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G E T T I N G B E H I N D T H E G OTC H A B R A N D.

PURPOSE OF
THIS GUIDE.

When people hear the word “brand,” they often think
of logos or ad campaigns, but it involves more than
designs, pretty pictures, and witty copy. It should
extend into every aspect of a business: the way it
talks to customers, the way team members talk to
each other, the types of photos it shares on social
media, pretty much everything.
The following guide gives you a quick and dirty intro
to the way Gotcha presents itself. By the end you’ll
have a solid understanding of the experiences we
offer, how they make people feel, and how to apply
it in the real world.
Questions? Holler at the marketing department
for quick and easy answers (about most things,
anyway). Just don’t ask about snacks unless you’ve
got some time.

A B R I E F H I STO RY

GOTCHA IN
A NUTSHELL.

Gotcha was created in 2009 by founder and CEO Sean
Flood. He had a vision for a more sustainable solution
to shared mobility, hence Gotcha’s OG acronym: Green
Operated Transit Carrying Humanity Around. What
started as co-branded ride share systems became a way
to help others get around via shared transportation.
Today, we offer a variety of electric mobility systems
available via our proprietary app in markets across the
United States.

W H E R E W E STA N D TO DAY.
Channeling the belief that mobility is freedom, Gotcha
develops innovative shared mobility products and
technologies that get people out of single occupancy
cars. Our 100%-electric fleet—including bikes,
scooters, trikes, and vehicles—gives riders convenient
choices to get around safely and efficiently through a
single app. We use these products to partner closely
with colleges and cities, developing custom solutions
that help communities thrive.

BIKE SHARE
Shared e-bikes use mobility hubs to create predictable
transportation options in a format that most people
are very familiar with. Basically, pedal power with a little
extra get up and go.

OUR
SYSTEMS.

RIDE SHARE
Operated by trained drivers, our electric ride share
systems transport up to five people at a time within a
predetermined service area—all for one flat fee. Easy,
convenient, and always predictable in price.

S C O OT E R S H A R E
Our electric scooters keep people on the move, using
mobility hubs to create predictable parking areas that
help partners keep things tidy and give riders easy
access to our products. Win win.

TRIKE SHARE
Electric trikes offer added stability, control, and comfort,
making them ideal for longer trips. This is especially
true of riders who may not feel at ease on products
like our scooters.

Our Brand Values - Brands don’t sell products, but a
unique set of values. Consumers carefully inspect these
principles before deciding to invest in a brand. That
means we better get it right the first time.
Trust - We build products people depend on daily.
They’re rigorously tested and maintained to ensure
riders never have to worry about safety or reliability.
Partnership - We’re not a one-size-fits-all outfit. We
collaborate with city and college partners to create
custom transportation solutions that are safe, green,
and hassle-free.

Fun - We’re reshaping the daily grind into something
that gets people excited about their rides to the many
places life takes them.
Humility - We’re not perfect, and that’s ok. We’re open
to new ideas or better ways of doing stuff, and hold
ourselves accountable when things don’t go according
to plan.
Empowerment - We empower riders of every type
by providing people with easy access to a variety of
affordable ways of getting around.

Mission - Our mission is the essence of Gotcha’s goals,
and the philosophy underlying them.
We believe mobility is freedom. We empower people
to lead happier, more productive lives through the
transformative power of sustainable, accessible
transportation.
VIsion - A vision speaks to a company’s current
mission, as well as what its future aspirations. Hopes
and dreams wrapped up in one nice little bundle.
Founded on the core belief there’s nothing we can’t do,
Gotcha aims to unlock human potential by creating daily
moments of empowered movement by reducing the use
of single-occupancy cars.

Positioning Statement - This defines how our
products and services contribute to our purpose. It
ensures all activities across the company ladder up
to one brand promise that encompasses our values,
mission, and vision.
Gotcha gets you. You want choice. You want accessibility
and dependability. You want stuff to work and get you
where you need to go without headaches or hassles—
maybe even with a smile. We got you, because Gotcha
gets you there.

Talking the talk - Every brand has a distinct
personality, just like a person. Some are reassuring
mother figures. Others are the annoying people who
stand way too close to you at the grocery store. Some
have been your best friend since college.

Keywords - The following keywords sum up the
essence of Gotcha. At the same time, they’re the
feelings we want people (both partners and riders)
to take away from their interactions with us.

Gotcha’s tone - We want to be approachable and
friendly; someone you meet at a party and actually want
to talk to instead of taking a fake phone call and looking
for literally anyone else to have a conversation with.
Don’t be a robot. Don’t talk like a corporate stooge.
Just have honest, genuine conversations with our
partners and riders.

Approachable
Choice
Comfort
Confident
Convenience
Dependable
Knowledgeable
Polite
Resourceful

Easy Going
Empowering
Environmentally conscious
Fun
Hard Working
Honest
Transparent
Trend Setters
Youthful

Hold Feature - This feature within the app allows
riders to stop momentarily in a non-designated hub
area without ending the rental. Other users will not be
able to use the bike or scooter while it is on “hold.” Hold
time counts towards ride time, so a user will be charged
for it. The maximum time limit can be determined
collaboratively between Gotcha and partners and vary
per subscription plan. 30 minutes is standard.
Mobility Hub - A parking zone where riders can
regularly locate products and initiate their
trip. They’re encouraged to return products to
designated hubs when finished with a ride. A Gotcha
mobility hub is a virtually geofenced area and indicated
on the system map. It can also include physical
infrastructure, like the Gotcha mobility bar, where
bikes or scooters can be securely locked. It can be
visually indicated by paint or a vinyl adhesive decal.

No Parking Zone - A designated and virtually
geofenced area in which a ride may not be ended.
A user will be charged a significant fee if they park
and end their ride here. The no parking zone will be
indicated on the user map within the app, as well as an
informational signage panel. A user will also receive a
pop-up notification when they end a ride in this area.
No Riding Zone - A designated virtually geofenced area
in which products cannot be ridden. If a user rides into
this zone, the product will slowly decelerate. The area
is designated by a shaded polygon both on the map
within the app and on the website landing page. A user
will receive a notification when they ride into this area.
If a user leaves a bike/ends the ride in a “No Riding
Zone,” another user will be able to initiate a rental.
However no electric aid will kick in until the rider
leaves the zone.

Out of Hub Fee - A penalty fee, typically $5, that riders
incur for parking a bike/scooter at a non-designated hub
location at the end of their ride.
Partners - These are the people we work with to
operate our systems in colleges or cities.
Riders - We always call our end consumers our riders.
This term’s a little more personable than consumer,
user, or anything else that sounds overly technical.
Ride Share vs. Bike Share vs. Scooter Share Ride includes our low-speed electric vehicles. Bike
includes any of our bike share systems. Scoot includes
our scooter systems. No matter which one you’re talking
about always use them as two words (xxxx share, not
xxxxshare)

System Area - The system area is a designated,
virtually geofenced area in which users are allowed to
ride and park one of our products without incurring an
additional fee. The area is designated by a perimeter
line both on the map within the app and on the
website’s location page.

WALK THE
WALK.

THE CONCEPT OF A
BRAND GOES BEYOND
MARKETING EFFORTS.
T H E G OTC H A WAY N E E D S TO B E P R E S E N T A N Y
T I M E W E C O N N EC T W I T H S O M EO N E O U TS I D E O U R
O R G A N I Z AT I O N .
N E W B U S I N E S S O P P O RT U N I T I E S
The approachable, engaging brand personality present
in all of our marketing efforts should be present when
corresponding with partners, whether they’re still in the
pipeline or have worked with us for years. While there
are times we need to be buttoned and professional, that
doesn’t mean we need to feel overly stiff or robotic.

RIDER EXPERIENCE

C O M M U N I T Y M A N AG E R S

While the brand incorporates some wit and snark into
its general attitude, rider experience is another matter.
Know when to lean into that attitude and when to park
it. You should connect with the rider on their level and
do everything you can to be reassuring that Gotcha
gets them.

As someone who interacts directly with both
riders and partners, it’s important to have a clear
understanding of what we offer each distinct audience.
Not just our products, but the benefits we give them
as a brand. To partners, we act as a helpful, trusted
friend that solves their headaches—some of which
they don’t even know they have. To riders, we’re a
buddy that helps them get around while having a little
fun and enjoying some witty banter. Either way, we’re
all about personality and connections.

SOCIAL MEDIA
People crave relatability and personality when using
social networks. On these platforms, brands have
become as ingrained in their lives as friends and family.
We should treat it as such. Be friendly, inviting, and
approachable without making things too vanilla. We
want to keep it interesting. When responding to negative
posts or comments, find the positive side without
sounding too apologetic. Work a little wit into your
responses to general questions without sacrificing
clarity or acting overly snarky.

VISUAL
IDENTITY
W E H AV E C U R AT E D A V E RY D I ST I N C T I V E ,
OW N A B L E V I S UA L L A N G UAG E T H AT I S U N I Q U E
TO O U R B R A N D. I T ’ S T H E FAC E O F G OTC H A .
LO G O D O N ’ TS

Gotcha’s logo has its own rules and limitations to
ensure we present a unified front and effectively build
recognition among riders.
• Never use any color other than black, white, or
Gotcha Teal
• Never warp of skew the logo
• Never flip the logo upside down
• Never use a gradient or drop shadow
• Never stack the logo to make shapes

VISUAL
IDENTITY
W E H AV E C U R AT E D A V E RY D I ST I N C T I V E ,
OW N A B L E V I S UA L L A N G UAG E T H AT I S U N I Q U E
TO O U R B R A N D. I T ’ S T H E FAC E O F G OTC H A .
LO G O D O ’ S

Gotcha’s logo is playful, distinct and easily identifiable.
We‘re a company known for innovation and pushing the
envelope. Our logo treatments are no exception. You are
encouraged to use the logo in a solid color, either black
or white in most situations. However, in some scenarios
where our logo is visible on more than one surface, it can
be enlarged, with a thin stroke and cropped.

VISUAL
IDENTITY

SYST E M B R A N D I N G

SPONSORSHIP BRANDING

Moving forward, we will not have any systems with their
own brand. Each system will be strictly Gotcha branded.
This choice will help us:

Our partners mean a great deal to us and we want to
represent them in the best light possible. However, we
don’t want their identities to compete with the overall
Gotcha brand. This will help educate riders and show
them that this is the “Gotcha bike share,” not the “so and
so partner bike share.” There are limited co-branding
opportunities on each product type. Again, these should
ALWAYS be secondary to the Gotcha brand.

• Maintain brand consistency across all markets to build
awareness among riders
• Create a much more cohesive social media presence
• Build a comprehensive visual identity moving forward
While it may seem counterintuitive not to brand each
system to the local college, university, or municipality,
a one-brand system better supports our national
growth strategy.

WO RT H A T H O U S A N D W O R D S

U S E R- G E N E R AT E D P H OTO G R A P H Y

Our photography is crafted to feel culturally influential,
compelling and always appears to be candid, never
staged. We strive to cast a wide variety of riders and
dress them to align with current fashion trends. Those
elements combined with moments in motion help create
a unique gallery of product and lifestyle imagery.

Our riders are avid social media users and likely to
share their experiences on platforms like Facebook
or Instagram. If you want to use an image that has
been posted on social media by a rider, always ask for
permission first. Also make sure that the image paints
Gotcha in a positive light, is high quality, and aligns with
the look of our own native social posts.

Below are usage guidelines and how-tos designed
to maintain the integrity of our visual language and
ensure our communications resonate with both
partners and riders.
• Candid and genuine moments
• People interacting with our products - capture them
in the moment
• Gotcha integrated into the lifestyles of riders
• The diversity of our riders
• Interesting composition and use of negative space
• Highlight local landmarks when possible
• Motion is integral, try to capture people in motion
• Checking traffic, walking up to the asset, putting
helmets on, waving to a friend, etc.

A B A D P H OTO LO O K S L I K E T H I S

A GOOD PHOTO LOOKS LIKE THIS

This image is clearly staged. The frisbee placed in a way that
feels unnatural. Our assets are always parked in Gotcha hubs and
never parked in a public space, like a park bench, middle of the
sidewalk, against a building or in the street. Finally, it hasn’t been
correctly edited to fit within our color standards.

This image is staged to feel natural with an element of motion.
With each picture, we try to incorporate movement, either from
the asset or the background elements. Our product is parked
legally, the customer is dressed in trendy, stylish attire. The image
has been color corrected to have contrast, rich blacks and a color
balance that leans towards cool. When feasible helmets should be
visible, and our competitors should be nowhere in sight.

BRANDED
TYPOGRAPHY

B R A N D C O LO R S
We have curated a limited brand palette that simplifies
our visual presence and helps people immediately
identify Gotcha. Our color palette is specific to the
medium. If you’re making something for print, use
our PMS colors. For digital the hex code colors. The
reason for this is that print colors look very different
on screen compared to when they’re printed out. If
you’re ever confused about what color to use, reach
out to the creative team, and we’ll point you in the right
direction.

