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Our feeds lead us to the same places,

leaving little room to discover a place beyond the 
stops we’ve saved.
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Cycling gives us room to explore,

to notice more, stop along the way and follow a 
local’s advice.
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URMA lets curiosity lead the way:

connecting routes, stays, support and local 
experiences so we can make the journey our own.
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Roads Worth Taking.

for those who share a curiosity for places and 
respect for the people who call them home.
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Roads worth taking.
/ routes / stays / experiences



/ LOGO

Roads worth taking

Roads 

worth taking
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#e8ff86

232 255 134

12, 0, 60, 0

#0A0B0B

10, 11, 11

9, 0, 0, 96

/ Colors

#1c1d1e

28, 29, 30

7, 3, 0, 88

#797b7f

121, 123, 127

5, 3, 0, 50

#e4e4e2

228, 228, 226

0, 0,  1, 11
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#f2f3f7

242, 243, 247

2, 2, 0, 3



/ typography

Indivisible Variable is 
our primary typeface
Adelle Mono Flex URMA needs to inspire exploration and make it easy to 

navigate, so Indivisible Variable gives the brand an open, 
confident voice, while Adelle Mono Flex creates a distinct 
register for menus, route information and practical details.
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support Stays Experiences Routes

Good rides start with the right roads. 
We’ve selected ours. 

Explore cycling routes
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URMA needs a light, conversational voice that 
sparks curiosity before explaining what it offers. 



Designed for social media and word of mouth,  
it should feel natural to share and intriguing 
enough to make people want to know more.



/ campaign

Some people follow 

the route.

Some people follow 

the crowd.

We followed lunch.
We followed the road 

that didn’t look like one.
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Some people follows 

the bike lane.

We followed a goat.



/ social

Some people follow 

the ow.

e followe the oa 

that int look like one.
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Some people follows 

the bike lane.

e followe a oat.



/ stories

knows a way in Aosta.
And a few reasons to stop.

has a route in mind.
Lunch might change it.

You’ve saved a hundred places. 
Which one feels like your own?

[Aosta] The mountains set the 
scene. A conversation 
over coffee, a quiet 
village or a long lunch 
gives you a reason to 
stay. Follow the route 
through Aosta at your 
own pace, with time to 
stop, look closer and see 
where a local’s advice 
takes you.
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This presentation introduces the proposed brand identity. Upon approval, the system will be extended to 
signage, wayfinding and further brand applications.



Indivisible Variable and Adelle Mono Flex are used under Adobe Fonts licensing for this presentation. 

Website use requires an active Adobe Fonts web project; embedding in an app requires a separate licence.



Some people follows the bike lane.

We followed a goat. 


