designed an à  la carte menu 
using seasonal ingredients. You chat to 
fellow travellers from all over the world 
as you sample an exquisite three-course 
meal. When you return to your seat, your 
Host recounts historic tales of the Rocky 
Mountains and you enjoy gourmet snacks. 
You gaze out at passing wildlife as the 
train ascends to the breathtaking heights 
of the Canadian Rocky Mountains. When 
the day slows and the sun goes down, you 
are transported to your hotel to rest in 
comfort, and emerge fresh and ready for 
tomorrow’s wonders.

ROUTES 30 YEARS

26 Banff National Park, Alberta26

Our most popular route, First 
Passage to the West retraces 
the steps of the 19th century 
explorers who first marvelled 
at this untamed wilderness, and 
gives a living history lesson on 
the building of a nation.

2 7

VANCOUVER KAMLOOPS LAKE LOUISE OR BANFFKAMLOOPS

FIRST PASSAGE TO THE WEST

W E

30 YEARS

Board Rocky Mountaineer in the urban 
oasis of Vancouver, British Columbia, and 
journey through the farmlands of the Fraser 
Valley. From fertile greenery, the landscape 
transforms to the towering peaks of the 
Coast Mountains. You’ll see the mighty 
Fraser River and the raging whitewater of 
Hell’s Gate. Then, the landscape undergoes 
another transformation and you’ll find 
yourself amid sagebrush and desert. You 
will pull in to overnight at a hotel in the city 
of Kamloops.

As your mountain adventure continues and 
you travel east along the South Thompson 
River, you’ll witness historic Craigellachie. 
This spot marks where the Last Spike 
was driven home on the Canadian Pacific 
Railway line, uniting the nation. You’ll gaze 
in wonder at cascading waterfalls and at icy 
glaciers spilling over the lips of the peaks 
above, on your way to the charming alpine 
town of Banff and the brilliant waters of Lake 
Louise. And all of this craggy wilderness is 
yours to embrace, from the comfort of your 
luxurious Rocky Mountaineer coach.

TRAIN DAY 1 TRAIN DAY 2

You can also choose to travel Westbound, journeying 
from Lake Louise or Banff to Vancouver.

FIRST PASSAGE
TO THE WEST

INTO THE UNTAMED WESTERN WILD.

VANCOUVER LAKE LOUISE OR BANFFKAMLOOPS

24

VANCOUVER
KAMLOOPS

ALBERTABRITISH
COLUMBIA

LAKE LOUISE
  or

    BANFF

Stoney Creek Bridge, British Columbia 2 5

30

1.

2.

For pricing and all package options for 
this route, visit the Travel Planning 

Guide on page 88.

JOURNEY 7 DAYS

HOTEL NIGHTS 6 NIGHTS

TRAIN DAYS 2 DAYS

MEALS 
INCLUDED

2 BREAKFASTS
2 LUNCHES

TRIP 
HIGHLIGHTS

•  VANCOUVER LOOKOUT
• YOUR CHOICE OF ACTIVITY  

IN VANCOUVER
• YOHO NATIONAL PARK TOUR 

LAKE LOUISE TO BANFF
• BANFF TO CALGARY TOUR

INCLUDING BANFF GONDOLA
•  PANORAMIC HELICOPTER TOUR
•  CALGARY TOWER
•  NATIONAL PARKS PASS

TOUR CODE HBFE (EB)    HBFW (WB)

FIRST PASSAGE TO THE WEST 
HIGHLIGHTS

FROM URBAN SPLENDOUR  
TO QUAINT ALPINE TOWN. 

It’s time to slow down, take a deep breath, and gaze from the Vancouver Lookout 
at the city’s natural beauty. Tomorrow will be full of adventure. You’ll have the 
choice to take a sightseeing or cycling tour, or take in the local cuisine with a 
guided culinary tour. It’s the perfect kick-off to your great adventure, and it’s all 
just getting started. 

Upon departing Vancouver, you’ll take in every imaginable landscape as you wind 
through coastal mountains, lush farmlands, whitewater, and much more. You’ll 
tour through national parks, see incredible lakes, and eventually land in Lake 
Louise and Banff, where the towering Rocky Mountains decorate the skyline 
above pristine wilderness. 

From Banff, you’ll travel to Kananaskis, where a Panoramic Helicopter Tour over 
the epic Canadian Rockies will make a fitting end to this leg of your trip. You’ll 
finish the journey with an overnight stay in Calgary.  

1.  Banff, Alberta

2. Lake Louise, Alberta

Banff Gondola, Banff National Park, Alberta

3 1

VANCOUVER  |  KAMLOOPS  |  LAKE LOUISE  |  BANFF  |  CALGARY

First Passage  
to the West Motorcoach Number of Hotel Nights

Canada
United States

BESTSELLER

VANCOUVER
KAMLOOPS

LAKE LOUISE

CALGARYBANFF

PANORAMIC
HELICOPTER 
TOUR

2
1

1
11

ALBERTA

WASHINGTON

BRITISH 
COLUMBIA

First Passage  
to the West Motorcoach Number of Hotel Nights

Canada
United States

ITINER ARY & SIGHTSEEING B BREAKFAST L LUNCH

FROM CALGARY (Westbound)

APR 12 16 19 23 26 30
MAY 03 04 07 10 11 14 17 18 21 24 25 28 31
JUN 01 04 07 08 11 14 15 18 21 22 25 28 29
JUL 02 05 06 09 12 13 16 19 20 23 26 27 30
AUG 02 03 06 09 10 13 16 17 20 23 24 27 30 31
SEP 03 06 07 10 13 14 17 20 21 24 27
OCT 01 04 08

DATES Early Spring/ Late Autumn Offer Our Best Pricing

FROM VANCOUVER (Eastbound) 

APR 11 15 18 22 25 29
MAY 02 03 06 09 10 13 16 17 20 23 24 27 30 31
JUN 03 06 07 10 13 14 17 20 21 24 27 28
JUL 01 04 05 08 11 12 15 18 19 22 25 26 29
AUG 01 02 05 08 09 12 15 16 19 22 23 26 29 30
SEP 02 05 06 09 12 13 16 19 20 23 26 30
OCT 03 07

DAY 1   VANCOUVER
Arrive and spend time exploring scenic Vancouver 
on your own. Included is admission to the 
Vancouver Lookout. Overnight in Vancouver.

DAY 2   VANCOUVER
Today, tour Vancouver and enjoy your choice of 
activity: 1) a six-hour sightseeing tour of Vancouver’s 
spectacular North Shore, 2) a five-hour guided 
cycling tour of Vancouver’s highlights, 3) a two-and-
a-half-hour made-in-BC small-group culinary walk-
ing tour to Granville Island, or 4) a two-hour Sea 
Safari along the Howe Sound coast. Overnight  
in Vancouver.

DAY 3   VANCOUVER TO KAMLOOPS    B   L

Onboard Rocky Mountaineer. Overnight in Kamloops.

DAY 4   KAMLOOPS TO LAKE LOUISE    B   L

Onboard Rocky Mountaineer. Overnight in  
Lake Louise.

DAY 5   LAKE LOUISE TO BANFF
Enjoy the morning on your own. In the afternoon, a 
motorcoach tour takes you into Yoho National Park. 
Attractions include the Spiral Tunnels, Emerald 
Lake, and more. Overnight in Banff.

DAY 6   BANFF TO CALGARY WITH PANORAMIC  
HELICOPTER TOUR
Begin the morning with a motorcoach sightseeing 
tour of Banff. Among the points of interest are Bow 
Falls, Surprise Corner, and the Hoodoos. A trip 
on the Banff Gondola is included. Continue on to 
Kananaskis for a Panoramic Helicopter Tour over 
the remarkable landscape of the Canadian Rockies, 
before your transfer to Calgary. Enjoy admission to 
the Calgary Tower. Overnight in Calgary.

DAY 7   CALGARY
Your journey ends with checkout from your 
Calgary hotel.

Go West! To many, Banff and Lake Louise represent the holy grail  
of Canadian tourism. Embark on a journey of luxury and romance  

to Canada’s most-talked-about destinations.

ACCOMMODATION

HOTEL IF SILVERLEAF 
SERVICE SELECTED

HOTEL IF GOLDLEAF
SERVICE SELECTED

HOTEL IF GOLDLEAF SERVICE 
SELECTED WITH ROOM UPGRADE

VANCOUVER PINNACLE HOTEL HARBOURFRONT FAIRMONT HOTEL VANCOUVER 
Fairmont Room

PAN PACIFIC HOTEL VANCOUVER 
Deluxe Harbour Room

LAKE LOUISE FAIRMONT CHATEAU LAKE LOUISE 
Fairmont Room

FAIRMONT CHATEAU LAKE LOUISE 
Fairmont Lakeview Room

FAIRMONT CHATEAU LAKE LOUISE 
Deluxe Lakeview Room

BANFF ELK + AVENUE THE RIMROCK RESORT HOTEL 
Premium Room

THE RIMROCK RESORT HOTEL 
Grandview Room

CALGARY HOTEL ARTS FAIRMONT PALLISER 
Fairmont Room

FAIRMONT PALLISER 
Junior Suite

Depending on the service level you choose, one of the above hotels may be included in your package.  
Hotel and room categories are based on availability and will be confirmed at time of booking.

APPLICATIONS

The annual sales brochure is a marketing material 

that best showcases the breadth of the brand 

elements.

Brand elements such as the service level symbols/

colours and the route symbols/colours have the 

opportunity in long-form documents like this to 

build their presence and act as navigational graphic 

devices within the brochure through the colour-

coding system.

References on the right are the cover and sample 

content pages of our 2020 Brochure.



29

MENU COVERS

MENU CONTENT

ROUTE-SPECIFIC
MENU

APPLICATIONS

We have unique menus for each of our four rail 

routes. The route colours are predominantly used 

for this application not only to highlight what’s 

unique about each route, but also to help our staff 

easily prepare the right sets of menu for the right 

route efficiently.

LUNCH

FIRST PASSAGE TO THE WEST

LUNCH

JOURNEY THROUGH THE CLOUDS

LUNCH

ROCKIES TO THE RED ROCKS

LUNCH

RAINFOREST TO GOLD RUSH

STARTER

TAPAS PLATE
Shared selection of daily tapas featuring fresh, seasonal ingredients.

CHOICE OF MAIN

ALBERTA PORK TENDERLOIN    GF

Roasted and served with a rich onion fondue, 
local market vegetables, and mashed yams.

POWER BOWL   VG

A trinity bean blend with quinoa, kale, and a fresh citrus mint vinaigrette.

ROCKY MOUNTAINEER SIGNATURE BURGER
AAA Alberta beef patty with light mesquite seasoning, portabella mushrooms, 

smoked cheddar, and house-made onion and bell pepper relish on a brioche bun. 
Served with Yukon Gold potatoes.

PACIFIC PRAWNS    GF

Lightly sautéed, with garlic herb risotto and local market vegetables.  

FARMERS MARKET RISOTTO    V

Roasted local market vegetables, garlic herb risotto, 
and focaccia crisps.

DESSERT

CHEF’S CREATION

 GF   GLUTEN FREE     V   VEGETARIAN      VG   VEGAN

KAMLOOPS    BANFF

FPO
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MILE POST
30 BREATHTAKING YEARS!

T ake a deep breath in, and let it out. Your journey has begun.

On your adventure through Western Canada, you’ll see 
everything from sky-high waterfalls and rushing rapids  
to mile-high mountains and bald eagles—out here,  

there isn’t much you won’t see.

Our Mile Post is a guide through this one-of-a-kind landscape. 
In this paper, you will find information about the wildlife of the  

Rocky Mountains, the history of the regions we pass through, and 
much more. Be sure to have a good read through it to get all that you  
can out of your Rocky Mountaineer journey.

A world as wondrous as the Rockies provides a lot of stunning 
photo opportunities. While your Host will let you know in advance 
of any major sights, a bald eagle might swoop down and eye-up 
your meal unexpectedly. So, if you don’t want to miss any amazing 
shots, always have your camera next to you, ready to go.

In Mile Post, you will also find guides for all three rail routes 
travelling through British Columbia and Alberta. Here, you can read 
the specifics about your particular journey. Each route is indicated 
by its corresponding colour, so following along is easy.

Our goal is simple. We are here to give you non-stop glimpses of 
amazing. So, sit back, relax, and soak it in. Happy adventuring!   ♦

2020 SEASON  |  VANCOUVER   |    LAKE LOUISE   |   BANFF  |  JASPER  |  QUESNEL  |  WHISTLER   |   KAMLOOPS

WE LOVE SEEING YOUR PHOTOS, SO DON’T FORGET TO TAG THEM WITH 
#ROCKYMOUNTAINEER WHEN SHARING YOUR JOURNEY ON YOUR SOCIAL CHANNELS. /rockymountaineertrain @rmountaineerrmountaineer/rockymountaineer /rmountaineertrain
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MOUNT ROBSON

The most magnificent mountain on our 
journey, Mount Robson, is the highest 
peak in the Canadian Rockies—3,954 
m/12,972 feet. First Nations people 

called the mountain Yuh-hai-has-kun, “the 
mountain of the spiral road,” perhaps for the 
many horizontal layers of rock that make up the 
enormous peak. Mount Robson is so tall and 
massive that it creates its own weather—the 
peak may be obscured by a plume of cloud when 
all the surrounding sky is clear.

The origin of the mountain’s name is obscure. The 
peak may have been named for Colin Robertson, 
who was an officer of the North West Company, 
stationed in the Peace River district north of Jas-
per. He sent many trappers and traders into the 
surrounding regions. He fostered good relations 
with the First Nations peoples of the area and it’s 
thought that the mountain’s name, Robson, is a 
contraction of “Robertson”—but the true origin 
of the mountain’s name remains a mystery.

In 1913, official credit was given to Austrian guide, 
Conrad Kain and his team who were members of 
the Alpine Club of Canada, for being the first to 
climb to the top of the mountain.   ♦

ALBREDA-ROBSON SUBDIVISION
BLUE RIVER  JASPER

PYRAMID FALLS 
Draining from a lake on Mount Cheadle, the magnificent 
Pyramid Falls cascade 91.5 m/300 feet beside the  
train tracks.

ALBREDA
This is a great vantage point to observe the Albreda 
Glacier on Mount Albreda (3,050 m/10,000 feet). Glaciers 
are formed in locations where snowfall exceeds snowmelt 
each year resulting in a permanent snowfield. The weight 
of the accumulating snow compresses the underlayers 
to ice, which then melts allowing the glacier to move 
downhill. The glacier’s movement results in grinding rocks 
into a fine powder and depositing the material in lakes 
and rivers giving the water its beautiful turquoise hue.

CANOE RIVER BRIDGE
A small cairn marks the spot where two CN trains collided, 
killing 17 members of the Royal Canadian Horse Artillery 
on November 21, 1950.

PREMIER RANGE 
Between miles 66.0 and 85.0, you will see breathtaking 
views of some of Canada’s most magnificent mountains, 
the Premier range named after Canada’s early Prime 
Ministers. These glacier-topped mountains (11 peaks 
ranging from 2,654 to 3,583.8 m/8,703 to 11,750 feet 
in elevation) include Mount Sir Wilfrid Laurier, Mount 
Mackenzie King, and Mount Arthur Meighen. The massive 
glacier, which spreads across these three peaks, is the 
headwaters of the North Thompson River as well as being 
a major source of the mighty Fraser and Columbia River 
systems. This one huge glacier is the start of three major 
river drainage basins. 

VALEMOUNT
Established by Canadian National Railway in 1927, 
Valemount is well named as it is a large valley nestled 
high in the mountains with the mighty Rockies to the east 
and the massive Premier Range to the west.

ALBREDA-ROBSON SUBDIVISION 
(EASTBOUND) 
See article on this Page.

   MOUNT ROBSON 
Opportunities to see the highest mountain in the 
Canadian Rockies present themselves for almost 16 
km/10 miles along this section of track. This majestic 
peak is located in the Mount Robson Provincial Park. 
This protected area is adjacent to Jasper National Park 
and is part of the UNESCO designated Canadian Rocky 
Mountains Park World Heritage Site, one of the largest 
protected areas in the world.

TUNNEL 
This 509.35 m/1,670 foot tunnel was built after a severe 
avalanche affected the rail line in 1916.

CROSSING THE FRASER RIVER
At this point we cross the Fraser River, the longest river 
wholly within British Columbia. This river appears on our 
route again, much farther west in Lytton, where it is joined 
by the Thompson River as it flows to the Pacific Ocean.

WESTBOUND TRAINS SWITCH TO 
ROBSON SUBDIVISION 
All trains running east stay in the Albreda subdivision and 
take a slightly more northern route for approximately 
48 km/30 miles. Westbound trains switch to the Robson 
subdivision and rejoin the Albreda sub at Charles, which 
is milepost 29.0 on the Robson sub. The highlight of this 
area, Mount Robson, can be seen equally well from both 
sets of track.

MOOSE LAKE 
A blue-green crystal clear lake, 8 km/5 miles long and 
known for its abundance of Rainbow Trout. Look south 
across the lake to see the vista of Thunder Falls.

YELLOWHEAD LAKE 
This beautiful mountain lake has a backdrop of Mount 
Fitzwilliam, elevation 2,912 m/9,549 feet. In 1915, when 
Canadian Northern and the Grand Trunk Pacific were 
racing to lay rail lines in this pass, fights often broke out 
between the workers of the two companies. Forced to 
camp near each other, they resorted to water fights, fist 
fights, and night-time sabotage of the other company’s 
lines. At one point, shots were even fired across this 
peaceful lake. Today it is popular with anglers fishing for 
Dolly Varden and Rainbow Trout.

ALBREDA-ROBSON SUBDIVISION
BLUE RIVER  JASPER

YELLOWHEAD PASS
At 1,131 m/3,711 feet above sea level, it is one of the lowest 
points along the Continental Divide, making this the pass 
of choice for First Nations people and early European 
settlers. At this point we cross the Continental Divide, 
which separates the Pacific and Atlantic watersheds. The 
rivers, lakes, and rainfall on the eastern side of the divide 
will eventually flow into the Atlantic Ocean; waters on 
the western side will empty into the Pacific Ocean. It is 
the border between Alberta and British Columbia and the 
dividing line between Jasper National Park and Mount 
Robson Provincial Park.

JASPER NATIONAL PARK
Declared a protected area in 1907, Jasper Park is the 
largest of the Canadian Rockies National Parks. Parks 
Canada oversees the management of the national parks 
with the goal to preserve them foremost as a place of 
nature but also as a place for people to visit, experience, 
and learn.

JASPER TOWNSITE
Believed to be established in 1801 by Jasper Hawes, 
who built a supply depot on the Athabasca River for fur 
traders and explorers. Fur trading declined after 1850 
and there were few travellers in the area until the Grand 
Trunk Railway arrived in 1911. By 1914, 46 lots had been 
leased to private enterprises and the first grocery store 
was opened.

ALBREDA-ROBSON SUBDIVISION

The 211.2 km/132 mile section on the CN tracks 
between Blue River and Jasper provides us with one 
of the most photographed sights in the area—Mount 
Robson, the highest peak in the Canadian Rockies. At 
3,956.5 m/12,972 feet it is a spectacular mountain, 

so tall that it is only completely clear of clouds 
approximately 12 days a year. This is an area full of 
mountains, lakes, and wildlife that provides a sharp 
contrast to the more pastoral North Thompson River 
route between Kamloops and Blue River.

Today you will travel through Mount Robson Provincial 
Park and Jasper National Park. Both areas are part of 
the Canadian Rocky Mountain Parks World Heritage 

Site. These protected landscapes allow the natural 
ecosystem to remain balanced with relatively little 
interference from humankind.

You may notice two sets of tracks through parts of this 
area and wonder why they were laid so close together. 
During the rush to provide more rail service in the early 
1900s, both the Grand Trunk Pacific and the Canadian 
Northern rail companies placed tracks through this 
pass. Today, both sets of tracks are owned by CN Rail. If 
you are headed westbound you will even run on a short 
section of the Robson subdivision near the mountain 
with the same name. You will notice the milepost 
numbers run in a different sequence until you rejoin the 
Albreda subdivision. ♦

FRASER RIVER

Several of our routes follow along the Fraser River, a mighty river 
that dominates the landscape through which we travel. The 
Fraser has a special place in Canada’s history—it truly is a river  
of discovery.

At 1,368 km/855 miles long, the Fraser is the longest river in BC 
and tenth longest in Canada. The river’s drainage basin covers 
almost one quarter of the province, an area about twice the 
size of France. The rolling waters are milky green closer to the 
Fraser’s headwaters, then become murky due to the heavy load 
of churning silt. Because there are no reservoirs or lakes along 
the river’s entire route, the Fraser carries its load of sediment from 
the mountains and the interior to the rich Fraser Valley and delta 
at Vancouver.

The Fraser begins its journey on the west slopes of the Rocky 
Mountains and flows northwest until it makes a sharp turn to the 

south near Prince George. South of Quesnel, the Fraser has erod-
ed a deep canyon that extends all the way to Hope, with steep 
sides soaring more than 600 m/2,000 feet above the water. At 
Hope the river turns westward; as the river leaves the mountains 
its pace slows and it begins to drop its sediment, creating the vast 
Fraser Delta, which is 50 km/31 miles wide where the river finally 
empties into Georgia Strait.

The Fraser River is world-renowned for its salmon. Its tributaries 
produce more salmon than any other river system in the world, 
providing habitat for all five Pacific species. An estimated 10 
million salmon return each year to spawn in the Fraser system.

The river is named for Simon Fraser, who explored the river in 1807 
and 1808—but he was not the first European to see its roaring 
waters. Alexander Mackenzie travelled along the river en route to 
the Pacific Ocean in 1793.  ♦

THE ADAMS RIVER SOCKEYE SALMON 
RUN—THE LARGEST IN THE WORLD

One of nature’s most fascinating mysteries takes place every year along the gravel 
banks of the Adams River, in the heart of British Columbia’s Shuswap Lake region. This 
is nature’s love story, where the sockeye salmon’s struggle for survival begins and ends.

The salmon are bright, silvery, four-year old fish when they 
begin their 560 km/350 mile journey home from the sea. 
How they navigate the trip to the exact waters of their 
birth remains a mystery, though evidence suggests that 

their sense of smell plays an important role. Other studies suggest 
the salmon navigate by magnetic orientation, a stimulus in their 
brain triggering their course like a compass.

Reaching the mouth of the Fraser in late September, the salmon 
begin swimming upstream at an average rate of 29 km/18 miles 
per day. Upon entering the fresh water, both toms (males) and 
hens (females) stop feeding, relying instead on fat reserves for 
the energy needed for the 21-day marathon to the Adams River. 
During the three week journey, the salmon undergo a remarkable 
transformation from sleek, silver to a deep pea green, males 
develop humped backs and hooked snouts and the bellies of the 
females swell with about 4,000 eggs.

In the gravel beds of the Adams River, the toms and hens pair 
off as they search for nesting areas. The surface churns as the 
couples fight to get the best place.

Once the site is selected, the hen turns on her side and violently 

slaps her tail for a few seconds. The turbulence this causes lifts 
gravel that is carried downstream by the current. With periodic 
bursts of energy she gradually opens an egg pocket called a 
“redd” about 25 cm/10-12 inches wide, testing for depth by arch-
ing her body and feeling for the bottom with her extended anal fin.

During the digging of the redds there is much aggression between 
the toms, as they threaten and fight to drive off other males from 
their chosen hen.

When the nest is prepared, the female drops low over it, opens 
her mouth wide, and from her vent discharges a stream of eggs. At 
the same time, the male (sometimes two or more) presses close to 
her and releases a shower of white “milt” that fertilizes the eggs.

Moving slightly upstream, the hen once more begins digging. This 
time the gravel she lifts moves downstream to cover the eggs she 
has just laid. Into this new redd will go another batch of eggs, 
and she will once again move slightly upstream. So the process is 
accomplished and each female leaves several thousand little pink 
eggs buried in the coarse gravel.

The salmon survive only a few more days, protecting their redds 
from the digging of other females. Degeneration of the muscles 

and skin proceeds rapidly however, and the dead 
are soon evident. Many of the eggs are spilled 
or dislodged in the desperate struggles amid the 
carcasses of spent fish.

The wasted eggs drift downstream to feed the 
predators. Ducks, trout, sculpins, and whitefish 
greedily snatch the free floating eggs, while 
gulls, eagles, ospreys, and bears assemble to 
gorge on fish carcasses.

In February, each successful egg hatches into 
a little “alevin,” a halfway stage between egg 
and fish. Each alevin has a yolk-sac attached 
to its belly. This will sustain it as it rests in the 
gravel where it was hatched. By April or May it 
will become a silvery little “fry,” and wriggle out 
of the gravel to migrate down to Shuswap Lake 
where it will feed for a year before going to sea 
as a “fingerling” up to 7-12 cm/5 inches long. The 
next two and a half years are spent navigating 
through the north Pacific Ocean to the furthest 
reaches of the Aleutian Islands. Now the salmon 
have finally grown to an average weight of 3 
kg/6.6 lbs. and their biological time clock tells 
them it’s time to return to the spawning grounds 
of the Adams River.  ♦

THE OVERLANDERS

The route we follow today is the same one made famous by 
the Overlanders, a small group of pioneers who crossed 
the Rockies from the east through the Yellowhead Pass, 
turned south at Téte Jaune Cache, and headed for Kam-

loops. They, like many others during the mid-1800s, were on their 
way to the Cariboo gold fields.

Consisting of a party of 32 men, a pregnant woman, and her three 
children, it took them nearly a month to reach Fort Kamloops from 
Téte Jaune Cache. The following day, Mrs. Catherine Shubert, who 
became well known for her work among the early settlers, gave 
birth to her fourth child.  ♦

LOCOMOTIVES BEING LOADED ONTO A FRASER RIVER PADDLE WHEELER. ALTHOUGH THE RIVER IS FAST AND DANGER-
OUS, PADDLE WHEELERS WERE USED TO TRANSPORT GOODS AND PASSENGERS UNTIL THE RAILWAYS WERE BUILT.

FIRST NATIONS PEOPLE CURING SALMON, FRASER RIVER, BC.
VANCOUVER PUBLIC LIBRARY, PHOTO #3257

CONTINUED ON NEXT PAGE

CONTINUED FROM PAGE 9 CONTINUED FROM PREVIOUS PAGE

NATURE

SCIENTIFIC 
NAME

Lilium Colubianum

DESCRIPTION This beautiful orange 
flower is found in 
damp woods and open 
meadows. Known 
as the Tiger Lily, its 
bright orange petals 
feature maroon spots. 
It grows throughout 
southern British 
Columbia and 
primarily blooms in 
June and July.

COLUMBIA LILY 
OR TIGR LILY
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First Nations Peoples:
THE ANCIENT ONES

Throughout the journey you will learn much 
about the development of Canada’s West after 
the arrival of Europeans. But that only tells part 
of the human history of the West. This land was 

populated long before explorers, fur traders, and gold 
seekers came here. First Nations peoples—the Ancient 
Ones—have lived in this area for at least 10,000 years. 
From the temperate but rainy coast to the semi-arid 
interior, from the rugged mountains to the vast forests 
of the north, First Nations peoples and their cultures 
adapted and thrived. Without a strong physical and 
spiritual connection to the land and its patterns, First 
Nations peoples would not have survived.

Halq’emeylem is the language spoken by most of the 
First Nation communities that inhabited the Vancouver 
area and the Fraser River. While these communities 
were diverse, their lives were tied together by the St ’o:lo 
(staw-low): the life-giving waters of the Fraser River. 
The modern alliance of 24 native communities in this 
area is the St ’o:lo Nation. In recent years, their rights to 
fish in their traditional spots, as well as the rights to sell 
commercially, have been negotiated.

Similar to the other First Nations cultures in Western 
Canada, they had relatively congenial relationships 
with the first European settlers who they call Seme7uwi 
(“real whites”). The mutually beneficial relationship 
broke down during the gold rush. T’kemlups, now called 
Kamloops, was a trading centre, and the housepits of a 
2,300 year old village can still be found across the river 
from today’s more modern city.

We will travel through the traditional territories of 
several First Nations groups. The entire area from 
Whistler to Lillooet is the traditional territory of the 
St’at’imc (Coast Salish) people, including the Lilw’at 
(Lillooet) First Nation. As we follow the Fraser River 
north from Lillooet, the west side of the river is the 
ancient home of Tsilhqot’in (Chilcotin) people while the 
east side is territory of Secwepemc (Shuswap) people.

The Shuswap traditionally occupied a vast area of 
the interior from Williams Lake east to the Rocky 
Mountains and south to Kamloops, the Northern 
Okanagan Valley, the Columbia Mountains, and more. 
To the north, in the Prince George region, are the 
Dakelh (Carrier) whose lands extend eastward to Téte 
Jaune Cache and overlap with Shuswap lands as far east 
as Jasper.

Customs, shelter, annual patterns, and habits were 
different from one group to another, and largely reflected 
the available food sources. For example, coastal peoples 
harvested the rich food resources of the sea and tended 
to settle in permanent villages of several communal 
“long houses.” These people carved and erected totem 

poles and held potlatch celebrations where wealth  
was shared.

Interior peoples were more nomadic, moving from place 
to place to hunt and find food. In the winter, several 
families might live together in temporary villages of pit 
houses excavated from the earth and covered by roofs 
of poles and green limbs. These were warm shelters 
against cold and snow.

One thing all First Nations peoples of this region shared 
was a dependence on salmon. Those who lived along the 
Fraser River and its tributaries became expert fishers 
who could spear a leaping fish or use dip nets to scoop 
salmon from the rushing water. They would then cut the 
fish into long strips and dry the flesh on riverside drying 
racks, or smoke the fish over alder-wood fires. Dried or 
smoked salmon could be kept for months or traded to 
those who lived far away from a source of salmon.

European contact with most First Nations groups along 
our route first occurred in the late 1790s and early 
1800s, when explorers and fur traders working for the 
Hudson’s Bay Company and the North West Company 
came into this territory from the east, seeking furs 
and an easy river route to the Pacific Ocean. Then 
came gold seekers and other miners, loggers, farmers, 

and ranchers who wished to exploit the region’s vast 
natural wealth. Settlers pushed the First Nations people 
from their traditional lands and forced them onto 
reservations, although no treaties were signed. Also 
with the settlers came diseases, especially influenza and 
smallpox, against which the populations had no defence. 
Thousands died and those who survived drifted into 
poverty as their traditional lives and patterns were 
disrupted. Alcohol abuse became a common problem.

But the traditional ways were not completely forgotten. 
Young First Nations people are once again learning 
the stories and wisdom of their Elders. Native art and 
crafts are flourishing. Since the 1980s, First Nations 
peoples have been reclaiming their connections with 
nature, and to reach out to other cultures, teaching 
their traditional knowledge to those who wish to learn. 
Groups such as the Xat’sull First Nation at Soda Creek 
offer camp experiences that feature storytelling and 
river walks to the sites of ancient petroglyphs (figures 
carved into stone along the Fraser River), pit houses, 
and food caches. There is much that contemporary 
western cultures can learn from First Nations peoples. 
Throughout our journey of discovery, we hope to give 
you a glimpse into some of the wisdom and ways of the 
Ancient Ones.   ♦

The story of Billy Miner is one full of stagecoach and 
train robberies, more than 35 years of prison, and 
various prison breaks. It began in 1847 in the town 
of Bowling Green, Kentucky where William A. Miner 
was born. He left school at the age of 16 and had a 
short career as a Pony Express rider. He soon decided 
it was much more profitable to rob the stagecoaches 
than to ride them. At the age of 17, he and his gang 
held up a Wells Fargo Express stagecoach. They 
got away with $75,000 and Billy Miner’s life of  
crime began.

Unfortunately for him, it was not an easy life. He 
was caught many times and by 1902, at 54 years 
of age, he was released from prison. By this time, 
trains had replaced the stagecoach as the preferred 
means of transporting valuable currency, bonds, and  
gold dust.

In 1903, Billy Miner performed his first train hold-
up in Oregon. It was not a very successful robbery 
and he decided to leave the USA and moved to 
Canada to live at his brother’s ranch near Princeton,  
British Columbia.

It was here he met up with William “Shorty” Dunn, 
a prospector in the area. Their friendship developed 
and on September 10, 1904, they made history. 
They committed the first train hold-up in Canada 
at Silverdale, British Columbia. They stole $7,000 
in gold dust, $1,000 in currency, and $80,000 in US 
bonds. On May 8, 1906, Billy Miner, Shorty Dunn, and 

their new companion, Louis Colquhoun, performed 
another train robbery.

At milepost 111.3, Ducks Station (now Monte Creek), 
21.7 km/13 miles east of Kamloops, they boarded a 
CP Rail train headed for Vancouver. However, due to 
a scheduling change, the train they had hoped to rob 
had been delayed. They ended up with a mere $15 and 
a handful of liver pills!

The CP Rail, in conjunction with the Provincial and 
Federal Governments, posted a $11,500 reward for 
their capture, dead or alive.

The story went from bad to worse when their horses 
wandered away from camp in the night. Forced to 
continue their escape on foot, it was not long before 
they were found eating lunch at their campsite. They 
declared themselves to be prospectors and nearly 
escaped. However, a panicked Shorty Dunn opened 
fire. He was quickly overcome by the RCMP and 
the trio were taken to the jail in Kamloops (the site 
where the Kamloops Court House is today).

On June 1, 1906, Billy Miner was sentenced to 
life imprisonment at the penitentiary in New 
Westminster, BC, but escaped soon after.

Billy Miner died on September 2, 1913 in a Georgia 
State Penitentiary, having served two years of a 25 
year sentence. The local paper called it his “…third 
escape from the Georgia penitentiary, this time in 
company with the ‘angel of death’.”   ♦

The entire area from Whistler to Lillooet is the traditional territory of the 
St’at’imc (Coast Salish) people, including the Lilw’at (Lillooet) First Nation.

FIRST NATIONS PEOPLE ON THE FRASER RIVER

FIRST NATIONS PEOPLE ON THE FRASER RIVER

CANADIAN PACIFIC ARCHIVES, PHOTO #6015

WANTED
$11,500 REWARD
DEAD OR ALIVE

Billy Miner

THE SPIRAL TUNNELS

One of the weakest links in the CP Rail line 
during the first 23 years was the “Big Hill,” 
a 13 km/8 mile stretch between Field and 
Hector, BC. Constructed in 1884, this was to 

be a temporary line until another alternative could 
be found. Not only was it dangerous at a 4.5 percent 
grade, it caused enormous costs in repairs, wages, and 
operational expenses.

In 1907, construction began on the unique Spiral 
Tunnels. Modeled after a tunnel system in Switzerland, 
it took 1,000 men 20 months to complete. It involved 
the excavation of 557,500 m3/ 750,000 cubic yards 
of rock and cost over $1 million to build. However, it 
allowed the grade to be reduced to a more manageable 
2.2 percent.

The Upper Spiral travels through Cathedral Mountain 
and is 993 m/3,255 feet long and turns approximately 
290 degrees, emerging 15.25 m/50 feet higher than  
its entrance.

The Lower Spiral is tunnelled through Mount Ogden 
and is 891 m/2,923 feet long and turns approximately 
230 degrees, emerging 17.1 m/56 feet higher than  
its entrance.

Described in a railway timetable of the day: “The whole 
thing is a perfect maze, the railway doubling back upon 
itself twice, tunnelling under mountains and crossing 
the river twice in order to cut down the grade.”  ♦

HISTORY OF WHISTLER

The Coast Salish (St’at’imc) people lived in the 
Whistler region for thousands of years before 
the first Europeans arrived in the 1860s. British 
naval officers surveyed the region and gave the 

name London Mountain to the peak known today as 
Whistler. In the late 1800’s, prospectors and miners 
renamed the mountain Whistler after the high-
pitched whistling call of the marmots that inhabit the 
open mountain meadows.

In 1914, struck by the area’s beauty, Myrtle and Alex 
Philip of Maine bought ten acres on the shores of 
Alta Lake and constructed Whistler’s first tourism 
accommodation, Rainbow Lodge. At the time the area 
was only accessible by horseback from Squamish but 
soon the Pacific Great Eastern (PGE) Railway arrived 
making it easier for people to get to Whistler. Rainbow 
Lodge soon became the most popular resort west of 
Banff as the Philips welcomed tourists from around the 
world until 1977, when the lodge burned to the ground. 

Additional development came slowly to the valley—
but eventually construction of other hotels and 
fishing lodges began. A reputation for excellent fishing 
brought tourists to Whistler, making the area a sought-
after summer destination long before it became a 
famous wintertime playground. In the early sixties, 
the development of ski facilities had begun and by 1965 
a four-person gondola, a double chairlift, two T-bar 
lifts and a day lodge were built on Whistler Mountain. 
Skiiers were officially welcomed to Whistler in 1966.

A reputation for excellent fishing 
brought tourists to Whistler, making 
this area a sought-after summer 
destination long before it became a 
famous wintertime playground.
After that, development of the sophisticated resort 
started in earnest. Construction of the pedestrian-
only Whistler Village began in 1978 and a new ski hill, 

Blackcomb Mountain, opened in 1980. Expansion 
of both the village and the merger of the two ski hills 
continued through the 1990s and onward. 

Today, the two mountains have more than 200 ski 
runs and lift capacity for some 65,000 skiers per hour. 
Whistler’s position as a world-class destination was 
further confirmed when the International Olympic 
Committee awarded the 2010 Olympic and Paralympic 
Winter Games to the cities of Vancouver and Whistler, 
fulfilling a long-held dream for the community. The 
2010 Winter Olympics brought world-wide attention 
and several lasting legacies for Whistler as well  
as Vancouver.

In addition, Whistler is getting back to its roots as a 
summertime destination.

Besides excellent fishing, this area is renowned for 
hiking and mountain biking, golf, tennis, whitewater 
rafting and other water sports. There is something for 
everyone at this four-season resort.    ♦

CONTINUED ON NEXT PAGE

LAGGAN SUBDIVISION
FIELD  BANFF

LOWER SPIRAL TUNNEL/ 
MOUNT OGDEN

UPPER SPIRAL TUNNEL/ 
CATHEDRAL MOUNTAIN

WAPTA LAKE
Wapta is the Stoney First Nation word for “river.” At 1,587 
m/5,203 feet above sea level, this is the source of the 
Kicking Horse River.

CONTINENTAL DIVIDE 
This is the Continental Divide and the boundary between 
Banff National Park in Alberta and Yoho National Park in 
British Columbia. It is the highest point on our journey, at 
1,626 m/5,332 feet above sea level, and separates the 
Pacific and Atlantic watersheds. Stephen is named for 
George Stephen, the first president of CP Rail. He is also 
the namesake for Mount Stephen. When he was knighted, 
he took the title of Lord Mount Stephen in effect naming 
himself after the mountain, which was named after him. 

LAKE LOUISE
Once known as Laggan, after the Scottish village in 
Inverness-shire, this log station is one of twelve heritage 
railway stations in Canada. In 1884, the name changed 
to Lake Louise, after Queen Victoria’s daughter, Princess 
Louise Caroline Alberta, wife of the then Governor 
General of Canada. Though we cannot see this beautiful 
emerald green lake, we can see the surrounding Mount 
Victoria Glacier with an elevation of 3,466 m/11,365 feet.

    CASTLE MOUNTAIN
At just over 2,766 m/9,074 feet, this bulky, turreted 
mountain is an excellent example of castellate type 
mountains (featuring horizontal rock layers). It was named 
by Dr. James Hector in 1858 for its obvious castle-like 
shape. In 1946, Prime Minister Mackenzie King renamed 
the mountain in honour of the General of the World War II 
Allied Forces, Dwight D. Eisenhower. In 1979, the original 
name was reinstated by the Federal Government, but the 
first tower on the mountain remains the Eisenhower Peak.

    BANFF 
Called “Siding 29” by the railway, its name was changed 
in 1880 by Lord Strathcona, to Banff, after his Scottish 
hometown, Banffshire. In 1885, an Order in Council 
created a 26 km2/10 square mile park reserve here. In 
1887, the area was enlarged to 670 km2/260 square 
miles and Rocky Mountain Park (later Banff National Park) 
was officially created. With a population of over 8,200, it 
attracts more than 4.5 million visitors annually.

SQUAMISH SUBDIVISION
VANCOUVER  LILLOOET

NORTH VANCOUVER
The rich forests of the North Shore were first harvested 
in 1862, leading to a settlement that later became North 
Vancouver.

HOWE SOUND 
Named by Captain George Vancouver on his exploration 
of this area in 1792. It is the most southerly fjord (glacially-
carved inlet) in North America. 

PORTEAU COVE
This provincial park has some of the best scuba diving 
on the coast, with a sunken ship and rubber-tire reef 
attracting marine life.

BRITANNIA BEACH
In the mid-1930s the Britannia Mine was considered the 
largest copper mine in the British Empire. The mine closed 
permanently in 1974, and is now home to the BC Museum 
of Mining.
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ON-BOARD
APPLICATION

APPLICATIONS

Mile Post is an on-board publication for our guests to 

learn more about the journey in their own time while 

they travel on the train.

It is a long-form document that uses the secondary 

colours for call-out information such as train facts and 

cultural/historical highlights.
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LETTERHEAD

BUSINESS CARDS

1100-980 HOWE STREET 
VANCOUVER, BC  V6Z 0C8 

CANADA

10x13 Envelope – Vancouver, PMS

HEATHER PHILLIPS
MANAGER , DESIGN AND PRODUCTION

DIRECT 604 606 7319  MAIN 604 606 7200
hphilips@rockymountaineer.com 
rockymountaineer.com 
1100 - 980 Howe Street, Vancouver, BC, V6Z 0C8, Canada

Business Card Back #1

STATIONERY

1 1M

Mile 11 — Mount Robson on the Journey through the Clouds route

NOTE CARDS

APPLICATIONS

Our corporate stationery are examples of where 

and how to best use the right brand elements.

PRIMARY COLOUR USAGE

Our primary gold colour is used for the logo on 

everything as well as the address on the letterhead 

and envelope. The primary dark blue colour is used 

for key information on business cards such as name 

and contact information. 

SECONDARY COLOUR USAGE

The glacial lake colour is used as the background 

colour on the back of the note card.

Always ask the Brand Marketing department for 

the master template if new business cards need 

to be created. Do not modify or alter the formatting 

of master template file.

1100-980 HOWE STREET 
VANCOUVER, BC  V6Z 0C8 

CANADA

10x13 Envelope – Vancouver, PMS
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RM_2020US_CruisePrint_FP.indd 8.375 x 10.875 lm C M Y K
CLIENT BLEED AD PIC INFO

Rocky Mountaineer .125 in each side hi res
WRITER PROD

DOCKET LIVE PR FONTS

RMR COR .375 each side
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OF TOWERING
MOUNTAINS

Embark on the adventure of a lifetime as you cruise through 
the Canadian Rocky Mountains on a journey by luxury rail. 

You’ll enjoy gourmet meals prepared by onboard chefs,
 experience impeccable service from our team of hosts, and 

marvel at mountain views that will take your breath away.  

Book your train journey today at RockyMountaineer.com
or contact your travel agent.

JOURNEY
ACROSS OCEANS

ADVERTISING: 
PRINT

APPLICATIONS

Our brand print advertising is an application 

where we leverage photography with the  

right headline to speak to the idea of  

“All Aboard Amazing”.

Whenever possible, use a single hero 

photograph from our library in full bleed.  

Avoid crowding the layout with multiple  

images or unnecessary graphic elements.



33

300x250
BBC

Conde Nast

728x90 Conde Naste

300x250
BBC

Conde Nast

728x90 Conde Naste

970x250
BBC

Conde Nast

300x50 Conde Naste

970x250
BBC

Conde Nast

300x50 Conde Naste

970x250
BBC

Conde Nast

300x50 Conde Naste

970x250
BBC

Conde Nast

300x50 Conde Naste

970x250
BBC

Conde Nast

300x50 Conde Naste

970x250
BBC

Conde Nast

300x50 Conde Naste

300x250
BBC

Conde Nast

728x90 Conde Naste

300x250
BBC

Conde Nast

728x90 Conde Naste

ADVERTISING: 
DIGITAL BANNERS
Our brand digital banners are an application 

where we’re able to leverage animation 

through multiple frames to showcase a set of 

photographs and speak to different aspects 

of train travel.

Whenever possible, keep copy succinct. Be 

mindful of the size of the digital banner ad unit 

to ensure all copy can fit in the given formats 

and sizes without compromising legibility.

DESKTOP BANNERS

DESKTOP BANNERS MOBILE BANNERS

APPLICATIONS

Frame 1

Frame 1
Frame 1

Frame 1

Frame 2

Frame 2

Frame 3

Frame 3

Frame 1

Frame 2

Frame 2

Frame 1Frame 2 Frame 2
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VIDEO 
APPLICATION

APPLICATIONS

For video applications, use the 2019 Experience 

Video as reference to pick up the same brand 

elements and apply the right treatment to ensure 

consistency and brand recall.

OPENING 

Always open with the vector version of the Rocky 

Mountaineer logo in gold at the centre of the frame on top 

of a footage. Match the scale of the logo to what we have 

established for the 2019 Experience Video which 

can be found on Simpleview. 

SUPERS 

Supers are always set all caps in Chronicle Display 

Compressed (type weight: Roman) in white and centre 

aligned. Because the type colour is white, apply a subtle 

drop shadow to the type to ensure enough contrast 

against the moving footage in the background.

END SLATE 

To ensure consistency and brand recall, always use 

the finalized blue end slate master file to conclude all 

video applications. Do not alter or modify the master file 

other than approved updated supers.

You can request access to our brand  
asset library, Simpleview, by contacting  
images@rockymountaineer.com

OPENING SUPERS

END SLATE
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TONE OF VOICE

Rocky Mountaineer combines the majesty of the  

Canadian Rocky Mountains, the charm of train travel, 

and the comfort of quality service to create truly  

life-changing experiences. These elements, and the  

feelings they evoke – wonder, prestige, a smile that  

can’t be wiped away – should also shine through in  

the brand’s tone of voice and writing. 
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EXTERNAL 
AUDIENCES  WESTERN GUEST

Our target demographic is 50-to-70-year-olds. Baby boomers. Middle class.  

They’ve worked hard and saved up to be able to take this must-do journey of a lifetime. 

They’re not aristocrats, but they’re well-travelled, and they have high expectations.  

They use Facebook more than their grandchildren do, but they still prefer the printed 

brochure, and appreciate an email that’s written like a letter. A bit of formality goes a long 

way. However, an over-emphasis on luxury, exclusivity, or eliteness may backfire. 

CHINESE GUEST
Our Chinese audience, with an average age of 44, skews younger than our Western audience. 

They are more tech-savvy, and more likely to travel in groups. They see themselves as travel 

pioneers – they want to be the first among their peers to visit an exotic new location,  

and to immerse themselves in the culture once they’ve arrived. This audience  

puts more of a premium on luxury and service. 

TRADE
For materials targeted at travel agents and other industry professionals, the context  

is different. While it’s still important to impress them with the Rocky Mountaineer offering, 

we need to make the business case as well. It’s appropriate to pull back the curtain a bit and 

present a more unvarnished version of what Rocky Mountaineer is about, what we offer,  

and how it all works. For the B2B audience, the writing can be more literal and  

informational, as long as we’re still motivating them to engage with us  

and sell Rocky Mountaineer through to their clients.

The tone of voice guidelines in this document 

apply primarily to consumer audiences, except 

where noted.  

B2B (trade) audiences are addressed briefly 

here, and more thoroughly on pages 26 and 27. 

Within these audiences, there may be additional 

considerations when writing for different 

markets or in different languages. Writers will be 

briefed on these requirements as needed.

No matter which audience is being addressed, it 

is important for writers to familiarize themselves 

with this entire document.
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OUR TONE Rocky Mountaineer is in some ways an over-the-top experience – the highest mountain peaks, the most beautiful 

vistas – but that doesn’t mean the writing needs to be over-the-top. Rather, as a premium travel brand, we want to 

communicate excellence and good taste. 

For examples of how each attribute 

comes to life in writing, see the Tone 

of Voice Matrix on p. 44.
CHARMING, 

LIGHT-HEARTED

We want to make our guests smile, even before they come onboard. Wink to them with a witty headline, or break up the 

body copy with a bit of humour. 

What we’re communicating: We have fun doing this, and you’ll have fun too.

ADVENTUROUS, 
ENERGETIC

More than just travel or luxury, we want to evoke adventure and excitement. Rocky Mountaineer is for those who want 

to feel the wind in their hair – with a glass of wine in hand.

What we’re communicating: Rocky Mountaineer is not an ordinary vacation – it’s an adventure.

CLEAR, 
VIVID

Our writing should be descriptive and evocative, but also clear and specific. We want to paint a picture, not force our 

audience to fill in the blanks themselves.  

What we’re communicating: With Rocky Mountaineer, what you see is what you get – and what you’ll 
see is spectacular.

WARM, 
PERSONABLE

We want our guests to see that we are down-to-earth and approachable. This starts with the way we write. Personalize 

communications when possible, and invite questions and feedback. Don’t just broadcast.

What we’re communicating: We want to hear from you. And when you call us or email us, a real person 
will answer. 

AUTHENTIC, 
WELL-CRAFTED

Rocky Mountaineer provides luxury in the classic sense of being well made, artisanal, and hand-crafted. This is 

Canadian luxury: splendid, but not stuffy, and slightly rustic. 

What we’re communicating: Rocky Mountaineer is the genuine article – a unique, and 
exceptional, experience.

IT’S NOT ABOUT BEING THE MOST, 
IT’S ABOUT BEING THE BEST.
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OUR VOICE
Through both words and pictures, we want prospective guests  

to be able to picture themselves onboard. And we want to position  

Rocky Mountaineer as personalized and experiential. For these reasons,  

we should use the second-person voice (You, Your) as much as possible.

It’s okay for Rocky Mountaineer to refer to itself in the first-person plural: 

“WE CAN’T WAIT TO WELCOME YOU ONBOARD”
“LET OUR HOSTS TAKE CARE OF YOU”

as well as in the third-person voice: 

“YOU’LL LOVE YOUR EXPERIENCE  
ONBOARD ROCKY MOUNTAINEER”   

VOICE OF THE BRAND VS VOICE OF A HOST

The brand voice, as used in writing, differs from that of a Host. A Host is a real person engaged in a two-way 

conversation, and any dip in energy or enthusiasm will feel flat. In writing, an overly energetic approach can feel over-

the-top, and conversational turns of phrase (“you know,” “isn’t it?”, etc.) can feel awkward if there’s no way for the 

reader to respond.  

The exception: social media, where a more conversational approach is expected.
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STAGES OF 
THE GUEST 
JOURNEY

TONE OF VOICE

STAGE MEDIUM/PLATFORM
(examples only)

GOAL/APPROACH TONE OF VOICE PRIMARY ATTRIBUTE(S)
(from “Our Tone”, page 18)

Awareness & 
Consideration 

Research

• Website
• Ads
• Social
• Nurture emails
• Brochure

Evoke, entice, nurture  
and nudge 

Build excitement through 
descriptive and evocative 
language; use clear calls to action

Charming, Light-hearted 
Adventurous, Energetic 
Clear, Vivid

Booking  

Awaiting 
Travel

• Website
• Pre-trip emails
• �Preparing To Go

brochure

Excite and inform Continue building excitement but 
don’t constantly re-describe the 
experience; dial back the intensity 
and emotion

Clear, Vivid 
Warm, Personable

In Travel WRITTEN 
• Mile Post
• Menus
• �Other onboard

collateral

Intrigue and sustain 
interest

More literal and informative; 
onboard collateral is secondary to 
the views and onboard experience; 
no need to sell them on the 
journey they’re already on

Authentic, Well-crafted 
Warm, Personable 
Charming, Light-hearted

SPOKEN 
• �Host stories and

talking points

Entertain and engage Enthusiastic and funny; maintain 
energy and satisfaction

Post-Travel • Emails
• Surveys
• Social

Learn and reinforce Maintain tone and cordiality; don’t 
pressure with sales language

Warm, Personable

EXCEPTION: FUNCTIONAL COPY  
There will always be contexts where the copywriting needs to be more functional and transactional, for example a purchase confirmation email or a travel document checklist. 

In these cases, it’s less important that the brand voice shines through in an original or surprising way, and more important that the information is communicated clearly.

Example Email  
Please take a moment to review your itinerary as outlined in your Confirmation Document, which you should have received 
when you booked your trip. If you need us to re-send you your Confirmation Document, or if you wish to request any changes,  
please call us at {{Regional Phone Number, hyperlinked}}.

For the consumer audience, we shouldn’t apply 

the same tone of voice across all marketing 

materials. Instead, it should vary based on 

what stage of the journey they’re at. Are they 

just discovering Rocky Mountaineer for the first 

time? Are they close to buying a package? Are 

they already onboard? 

Timing matters as much as medium 
or platform. 

The biggest divide is between prospective 

guests, and those who’ve already purchased. 

At all times, we should maintain an elevated, 

professional, and warm tone. But we don’t 

always have to be in sales mode.

See p. 47 for Stages of the B2B Journey.
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WRITER’S  
CHECKLIST 

	 BE CLEAR AND PURPOSEFUL

•	 Say what you mean. Don’t “bury the lead” 

(that is, don’t put the most important point 

in the second paragraph, put it in the first). 

•	 Use strong calls to action. Ensure the headline 

and body copy are connected. Assume our 

audience is smart, but still needs to be told 

what to do. 

	 DON’T OVER-RELY ON ADJECTIVES

•	 When attempting to evoke and describe, 

don’t overuse adjectives – especially ones 

that are interchangeable and unspecific 

(“amazing”, “beautiful”). Also, avoid repetitively 

using one or two adjectives for every noun 

(“the towering, majestic mountain”).

•	 When possible, consider finding more vivid 

and specific nouns and verbs to use. “See 

an eagle swoop past” is more evocative than 

“see stunning displays of wildlife” – it’s more 

specific, so you can picture it. “Eagle” is more 

specific than “wildlife”, and the verb “swoop” 

is more specific than the adjective-noun 

combination of “stunning display”. 

	 AVOID OVER-WROUGHT LANGUAGE*

•	 Descriptive and evocative writing is good – but 

if it’s too ornate or over-the-top, the reader 

becomes aware of the writing, rather than the 

thing being described, and the spell is broken. 

	 DON’T USE INTERNAL LANGUAGE WITHOUT 
PROVIDING CONTEXT

•	 If mentioning “all-daylight trains”, clarify that 

“our all-daylight train journeys mean you get to 

sleep in a hotel at night”. Instead of “all-dome 

fleet”, consider “custom glass-dome coaches” 

with “panoramic views”. 

	 KEEP IT LIGHT-HEARTED, BUT NOT SILLY

•	 We want to make our guests smile, so a 

measured dose of wit is appropriate. Ideally, a 

short, clever headline or caption is paired with 

a more hard-working bit of copy.

•	 That said, we don’t always have to make 

guests smile with our writing. Sometimes, those 

smiles will be achieved through photos and 

videos; sometimes, through great customer 

service; most of the time, though, it will be 

through looking out the window.

	 LESS IS MORE

•	 If a word can be removed without changing 

the meaning of the sentence, remove it. Let a 

spectacular photo speak for itself. Don’t push 

too hard when just a nudge is needed. 

 *What is meant by ‘flowery’, ‘overwrought’, 
and ‘over the top’ language?

While these notions can be subjective, it comes 

down to avoiding extremes and finding just the 

right amount of whatever emotion we are going 

for. This approach is also illustrated on page 24.

The following example illustrates how we do want 

to evoke emotion, just not too much, or too little. 

Too much emotion (melodramatic):

“Your life-changing journey through 
achingly beautiful expanses will leave an 
indelible mark on your soul.” 

Too little emotion (robotic):  

“Your route will wind through over 
850 miles of mountain terrain.” 

The right amount of emotion (moving, stirring, 

romantic): 

“Your journey will not be measured in 
miles; you will measure it in moments.”

QUICK TIPS

Choose call-to-action words that evoke 

travel, exploration, and wonder (“discover”, 

“explore”, etc)

In email and correspondence, use  

letter-writing conventions to make it  

feel more personal (“Dear Firstname,” 

“Warm regards”, etc)

Avoid making claims that may be objectively 

untrue, or which put Rocky Mountaineer in a 

position to over-promise and under-deliver 

(“the most luxurious experience you’ll ever 

have”). It’s okay to make more subjective 

claims (“the best way to see the Rocky 

Mountains”).

Use exclamation marks sparingly – once in a 

paragraph at most, and never in headlines.
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USING CORRECT 
NAMES AND 
TERMINOLOGY 

	 COMPANY NAME

•	 The company must always be referred to as 

“Rocky Mountaineer”. 

•	 Both the company and the train are called 

Rocky Mountaineer. When speaking or writing 

about the train, ensure there is no ‘the’ 

preceding “Rocky Mountaineer”.

•	 Don’t split Rocky Mountaineer on two lines if 

avoidable. 

	 RAIL ROUTES

•	 We refer to our three routes as “rail routes.” 

Not “journeys,” “trips,” or “train routes.” 

•	 The correct way to write Rocky Mountaineer’s 

rail route names is:

First Passage to the West 

Journey through the Clouds 

Rainforest to Gold Rush 

Rockies to the Red Rocks

•	 Do not split route names over two lines if 

possible.

•	 If “rail routes” is used in a headline, descriptive 

body text that immediately follows may use 

“routes” or “train journeys” to avoid repetition, 

but these should never appear in headlines or 

standalone product descriptions.

	 PACKAGES

•	 Packages must be distinguished from rail 

routes. Rail routes are the physical paths the 

trains take, whereas a package is the collection 

of itinerary items beyond the onboard 

experience. 

•	 Circle Journeys are not a rail route. They 

are one of four package types, with Short 

Journeys, Unique Adventures, and Rockies 

Highlights (or Canadian Rockies Highlights). 

Circle Journeys should be described as 

“combining two rail routes.”

•	 Circle Journeys do not have a rail route logo 

and must not be listed alongside the other 

rail routes, though it may be noted that Circle 

Journeys combine two rail routes.

•	 It’s not necessary to refer to packages as 

“vacation packages.” When guests have 

completed their booking and in descriptive 

text we can refer to a package as a “journey.” 

(i.e. Your journey with us). Otherwise, use 

“package.”

•	 It must be clear that Rocky Mountaineer 

“carefully curates packages.” Where possible, 

specify that we do not own or operate package 

experiences beyond the train.

•	 Do not use the term “rail only” in guest-facing 

material. We will speak to our Rail Schedule as 

an example.

	 TERMINOLOGY

•	 We always refer to the Rocky Mountains as the 

“Rocky Mountains” or the “Canadian Rockies”.

•	 Alaska Cruise is capitalized. 

•	 We say “Alaska Cruise”, not “Alaskan”. 

•	 We say “onboard”, not “on board”.

•	 We capitalize “Hosts” and all Team Member 

roles. 

•	 We say “Team Members” not “Employees” or 

“Staff”. 

•	 We say “Guests” not “Customers”, 

“Passengers” or “Travellers”. 

•	 GoldLeaf and SilverLeaf are compound words. 

Please ensure there is no space between them 

and that the ‘L’ in ‘Leaf’ is capitalized. The 

word ‘Service’ (with an uppercase S) must be 

used in conjunction with GoldLeaf Service and 

SilverLeaf Service. 

•	 Do not split service names over two lines if 

avoidable. 

•	 Outdoor Viewing Platform: The outdoor 

vestibule on GoldLeaf Service coaches.

•	 Galley: The kitchen in a train coach.

•	 We say “motorcoach” not “bus” or “coach”. 

“Motorcoach” is one word.

•	 We say “Journeys” or “Packages”, not “Tours”. 

•	 When referring to our equipment, always 

hyphenate “Glass-dome windows”. 

•	 We use “Coach”, not “Car” or “Carriage”. 

•	 We say “Circle Journey”, not “Circle Trip”.

•	 We say “Glass-dome”, not “Glass-domed”.

Attention to detail is one of the qualities that 

sets us apart, and this applies to our writing as 

much as it does to the onboard experience.  

These stylistic rules should be followed in all 

written materials. 

Note: As a proudly Canadian company, we 

always use Canadian spelling (except for 

materials produced exclusively for the US 

with a US partner). Common examples are 

using two Ls as in “traveller”, using “ou” in 

words like “colour”, and using “-re” in words 

like “centre”. Set your computer and browser 

settings to Canadian spelling if possible. For 

further reference consult the Canadian Oxford 

Dictionary or Canadian Press Style Guide.
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USING CORRECT 
NAMES AND 
TERMINOLOGY

	 DATE & PHONE CONVENTIONS 

•	 Date must be written in month/day/year format 

on all materials created for all markets.

i.e. September 19, 1984

•	 Time

In a table: #:## AM/PM

In a paragraph: #:## am/pm

•	 Phone numbers must be written in the 

following format for: 

North America: X.XXX.XXX.XXXX 

(i.e. 1.866.475.1879) 

Australia and New Zealand: XXXX XXX XXX 

(i.e. 0800 444 492) 

UK: XXX XXXX XXXX (i.e. 020 7368 1502) 

Europe: XX XXX XXXX (i.e. 01 677 7888) 

	 CURRENCY CONVENTIONS 

•	 We always add commas to dollar values when 

in English (ie. $1,000). 

•	 Currency conventions for the following 

markets are: 

Canada: Canadian dollars (CAD)  

– i.e. $1,000

Canada (French): Canadian dollars (CAD) 

– i.e. 1 000 $

USA: US dollars (USD) 

– i.e. $1,000

Australia: Australian dollars (AUD) 

– i.e. $1,000

UK: Great British Pound (GBP) 

– i.e. £1,000

Europe: Euros (EUR) 

– ie. €1,000 
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TONE OF VOICE 
MATRIX

These ‘ideal’ tones, as indicated on page 18, 

are essentially the middle values between two 

extremes. But being in the middle doesn’t mean 

boring or average. Rather, it means tasteful and 

considered.

Striking the ‘ideal’ tone is especially important 

in the Awareness & Consideration phase of the 

journey, when there is more pressure to be 

persuasive and evocative. 

Once a guest is in the Travel phase, it’s natural 

for some of our communications to become 

a bit more functional and informational (while 

still retaining that Rocky Mountaineer warmth 

and charm). 

Additional audience considerations and cultural 

contexts may also come into play here. Writers 

will be briefed on more specific considerations 

when needed.

TONE OF VOICE

IMPERSONAL, INDIFFERENT WARM, PERSONABLE OVERLY FLATTERING, OBSEQUIOUS

Your journey details are  

outlined below.

{{Firstname}}, you’ve selected Rainforest to Gold 

Rush at Leisure – an excellent choice, especially  

at this time of year.

Your exquisite choice is a testament  

to your impeccable taste.

GENERIC, UNSPECIFIC CLEAR, VIVID ORNATE, OVERWROUGHT

What you can expect: variable mountain weather, 

wildlife sightings, and wonderful food onboard.

The wind howls.  

An eagle soars. A cork pops.

Behold the sublime and achingly beautiful power 

of Mother Nature: Howling winds. A soaring eagle. 

All while you indulge with a glass of champagne 

in hand.

HUMOURLESS, MECHANICAL CHARMING, LIGHT-HEARTED CHEEKY, JOKEY

Take in views of mountain ranges  

that have formed over  

millions of years.

Your onboard entertainment  

has been millions of years  

in the making.

You might need assistance in picking your jaw up 

from the floor. It’s OK,  

we get it. All the time.

SPARTAN, NO-FRILLS AUTHENTIC, WELL-CRAFTED EXTRAVAGANT, OVER-THE-TOP

Enjoy complimentary snacks  

and beverages from the comfort of your seat. 

Treat yourself to a well-deserved glass of 

sparkling wine as you lean back and take in the 

panoramic views.

Indulge in the most luxurious experience of your 

life as you sip champagne and nibble on caviar  

in our exclusive dining area.

UNCONFIDENT, TENTATIVE ADVENTUROUS, ENERGETIC MANIC

We hope you’re excited for your journey / we trust 

that you  

enjoyed your journey.

Adventure awaits, {{firstname}}. We can’t wait to 

welcome you onboard

Are you getting excited yet?!  

Your departure date is just  

a few weeks away!

NOT ENOUGH 
WE DON’T WANT TO COME ACROSS AS ...

IDEAL
WE DO WANT TO COME ACROSS AS ...

TOO MUCH 
NOR DO WE WANT TO COME ACROSS AS ...
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WRITING SAMPLE This passage is vivid and evocative, without over-relying on adjectives; it uses the second-person “you” 

voice effectively; and it strikes a pleasing tone that is inspiring but not overwrought.

“Your journey with Rocky Mountaineer will not be measured in miles; you 

will measure it in moments. The moment you felt at home as you stepped 

onboard. The moment the earth fell away to a speck as you cross over 

a soaring bridge. The moment a curious bald eagle swoops low to get 

a better look at you. The moment you meet a friend who happens to be 

from the other side of the world. The moment you forget to breathe as the 

Canadian Rocky Mountains come into view for the first time. The moment 

your host hugs you farewell. Yes, the moments will come and go just as the 

mile markers do. And when you have arrived at the end of this journey, you 

may find you have arrived at a different you.”
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WRITING  
FOR B2B  
AUDIENCES

In addition to business-to-consumer marketing, Rocky 

Mountaineer also engages in business-to-business 

marketing targeted at the travel industry (i.e. trade) 

professionals. This refers mainly to travel agents and 

wholesalers, who in turn market Rocky Mountaineer to 

their clientele.   

The way we describe Rocky Mountaineer to trade 

professionals is in many ways similar to the way we 

describe it to consumers: in both cases, we’re trying to 

showcase the beauty and evoke the experience – to 

sell them on it. We want our trade partners to be fans 

and advocates of Rocky Mountaineer, just like our 

guests.  

But it’s not enough for trade professionals to love 

Rocky Mountaineer. They need to understand how 

it works – the route options, the service levels, the 

seasons, the add-ons, the accommodation – so they 

have the tools they need to sell with confidence. They 

also need to know about our industry credentials: 

our high Net Promoter Score rating, our 30+ years in 

the industry, and how finely tuned our products and 

operations are based on this experience. 

•	 Use clearer, plainer, more specific language:

consumer audience: “We have two levels of 

service to treat you: SilverLeaf and GoldLeaf. 

One is extraordinary, the other is extra-

extraordinary”.

trade audience: “We offer two service 

levels, SilverLeaf and GoldLeaf. Both are 

first-class experiences, but GoldLeaf includes 

several upgrades”.

•	 Show that we understand them – their 

problems, their motivations, their business:

consumer: “Make an already unforgettable 

experience even more amazing with add-ons 

such as Alaska Cruises, resort stays, and 

guided tours”.

trade: “Add-ons such as Alaska cruises, 

resort stays, and guided tours round out your 

clients’ experiences”.

•	 Maintain some of the same warmth and charm:

consumer: “Which route will you choose? 

We offer three distinct routes and several 

iconic destinations. They’re all great choices, 

so it’s just a matter of taste”.

trade: “Choosing a route: Typically the 

hardest choice! We offer three distinct routes 

through multiple destinations, plus Circle 

Journeys and self-drive options”.

Just as we use personalization and the second-
person voice to make our consumer marketing 
more compelling, personalization is also key 
for our B2B audiences, as we are positioning 
ourselves as their partners. As compelling as 
our product offerings are, the success of our 
B2B business comes down to relationships. 
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STAGES OF 
THE B2B  
JOURNEY

TONE OF VOICE

STAGE OF JOURNEY MEDIUM/PLATFORM GOAL TONE OF VOICE PRIMARY ATTRIBUTE(S)

Awareness • Trade advertising
• Trade brochure
• Website

Evoke and 
entice 

Use descriptive and 
evocative language; 
use strong, clear calls 
to action. 

Charming, Light-hearted, 
Adventurous, Energetic, 
Clear, Vivid

Consideration • Trade brochure
• Website

Captivate and 
excite, inform 
and educate 

Use strong, 
clear language. 
Show the benefit, inspire 
them to take action. 

Clear, Vivid, Warm, 
Personable

Booking • Website
• Email

Inform and 
educate 

More literal and 
informative. Use strong, 
clear language. 

Authentic, Clear, 
Well-crafted, Personable

Advocacy • Email
• In person

Nurture and 
establish 
rapport 

Use lighthearted, 
friendly, encouraging 
language.  
Not a hard sales pitch. 

Warm, Personable

Because a trade professional is not the end 

consumer, the stages of the journey, from 

making a booking to becoming an advocate, 

are different. But the same principle applies: a 

different tone and voice is called for at different 

stages of the journey, with a key distinction 

being between prospective new partners and 

those who already work with us.
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WRITING SAMPLES
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EXPERTS IN EXTRAORDINARY EXPERIENCES
For over 30 years, Rocky Mountaineer has taken guests from around 

the world on remarkable journeys through the Canadian Rockies. As a 

daylight-only train, we offer breathtaking views of the iconic Western 

Canadian landscape during the day, and partner with the best hotels to 

ensure you enjoy a restorative rest each night. Operating from April to 

October, we’ve become known for exemplary service, fresh and flavourful 

food, and colourful Hosts who share stories about the scenery and historic 

sights just outside your window. Join us for an adventure that will stir your 

nostalgia for luxury rail travel of days gone by. An experience you’ll never 

forget. A journey of a lifetime.

49

ROCKY 
MOUNTAINEER 
DESCRIPTOR
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AWARENESS & 
CONSIDERATION

BROCHURE SAMPLE

PAGE 12 SNIPPET Picture yourself onboard a spacious glass-dome coach, looking out the window as you gently wind through a wooded 

valley. You’ve just finished your meal, and you recline in your seat, glass of wine in hand, as your Host begins to tell 

the incredible true story of an upcoming local landmark. The train slows down to cross a soaring trestle bridge, just 

in time for you step onto the outdoor viewing area and take a picture. You’re only a few hours into your journey, and 

you’ve already lost track of time – you just know you don’t want it to end.

PAGE 15 SNIPPET The next morning, after a restful sleep in your hotel room, the journey begins again. Your Hosts pass out warm scones 

and coffee as the train pulls out of the station. 

A few miles in, you’re chatting with your new neighbours – fast friends from half a world away – when a Host tells you 

to look out the right-side window. It’s not a landmark or a lookout this time: it’s a grizzly bear and her cub. After taking 

it all in, you return to your seat, wondering what’s around the next bend.
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AWARENESS & 
CONSIDERATION

SOCIAL

TAKEOVER – 
INTRODUCTION
Example from 

Instagram post in 

August

rockymountaineer 
This week’s guest Instagrammer is @taylor_smithphotography. He recently took a custom Circle Journey that brought 

him through both Jasper and Banff National Parks, and is excited to share his favourite photos from the trip. Here’s his 

first batch, from beautiful Maligne Lake, near Banff. Swipe to see them all!

TAKEOVER – 
GUEST POST
Example from 

Instagram post in 

August

rockymountaineer @taylor_smithphotography:  

“My last shot in Banff may end up being my favourite. The reflections on the lakes here are incredible! Thank you to 

everyone who followed along this week. I enjoyed sharing my photos from the Canadian Rockies with all of you!”  

#rockymountaineer

POST FEATURING 
USER-GENERATED 
CONTENT
Example from 

Instagram, July 22

rockymountaineer 
The view from the top. We’re loving this perspective from @ashleydawnarmstrong. What’s your favourite vantage 

point?  

#rockymountaineer



52TONE OF VOICE 52

AWARENESS & 
CONSIDERATION

SOCIAL

BRAND POST – 
INFORMATIVE
Example from 

Instagram, July 21

rockymountaineer 
Spring, summer, or fall: when do you think would be the best time to spot wildlife?  

Watch the video to find out more.  

#rockymountaineer

BRAND POST – 
ENGAGEMENT
Example from 

Instagram, July 20

rockymountaineer  
Would you like to see your photo featured here? Simply tag your photo with #RockyMountaineer and tell us what 

made that moment so special. Each week,  

we’ll repost our favourites! 

Thanks to @maniigill for this amazing view of the Fairmont Chateau Lake Louise
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AWARENESS & 
CONSIDERATION

SOCIAL BIOS

INSTAGRAM BIO
Max 150 characters

ROCKY MOUNTAINEER
Extraordinary luxury rail journeys through the Canadian Rockies. Follow along for magical mountain moments.

TWITTER BIO
Max 160 characters

ROCKY MOUNTAINEER
Extraordinary luxury rail journeys through the Canadian Rockies. Follow along for magical mountain moments.

TRIP ADVISOR
Attraction page 

overview

ABOUT ROCKY MOUNTAINEER
Rocky Mountaineer is the best way to see the Canadian Rockies – by luxury rail. Take in the spectacular scenery 

from the comfort of our glass-dome coaches. Dine on gourmet meals as our Hosts tell stories along the way. See it all 

during the day, and sleep in a hotel at night. Then get up and do it all over again. No matter which route you choose, 

it’s sure to be the journey of a lifetime.
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BOOKING  
& AWAITING 
TRAVEL

NOTE: These have been updated to reflect the 

most recent new versions.

EMAILS – NEW WEB ACCOUNT REGISTRATION – CONFIRMATION

SUBJECT Thanks for signing up, {{firstname}}!

PREHEADER Your web account has been created

HERO IMAGE COPY Adventure awaits

BODY Dear {{firstname}},

Thank you for creating an account with Rocky Mountaineer – you’re one step closer to the fresh air of the mountains, 

the mist of the ocean, and miles and miles of memories. 

Now, as you browse the site, all your route selections and preferences will be saved, so you can revisit them and 

complete your booking at any time.

CTA: “COMPLETE BOOKING”

If you haven’t done so already, be sure to check out the Journey page, which provides a preview of some of the 

experiences you can expect onboard.

[CTA: “EXPERIENCE THE JOURNEY”, links to journey/experience page or equivalent on new site]

Also be sure to order our brochure, available in print or as an e-brochure, which provides a comprehensive overview 

of the Rocky Mountaineer experience that you can read at your leisure.

[CTA: “ORDER BROCHURE”, links to brochure page]

Thanks again for your interest in Rocky Mountaineer. We hope to hear from you again soon!

Warm regards, 

The Rocky Mountaineer Team

Questions? Contact us. 
Reply to this email or call us at {{Geo.phone.number}} to speak with a Vacation Consultant.

[SOCIAL FOOTER]
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POST-TRAVEL EMAILS – PAST GUEST RE-NURTURE 2 (22 MONTHS LATER)

SUBJECT The mountains are calling, {{firstname}}

PREHEADER Ready for another train journey?

HERO IMAGE COPY Start a new adventure

BODY Dear {{firstname}},

Your last journey onboard Rocky Mountaineer was the adventure of a lifetime – but why stop there? Just as the early 

explorers found out, the more you journey through the mountains, the more you realize there is to discover. 

We’re constantly updating our packages and offerings, so take another look at our website and start getting inspired 

– again.

[CTA: “SEE WHAT’S NEW”, links to homepage]

As always, don’t hesitate to get in touch with any questions you may have. Our Vacation Consultants are standing by. 

We hope to see you again!

Warm regards, 

The Rocky Mountaineer Team

Questions? Contact us. 
Reply to this email or call us at {{Geo.phone.number}} to speak with a Vacation Consultant.

[SOCIAL FOOTER]
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TRADE WRITING 
SAMPLES
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TRADE  
BROCHURE PLANNING THE PERFECT JOURNEY

There are truly no wrong choices when it comes to Rocky Mountaineer. But breaking down the trip-planning process will help you arrive at the 

perfect, tailor-made journey for your clients.

STEP 1: CHOOSE A SERVICE LEVEL
We offer two service levels, SilverLeaf and GoldLeaf. Both are exceptional experiences, but GoldLeaf includes several upgrades.

STEP 2: CHOOSE A ROUTE
Typically the hardest choice for guests. We offer four distinct routes through multiple destinations, plus Circle Journeys and self-drive options. 

STEP 3: CHOOSE A SEASON
We operate April through October, giving clients three distinct seasons to travel in – each with its own highlights. 

STEP 4: CHOOSE A PACKAGE
Add-ons such as Alaska cruises, car rentals, and sightseeing excursions round out many clients’ experiences, and are a significant opportunity 

for upsell.
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TRADE  
BROCHURE TARGET AUDIENCES AND PERSONAS

Since 1990, we’ve hosted over 2 million passengers, so to say we know our guests s an understatement. We also continually undertake market 

research to stay on top of demographic and travel trends. 

With Rocky Mountaineer, identifying prospective guests is only part of the process. The other key is to effectively sell them the right travel 

experience, based on the many choices they have in front of them. The ideal Rocky Mountaineer client becomes a repeat client, and an 

evangelist for the brand. 

GUEST PERSONAS
The personas we’ve established skew older (50-70), falling into three categories: Wealthy Empty Nesters, Retired Seniors, and Middle-Aged 

Upscale Parents.
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TRADE  
TONE DOC GROUP PACKAGES

Did you know that Rocky Mountaineer offers group packages? Book an entire coach, or work with us to create a completely customized 

experience – perfect for corporate events and retreats. We can also work with you to develop custom group-travel packages for recreational 

travellers. For more details, see our custom Groups Experiences Guide. 

CUSTOM MEAL PLANS
For clients who want the ease of having everything pre-arranged, consider adding meals to their package for when they’re not on the train. 

Typically, this means dinner arrangements in destination cities, but breakfasts can also be added as well. This is also a convenient service for 

any days of their journey that do not include rail travel. 
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UK COVER 
WRAP FRONT COVER Where mountains meet luxury

PAGE 2 THE BEST WAY TO SEE THE ROCKIES
Rocky Mountaineer is a one-of-a-kind luxury rail service that winds through some of the most spectacular scenery on 

earth. 

Based in Vancouver, British Columbia, Canada, Rocky Mountaineer offers three distinct routes, with stops in tourist 

meccas like Jasper, Banff, and Lake Louise. 

Our custom, glass-dome coaches give guests unparalleled views of the mountains, glaciers, waterfalls, and wildlife 

that make up the Canadian Rockies. And guests experience it all in luxury, with attentive service, gourmet dining, and 

attentive Onboard Hosts. Our all-daylight journeys mean they also get to relax in a hotel each night, without missing 

any of the scenery.

In addition to our 2-4 day rail journeys, we also offer packages that include sightseeing tours, car rentals, and even 

Alaska Cruises, so guests can get the most out of their time in Western Canada.

PAGE 3 WE’D LOVE TO WORK WITH YOU
Rocky Mountaineer succeeds thanks to trade partners like you. 

We’ve made it easy for you to learn more about our rail journeys, packages, service levels, and other details, so you 

can sell Rocky Mountaineer to your clients with confidence. 

Our TRACKS online training program will teach you everything you need to know, in an hour or less. 

Sign up today! Go online, or download the app. 

RockyMountaineer.com/tracks 
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TRADE MAIL INTRO SUBJECT August highlights: Things to do in Jasper, a new webinar, and our Unforgettable 4 promotion

PREHEADER PLUS: take advantage of our TRACKS training

HERO IMAGE COPY Inside Track 

INTRO Hi {{firstname}}, 

I hope your 2019 season is going well! 

We’re well into August, and demand for Rocky Mountaineer continues to be very strong. We have been busy adding 

room nights in all our destinations, including Banff and Jasper. 

For those looking ahead to 2020 bookings, make sure you don’t miss our Unforgettable 4 promotion which concludes 

at the end of the month. 

As always, if you have any questions, don’t hesitate to get in touch!

{Exec signature}
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LOGO VERSIONS:
VERTICAL
The standardized logo is composed of three main 

elements – the icon, the Chinese logotype and 

English logotype.

There are two variations of the logo: vertical and 

horizontal. 

The vertical logo is our primary logo and should 

be used whenever possible.

The logo is primarily placed on top of a full 

bleed photograph.

Make sure the area of the photograph behind the 

logo is evenly toned and free of visual clutter.

Ensure lines of the shield are always transparent, 

with the photograph or solid background showing 

through the lines. 

A complete set of logo files in spot colour, CMYK, 

RGB, and reverse is available. Gold, white, and 

black are the only colours available. The logo 

files can be found on Simpleview. Do not alter or 

modify the artwork.

You can request access to our photo  

library, Simpleview, by contacting  

images@rockymountaineer.com

The logo and Rocky Mountaineer are registered 

trademarks and should always be used with the 

registered symbol.

Note that there is not a Chinese version of the 

logo with the tagline.

VERTICAL GOLD LOGO ON DARK BLUE BACKGROUND 
(END SLATE OF VIDEO APPLICATIONS ONLY)

We only use our logo on a dark blue background as the end slate on 
our videos. See p. 34 for more information on video application.

VERTICAL GOLD LOGO ON WHITE OR BUFF

We typically use our logo on a white or buff colour on stationary such 
as letterhead and business cards when full bleed photography or the 
dark blue is not used.

SINGLE-COLOUR VERTICAL LOGO: FOR BLACK AND WHITE REPRODUCTION ONLY

We use this version when print reproduction is limited to grey scale 
and requires the logo to be placed on a dark background. 

SINGLE-COLOUR VERTICAL LOGO: FOR BLACK AND WHITE REPRODUCTION ONLY

We use this version when reproduction is limited to grey scale and 
requires the logo to be placed against a white background.

VERTICAL GOLD LOGO ON IMAGE – PREFERRED USE

Use the gold logo on photographic backgrounds. Avoid placing the gold logo on mid-tone areas of the photograph where there isn’t 
enough contrast between the logo and the background. If unavoidable, lighten or darken the area of the image to ensure reasonable 
amount of tonal contrast.
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The horizontal logo is our secondary logo and 

should only be used when space is limited.

As such photography should not be used as 

the background for legibility reasons. Use solid 

backgrounds such as solid blue or white for the 

horizontal logo.

Make sure lines of the shield are always 

transparent, with the solid background.

The logo and Rocky Mountaineer are registered 

trademarks and should always be used with the 

registered symbol.

Note that there is not a Chinese version of the 

logo with the tagline.

HORIZONTAL LOGO ON SOLID BLUE (LIMITED USE)

When the vertical logo cannot be used due to space  restrictions the 
horizontal logo can be used. (e.g. Rocky Mountaineer branded pens)

HORIZONTAL LOGO ON WHITE  OR BUFF (LIMITED USE)

The horizontal logo on a white or buff background is typically used on 
small merchandise when the dark blue background cannot be used. 

LOGO VERSIONS:
HORIZONTAL

SINGLE-COLOUR HORIZONTAL LOGO: FOR BLACK AND WHITE REPRODUCTION ONLY

We use this version when print reproduction is limited to grey scale 
and requires the logo to be placed on a dark solid background.

SINGLE-COLOUR HORIZONTAL LOGO: FOR BLACK AND WHITE REPRODUCTION ONLY

We use this version when reproduction is limited to grey scale and 
requires the logo to be placed on a white/light solid background.

CHINESE MARKET GUIDELINES
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LOGO USAGE
To give our logo the right impact, avoid crowding it 

with other elements or making it too small.

Only use the logo files as supplied. Do not alter or 

modify the artwork.

MINIMUM CLEARANCE – VERTICAL LOGO

The cap height of the “R”  in “ROCKY MOUNTAINEER” is used as a guide 
to determine minimum clearance around all four corners of the logo.

MINIMUM CLEARANCE – HORIZONTAL LOGO

The cap height of the “R”  in “ROCKY MOUNTAINEER” is used as 
a guide to determine minimum clearance around all four corners of 
the logo.

CHINESE MARKET GUIDELINES

MINIMUM SIZE – VERTICAL LOGO

Minimum width of the vertical logo is 1” for all standard applications. 
Small merchandise or other uses may call for a smaller size as an exception.

MINIMUM SIZE – HORIZONTAL LOGO

Minimum width of the horizontal logo is 1.25” for all standard 
applications. Small merchandise or other uses may call for a smaller 
size as an exception.

1”
1.25”
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TYPOGRAPHY
To create a consistent identity for Rocky Mountaineer, all 

external communication through different channels such 

as advertisements, brochures and banners should follow 

the typography illustrated on the right. It is necessary 

to use these standard fonts in order to create a uniform 

brand image and consistency in marketing  

and communication materials.

The standard fonts are those shown on the right.  

These cover both English characters and simplified 

Chinese characters. The font specifications should be 

strictly observed in all applications.

The font is also a free font downloadable via Google 

(https://www.google.com/get/noto/)

中文标准印刷字体		
standard chinese fonts

To create a consistent identity for ROCKY MOUNTAINEER, all external

communication through different channels such as advertisements, 

brochures and banners should follow the typography illustrated on 

the right. It is necessary to use these standard fonts in order to create 

a uniform brand image and consistency in marketing and

communication materials.

The standard fonts are those shown on the right. These

cover both English characters and simplified Chinese characters. 

The font specifications should be strictly

observed in all applications.

公司对外传播有不同的手段和途径，比如广告、楼书、招
贴等等，  为了尽可能统一各种营销传播资料的整体品牌形
象，有必要对公司专用的印刷字体做规范。

右边例举了几种用于对外传播的英文标准字体和中文简体
标准字体，使用时请应严格按此标准规范。

大标题	 思源 Bold		 中文标准印刷字体
Noto Sans S Chinese Bold

小标题	 思源 Regular	 中文标准印刷字体
Noto Sans S Chinese Regular

正文	 思源 Thin	 中文标准印刷字体
Noto Sans S Chinese Thin

英文标准印刷字体	
standard english fonts

标准字体1.9 TYPOGRAPHY

SLOGAN Proxima Nova Extra Condensed ABCDEFGHIJKLMNO
Semibold PQRSTUVWXYZ

1234567890,.:;’”*/()!?@&

HEADLINE Proxima Nova Extra Condensed ABCDEFGHIJKLMNO
Thin PQRSTUVWXYZ

1234567890,.:;’”*/()!?@&

CONTENT Proxima Nova Extra Condensed ABCDEFGHIJKLMNO
Semibold PQRSTUVWXYZ

1234567890,.:;’”*/()!?@&

落基山之光品牌视觉志别手册 | BRAND IDENTITY GUIDELINES

The font is also a free font downloadable via Google (https://www.google.com/get/noto/)
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SERVICE 
SYMBOLS
There are two service tiers for all Rocky Mountaineer 

packages: SilverLeaf Service and GoldLeaf Service.

In writing, ensure ‘Service’ always follows the two 

service tiers, and the first letter, the ‘L’ in ‘Leaf’, 

and the ‘S’ in ‘Service’ are capitalized.

Ie. SilverLeaf Service, GoldLeaf Service.

When space is limited, use the simplified logo to 

maximize legibility of the service symbols.

The unique CMYK values for the gold are intended to 

achieve an optical match between printing on coated 

and uncoated stock.

The files can be found on Simpleview. Only use the  

file as supplied. Do not alter or modify the artwork.

You can request access to our photo  

library, Simpleview, by contacting  

images@rockymountaineer.com

FULL COLOUR GOLDLEAF SERVICE LOGO

REVERSE GOLDLEAF SERVICE LOGO

FULL COLOUR SILVERLEAF SERVICE LOGO

REVERSE SILVERLEAF SERVICE LOGO

CHINESE MARKET GUIDELINES

GOLDLEAF SERVICE COLOURSILVERLEAF SERVICE COLOUR

C8  M0  Y0  K48

COATED: COOL GREY 8 C 

UNCOATED: COOL GREY 8 U

METALLIC: 8421 C

COATED: C0  M20  Y70  K15
UNCOATED: C0  M20  Y75  K15

R220  G174  B63
HEX DCAE3E

PANTONE 7407 C
PANTONE 7407 U
PANTONE (PREMIUM METALLIC)  0127C
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ROUTE 
SYMBOLS
The route symbols are inspired by the rail signage 

while the colours are inspired by the scenery 

of each route.

The route symbols and colours are predominantly 

used as navigational tools in our annual sales 

brochure. 

The route symbols are mainly used as navigational tool 

when describing our different routes, they can be used 

in numerous applications like sales collateral, digital, 

video, and the onboard experience. 

When it is being used to clearly outline the different 

routes, it should be combined with the routes name 

written out in full, as shown opposite. 

In long documents or videos, when each unique route 

is introduced for the first time, the complete route name 

should always accompany the route symbol. Respective 

route symbol can then be used as a stand alone graphic 

in subsequent pages or frames.

When the route colours and symbols are used outside 

of the sales brochure, only use them as secondary 

elements that complement the look and feel 

of the brand.

Only use the files as supplied. Do not alter keyline 

weight or modify the artwork.

Note the examples shown are not lockups – the size 

relationship between symbols and type should be 

established on a case-by-case basis. COLOUR VALUES

REVERSE USE WITH COMPLETE ROUTE NAMES (NOT LOCKUPS)

C32  M87  Y74  K45
PANTONE 188 C
PANTONE 7624 U

C84  M60  Y37  K17
PANTONE 2376 C
PANTONE 7693 U

C77  M48  Y76  K49
PANTONE 553 C
PANTONE 553 U

C80  M40  Y45  K8
PANTONE 7475 C
PANTONE 7720 U

FULL COLOUR USE
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PHOTOGRAPHY
As previously mentioned, we have  three types of 

photographs within our library – train in landscape,  

on-board experience, and nature photography. 

However, the images we use for the China market  

differ slightly. 

TRAIN IN LANDSCAPE – HERO PHOTOGRAPHY

Photographs that show the train in context are still used 

as our hero photography. The train and the landscape  

it passes through is one of the key aspects of our  

brand experience.

As visual impact helps to drive brand recognition, we 

should use singular images at scale and avoid using 

multiple images on a piece of communication.

ON-BOARD EXPERIENCE – SUPPORT PHOTOGRAPHY

When creating materials for the China market, images 

that show the full-size dome of GoldLeaf are preferred. 

Images with an Asian host are also preferred as they 

represent the Mandarin service.

NATURE – SUPPORT PHOTOGRAPHY

On multi-page documents like the brochure, it is 

helpful to add images of nature to build a richer 

picture of the experience. Photographs of animals, 

especially bears, are very well received, followed by  

the blue waters of the lakes in the Canadian Rockies.

WHAT TO AVOID

Photography with grey or overcast skies should be 

avoided for the Chinese market. Caucasian talent 

should not look older than 55 years old and Asian 

talent should look in their early 40s.

You can request access to our photo  

library, Simpleview, by contacting  

images@rockymountaineer.com

 TRAIN IN THE LANDSCAPE – HERO PHOTOGRAPHY

NATURE – SUPPORT PHOTOGRAPHY

ON-BOARD EXPERIENCE – SUPPORT PHOTOGRAPHY
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