
GROWING 
A TRULY GREAT 
COMPANY

A  G U I D E  T O  W E Y E R H A E U S E R ’ S  B R A N D  L O O K  A N D  F E E L
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SUB SECTION 2

G R O W I N G  A  T R U L Y  G R E A T  C O M P A N Y 

HOW TO USE  
THIS GUIDE
This guide is a directional map for bringing Weyerhaeuser’s brand to life in all 
our marketing and communications materials.

When used consistently and properly, these brand guidelines will create a look 
and feel that honors our past while creating excitement about our future.

These guidelines should be applied to all mediums, including printed  
materials, such as posters, brochures, reports, flyers and banners, and  
electronic materials, such as presentations, websites and videos. 

Our guidelines are firm but flexible. The goal is to create a consistent look and 
feel while creatively applying brand elements to meet a range of communication 
objectives.

If you have specific usage questions or need further direction, please contact: 
Jodi Crawford: jodi.crawford@weyerhaeuser.com | 206-539-4408
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SUB SECTION 3

VOICE 04
How we use language to tell our story

ON THE MARK: LOGO 05
Promoting and protecting our company mark 

COLOR 11
Using color to bring our designs to life

TYPOGRAPHY 15
Applying consistent type treatment and using type as a design element 
 

CHARTS & DIAGRAMS 20
Giving our numbers visual impact

 

PHOTOGRAPHY & ART 22
Illustrating with images and graphic elements 
 

APPLICATION 25
Business unit and sub-brands

T A B L E  O F  C O N T E N T S
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SUB SECTION 4

VOICE The language we use reveals who we are and where we’re headed.  
When you write about Weyerhaeuser, use a voice that is:

Confident
• Projects a realistic, credible, attractive future for Weyerhaeuser. 
• Shows a clear sense of purpose, direction and desired future. 
• Uses language that is honest, transparent and straightforward -- no “hype.”
• Declares that “we are...” rather than “we strive to be...” 

Inspiring
• Creates enthusiasm about what we can achieve together. 
• Conveys excitement about ideas and possibilities. 
• Invites the reader or listener to share in our success.

Imaginative
• Focuses on finding solutions and seeking possibilities. 
• Talks about familiar topics in new, creative ways. 
• Keeps business jargon and acronyms to a minimum.

Caring
• Respects people and the diverse perspectives they bring.
• Fosters an inclusive culture. 
• Demonstrates our commitment to social and environmental responsibility.

T H E  L A N G U A G E  W E  U S E  R E V E A L S  W H O  W E  A R E
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SUB SECTION 5

ON THE  
MARK

O U R  C O R P O R A T E  L O G O  I S  T H E  S E A L  O F  O U R  B R A N D
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SUB SECTION 6

LOGO
C O R P O R A T E  L O G O  G U I D E L I N E S

The corporate logo comprises our tree symbol and wordmark.  
The name “Weyerhaeuser” is a custom copyrighted typeface. 

There are three logo configurations that may be used (see right).  
Limiting the use of our logo to these few approved versions allows  
flexibility while ensuring uniformity and consistency in its presentation. 

Our logo must always appear in one of these color combinations:  
• green tree symbol with black type 
• all black 
• all white, used on full color or dark backgrounds

No other color combinations may be used. 

PANTONE 348 is the approved green color. Color samples may be found 
in a current PANTONE swatch book, available at most printers and sign 
companies. The logo may be printed in a four-color process, but because 
the final color in printed pieces may change depending on the paper 
tone and finish, printing equipment and ink type, you must be sure the 
final color visually matches PANTONE 348 (R=1; G=106; B=58).

FOR LOGO GUIDANCE, CONTACT: 
Jodi Crawford 
Communications & Corporate Identity Manager 
jodi.crawford@weyerhaeuser.com 
Phone: 206-539-4408

HORIZONTAL LOGO
In the horizontal configuration, 
the wordmark is dominant.

VERTICAL A LOGO
In this vertical configuration, the symbol is more dominant than the wordmark.

VERTICAL B LOGO
In this version of the logo, the wordmark and symbol receive the same emphasis.
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SUB SECTION 7

CLEAR SPACE

To maintain the integrity of the Weyerhaeuser logo, keep it separate from 
competing elements. This ensures the visibility and legibility of our logo. 
Surround the logo with a clear space equal to the width of the tree symbol. 
For example, if the width is 1/4 inch, then the clear space is x = 1/4 inch; 
if the width is 1/2 inch, then x = 1/2 inch.

PLACEMENT AND SIZE

The size of the logo should complement the size of the headline or title. 
The placement is determined by the width of the base of the symbol. That 
measurement provides the distance the logo should be from the right and 
bottom edges of the page, document or cover.

For legibility, the minimum size for reproduction of the Weyerhaeuser logo 
is one inch wide.

BACKGROUNDS 

White is the preferred background when doing any color reproduction of 
the company logo. Light or neutral-colored backgrounds may be used when 
reproducing the Weyerhaeuser logo in green and black, or completely in 
black provided there is adequate contrast.

Do not reproduce the logo on a background with competing background 
elements, such as patterned or heavily textured surfaces. These diminish 
the clarity of the logo.

Do not reverse just one part of the logo. You must reverse the entire logo — 
both symbol and wordmark.

L O G O  S P A C I N G ,  P L A C E M E N T  A N D  S I Z E

1" minimum

x = width of tree symbol

1x

1x

1x
x

1x

X X

X

X

3 X X

X

X

r
3

1x

1x

1x

x

1x

.375" minimum

Remember that the logo is intended to
be readily visible.                Make sure there
is sufficient clear                 space around
the symbol and                    the wordmark.

Insufficient clear space
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SUB SECTION 8

T R E E  S Y M B O L  U S A G E

WHEN TO USE THE SYMBOL ALONE 

In some instances we may use the tree symbol alone. These 
exceptions must be approved by Corporate Communications. 

Solitary use of the tree symbol is typically allowed when 
the symbol is more powerful as a design element, provided 
the company name is elsewhere on the page or prominent 
throughout the document. In printed materials, always use the 
full company logo on the back cover.

When using the tree symbol alone, it must always be placed in 
the bottom right corner. 

Care must be taken to ensure strong legibility. Choose either 
the black or white tree symbol for best contrast. Green may also 
be used on solid light colors. When used on photography, the 
tree symbol must have good contrast, and the space behind the 
symbol must be neutral in activity and indistinct (see right). 

The minimum size for reproduction of the tree symbol when it 
stands alone is .375 inches.

UNACCEPTABLE USES OF THE SYMBOL ALONE

These examples demonstrate some of the uses to avoid.

�  WEYERHAEUSER FOREST PRODUCTS

lorem ip 62%
dolor sit 32%
non umm 41%
sorem ir 22%
tolor sit 38%
don ume 11%
sorem iw 66%
polor sa 44%
yon umm 89%

�  WEYERHAEUSER FOREST PRODUCTS

lorem ip 62%
dolor sit 32%
non umm 41%
sorem ir 22%
tolor sit 38%
don ume 11%
sorem iw 66%
polor sa 44%
yon umm 89%Don’t place symbol 

on busy background.
Don’t add shadow  
or glow to symbol.

Don’t place symbol 
on busy, high-contrast 
photographs.

Don’t fill symbol  
with a pattern.

Don’t change the 
proportions of the 
symbol.

Don’t add design 
elements.

Don’t add graphics.Don’t distort or
outline.

CORPORATE  
HEADQUARTERS

WEYERHAEUSER COMPANY
P.O. BOX 9777
FEDERAL WAY, WA  
98063-9777 START  

SOmETHinG
nEW
WEYERHAEUSER TYPi nOn HABEnT  

CLARiTATEm inSiTAm EST USUS LEGEnTiSSHARE
OUR AiR

OUR WATER

WEYERHAEUSER TYPi nOn HABEnT  

CLARiTATEm inSiTAm EST USUS LEGEnTiS

CORPORATE  
HEADQUARTERS

WEYERHAEUSER COMPANY
P.O. BOX 9777
FEDERAL WAY, WA  
98063-9777
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SUB SECTION 9

A D D I T I O N A L  L O G O  E L E M E N T S

www.weyerhaeuser.com 800-000-0000

www.weyerhaeuser.com 800-000-0000

www.weyerhaeuser.com

800-000-0000

800-000-0000

www.weyerhaeuser.com

HORIZONTAL LOGO
The logo with internet address
and phone number.

VERTICAL A LOGO
The vertical A logo with
internet address and
phone number.

VERTICAL B LOGO
The vertical B logo with
internet address and
phone number.

The size relationship and location of the Internet address and phone  
number and the Weyerhaeuser logo should be similar to the examples 
shown. Use Garamond typeface for web addresses and phone numbers 
when using the logo alone.

For instance, in the example with the horizontal logo, the web address and 
the phone number are 1/4 inch below the logo. When using both the web 
address and phone number, the web address comes first, followed by 
the phone number.

No matter the size or version of the logo, the distance from it to the web  
address or phone number should remain proportional.

WEB AND 
PHONE SPACING
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SUB SECTION 10

L O G O  —  W H A T  N O T  T O  D O

To prevent misuse of the logo always use official logo art. All of the 
examples shown are incorrect uses of the logo.

Do not use the wordmark alone. Use it only with the symbol.

Do not alter the custom typeface of the wordmark.

Do not use drop shadow or outline of the custom typeface or symbol.

INCORRECT 
USES OF LOGO

Do Not replace or add words to the logo.

Do not contain or surround the symbol by another graphic device. It is 
not to be used as a decoration or in a pattern.

Do not reverse just the symbol or the wordmark.

Do not use the wordmark as a “read through” item in copy. In text, the 
company name should use the same typeface as the other text.

This is an example of the Weyerhaeuser wordmark being 
used improperly as a “read through” item in the copy.

Financial Services
Financial
Services

Tree Farm

Weyerhaeuser Weyerhaeuser
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SUB SECTION 11

O U R  C O L O R  P A L E T T E  I S  B O L D  A N D  F L E X I B L E

USING  
COLOR



WEYERHAEUSER  BRAND GUIDELINES 1.0    2019 © ALL RIGHTS RESERVED.

Th
e 

m
aj

or
ity

 o
f i

m
ag

es
 a

re
 fo

r r
ef

er
en

ce
 o

nl
y;

 W
ey

er
ha

eu
se

r d
oe

s 
no

t o
w

n 
rig

ht
s 

to
 th

em
. W

he
re

 a
 W

ey
er

ha
eu

se
r i

m
ag

e 
ha

s 
be

en
 u

se
d,

 it
 h

as
 b

ee
n 

id
en

tif
ie

d.

SUB SECTION 12

Our palette includes sixteen core colors. Green is significant to our  
heritage and has a anchor place in the brand. Weyerhaeuser’s primary 
color is PMS 348 green, followed by PMS 369 green. In most designs, 
one of these greens will be the primary color, and both can be used in  
combination with other colors on the palette. 

We often use large fields of bold color to make a strong statement. 

White is important to our brand and is always present. White is open and 
represents technology and innovation. All pieces should include white. 

White

COLOR  
PALETTE

PMS 348 PMS 369

PMS 382 PMS 369

PMS 306 PMS 299 

PMS 7406 PMS 138 PMS 718

PMS 429 PMS 7500

PMS 1675

PMS 466 PMS 1545

P A N T O N E  C O L O R  P A L E T T E  F O R  P R I N T  C O M M U N I C A T I O N S 

PMS 308 

PMS 576 PMS 348
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SUB SECTION 13

When using our color palette in electronic mediums, PMS numbers do  
not always achieve the desired color value because of backlighting and 
variations in monitor settings. This page shows the RGB and Hex numbers 
you should use when creating pieces that will be viewed electronically 
(for example: web pages viewed on a computer screen or presentation 
materials viewed on a projector).

To create a color from our palette in MS Office programs such as  
Word or PowerPoint:

• Click inside a box or select a font character. 
• Select the drop down menu A with the color bar below it. 
• Choose “more colors” and then “custom” tab. 
• Type in the RGB number values or Hex number to the right. 
• Select OK.

COLOR  
PALETTE

R G B  A N D  H E X  C O L O R  P A L E T T E  F O R  E L E C T R O N I C  C O M M U N I C A T I O N S

White

PMS 348 PMS 369 PMS 1545

PMS 382 PMS 576

PMS 308PMS 299 

PMS 7406 PMS 138 PMS 718

Black

PMS 466

PMS 1675

PMS 429PMS 7500

PMS 306

R = 1  G = 106  B = 58
Hex #016a3a

R = 105  G = 163  B = 35
Hex #69a323

R = 102  G = 55  B = 0
Hex #663700

R = 174   
G = 206   
B = 16
Hex #aece10

R = 114   
G = 138   
B = 62
Hex #728a3e

R = 1   
G = 87   
B = 121
Hex #015779

R = 72   
G = 121   
B = 171
Hex #4879ab

R = 246   
G = 199   
B = 0
Hex #ffcf01

R = 235   
G = 147   
B = 29
Hex #eb931d

R = 212   
G = 115   
B = 26
Hex #d4731a

R = 223   
G = 176   
B = 109
Hex #dfb06d

R = 156   
G = 81   
B = 6
Hex #9c5106

R = 173   
G = 175   
B = 170
Hex #adafaa

R = 239   
G = 232   
B = 190
Hex #efe8be

R = 0   
G = 180   
B = 228
Hex #00bce4
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SUB SECTION 14

WHITE 
SPACE
Rest space is a key element in our brand. It provides a visual pause 
between copy, graphic elements and photography that makes each 
of these elements more powerful. Rest space can either be white 
space, a color field or an area in a photograph free of visual activity. 
The proper ratio of rest space to active space will create a clear, 
powerful and dynamic composition.

L E T  I T  B R E A T H E

��  WEYERHAEUSER FOREST PRODUCTS WEYERHAEUSER FOREST PRODUCTS  ��

WE DO  
OUR PART
Some six billion people call it home. So do we. Lorem ut 

ipsum dolor sitamet consecutor volupt eras nonume elhit id 

pede duis eget. Massa sedurna non socilis natoque quis, 

ipsum nec venenatis.

QUISQUE ENIM LACUS VULPUT  

Quisque enim lacus, vulputate eu, sollic 

itudin non, imperdiet vel, felis. Nullam 

commodo adipiscing nulla. Nam a ante. 

Vivamus id pede. Duis eget massa. Sed 

tincidunt, urna nec eleifend egestas, lacus 

lorem cursus tellus, et vestibulum elit 

massa sit amet elit. 

Sed eleifend, nunc vitae tincidunt vehicula, 

odio orci volutpat magna, id gravida ligula 

wisi eget odio. Aliquam erat volutpat. 

Integer nulla nunc, feugiat id, laoreet id, 

faucibus vel, lorem. Cum sociis natoque 

quis, ipsum. nec eleifend egestas, lacus 

lorem cursus tellus, et vestibulum.

Sapien eros vehicula sapien, non varius 

nibh erat ut enim. Aliquam luctus est eu 

neque. Vivamus elit. Aenean consequat 

arcu in ipsum. Nam id lectus. Nam 

venenatis libero ac erat. Aliquam con-

sectetuer, risus non pulvinar convallis, 

ante ipsum fermentum dolor, eget 

bibendum lacus felis ornare leo. Pellen-

tesque non neque. Proin rhoncus luctus 

neque. Duis ut enim a elit vehicula 

dapibus. Nullam et arcu sed urna accum-

san iaculis. Nulla sagittis. Quisque 

pharetra luctus odio. inceptos hymenaeos. 

Proin imperdiet pellentesque.

QUISQUE ENIM LACUS VULPUTATE 

Sapien eros vehicula sapien, non varius 

nibh erat ut enim. Aliquam luctus est eu 

neque. Vivamus elit. Aenean consequat 

arcu in ipsum. Nam id lectus. Nam 

venenatis libero ac erat. 

29  WEYERHAEUSER FOREST PRODUCTS WEYERHAEUSER FOREST PRODUCTS  30

WE DO OUR PART
lOREm iPsUm

Some six billion people call it home. So do we. Lorem ut ipsum dolor sitamet con-

secutor volupt eras nonume elhit id pede duis eget. Massa sedurna non socilis na-

toque quis, ipsum nec venenatis. amet consecutor volupt eras nonume elhit id pede 

duis eget. Massa sedurna non socilis natoque quis, ipsum nec venenatis.

QUisQUE ENim lACUs VUlPUT  

Quisque enim lacus, vulputate eu, sollic 

itudin non, imperdiet vel, felis. Nullam 

commodo adipiscing nulla. Nam a ante. 

Vivamus id pede. Duis eget massa. Sed 

tincidunt, urna nec eleifend egestas, lacus 

lorem cursus tellus, et vestibulum elit 

massa sit amet elit. 

Sed eleifend, nunc vitae tincidunt vehicula, 

odio orci volutpat magna, id gravida ligula 

wisi eget odio. Aliquam erat volutpat. 

Integer nulla nunc, feugiat id, laoreet id, 

faucibus vel, lorem. Cum sociis natoque 

quis, ipsum. nec eleifend egestas, lacus 

lorem cursus tellus, et vestibulum.

Sapien eros vehicula sapien, non varius 

nibh erat ut enim. Aliquam luctus est eu 

neque. Vivamus elit. Aenean consequat 

arcu in ipsum. Nam id lectus. Nam 

venenatis libero ac erat. Aliquam con-

sectetuer, risus non pulvinar convallis, 

ante ipsum fermentum dolor, eget 

bibendum lacus felis ornare leo. Pellen-

tesque non neque. Proin rhoncus luctus 

neque. Duis ut enim a elit vehicula 

dapibus. Nullam et arcu sed urna accum-

san iaculis. Nulla sagittis. Quisque 

pharetra luctus odio. inceptos hymenaeos. 

Proin imperdiet pellentesque.

QUisQUE ENim lACUs VUlPUTATE 

Sapien eros vehicula sapien, non varius 

nibh erat ut enim. Aliquam luctus est eu 

neque. Vivamus elit. Aenean consequat 

arcu in ipsum. Nam id lectus. Nam 

venenatis libero ac erat. 

Aliquam consectetuer, risus non pulvinar 

convallis, ante ipsum fermentum dolor, 

eget bibendum lacus felis ornare leo. 

Pellentesque non neque. Proin rhoncus 

luctus neque. Duis ut enim a elit vehicula 

dapibus. Nullam et arcu sed urna accum-

san iaculis. Nulla sagittis. Quisque 

pharetra luctus odio. inceptos hymenaeos. 

Proin imperdiet pellentesque.

io orci volutpat magna, id gravida ligula 

wisi eget odio. Aliquam erat volutpat. 

Integer nulla nunc, feugiat id, laoreet id, 

faucibus vel, lorem. Cum sociis natoque 

quis, ipsum. nec eleifend egestas, lacus 

lorem cursus tellus, et vestibulum.

Sapien eros vehicula sapien, non varius 

nibh erat ut enim. Aliquam luctus est eu 

neque. Vivamus elit. Aenean consequat 

arcu in ipsum. Nam id lectus. Nam 

venenatis libero ac erat. Aliquam con-

sectetuer, risus non pulvinar convallis, 

ante ipsum fermentum dolor, eget 

bibendum lacus felis ornare leo. Pellen-

tesque non neque. Proin rhoncus luctus 

neque. Duis ut enim a elit vehicula 

dapibus. Nullam et arcu sed urna accum-

san iaculis. Nulla sagittis. Quisque 

pharetra luctus odio. inceptos hymenaeos. 

Proin imperdiet pellentesque.

QUisQUE ENim lACUs VUlPUTATE 

Sapien eros vehicula sapien, non varius 

nibh erat ut enim. Aliquam luctus est eu 

neque. Vivamus elit. Aenean consequat 

arcu in ipsum. Nam id lectus. Nam 

venenatis libero ac erat. 

Aliquam consectetuer, risus non pulvinar 

convallis, ante ipsum fermentum dolor, 

eget bibendum lacus felis ornare leo. 

Pellentesque non neque. Proin rhoncus 

luctus neque. Duis ut enim a elit vehicula 

This spread shows a good balance of rest space and active space. 
Note the additional white space present in the photo. 

This spread shows a poor balance of rest space and active space 
and would be improved by a different design, allowing for fewer 
columns and more visual differentiation where the photo edge 
meets the opposite page. 
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SUB SECTION 15

TYPOGRAPHY

Franklin Gothic has a hard-working history, having been widely used  
in a variety of media, ranging from newspapers and books to billboards.  
The type appears strong and monotone, with a robustly modern feel.  
It’s bold and versatile and we rely on it to speak internally and externally  
with a consistent, confident voice.

O U R  C O R P O R A T E  T Y P E F A C E  I S  F R A N K L I N  G O T H I C
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SUB SECTION 16

FRANKLIN GOTHIC BOOK

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
1234567890

FRANKLIN GOTHIC DEMI

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
1234567890

FRANKLIN GOTHIC MEDIUM

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
1234567890

T Y P E  F A M I L Y  A N D  U S A G E

FONT FAMILY
Franklin Gothic Book and Franklin Gothic Demi are the primary fonts that  
represent the Weyerhaeuser brand. Demi is typically used for headlines and 
subheads. Book is typically used for callouts and body text. 

Franklin Gothic Medium is a secondary font. Limited usage is recommended. 

• Never use all three fonts together in one layout. 
• Never condense or stretch the font.

TEXT TREATMENT 
• Typical body copy is 11pt, with 14pt leading (or single spacing).

• Spacing between paragraphs is .0625pt (or one single-spaced paragraph 
return in between). 

• The first line of body copy is never indented.

• Always use a single space after periods. 

• Bullets are round (keyboard shortcut: Alt 0149) with a small distance 
(.125pt) between bullet and text.

• Keep hyphenation minimal. Eliminate whenever possible.

• Left justification is preferred for clarity, consistency and user readability.

• When using em (—) or en (–) dashes, they should not touch the letters or 
numbers before and after the dash. When a full space is too much, reduce 
the space by half. 

• Headlines and subheads are never black. They may be one color, a mix of 
two complimentary colors, or white reverse.
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SUB SECTION 17

MAKING 
THE MOST OF IT
The paragraph you are reading right now is a callout paragraph.  
It sometimes follows a primary heading and can be colored  
to inform the reader quickly about the content of the page.

FRANKLIN GOTHIC DEMI ALL CAPS

Use Franklin Gothic Book for body copy. Type sizes will vary depending 
on the size of your communications piece and the distance from which 
it is intended to be viewed. Keep in mind the goal should always be for 
content to communicate in a clear, straightforward manner. Body copy 
usually prints black or knocks out of a colored field to white.

For two-tier headlines, you may use a dominant color and 
supporting color for extra visual impact. DO NOT use black 
for primary headlines. 

Franklin Gothic Demi is used for primary headlines. When the 
headlines are short, all caps is preferred.

Distinguish body subheads from body copy by using a 
color complimentary to your headline in Franklin Gothic 
Demi. All caps works well for short subheads. 

Body text in black Franklin Gothic Book.

Franklin Gothic Book, left aligned, uppercase and lowercase 
is used for callout paragraphs. Use a complimentary color 
to the primary headline. Avoid using black for supporting 
headlines. Use this ratio example to determine the size 
and distance relationships between primary headline and 
subhead copy.

T Y P E  S T Y L E S  &  H I E R A R C H Y
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SUB SECTION 18

Making the  
most of it
The paragraph you are reading right now is a callout paragraph.  
It sometimes follows a primary heading and can be colored  
to inform the reader quickly about the content of the page.

Franklin Gothic Demi upper and lower case

Use Franklin Gothic Book for body copy. Type sizes will vary depending 
on the size of your communications piece and the distance from which 
it is intended to be viewed. Keep in mind the goal should always be for 
content to communicate in a clear, straightforward manner. Body copy 
usually prints black or knocks out of a colored field to white.

Use a bold dominant color for your primary headline. DO 
NOT make primary headlines black. 

For longer headlines, you may use Franklin Gothic Demi 
uppercase and lowercase. Do not use initial caps. Instead, 
capitalize the first word and use lower case for the rest of 
the headline.

Distinguish body subheads from body copy by using a 
color complimentary to your headline in Franklin Gothic 
Demi. Uppercase and lowercase text works well for longer 
subheads. Do not use initial caps. Instead, capitalize the 
first word and use lower case for the rest of the headline.

Body text in black Franklin Gothic Book.

Use Franklin Gothic Book, left aligned, uppercase and 
lowercase is for callout paragraphs. Avoid using black 
for callouts. Use this ratio example to determine the size 
and distance relationships between primary headline and 
subhead copy.

T Y P E  S T Y L E S  &  H I E R A R C H Y
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SUB SECTION 19

T Y P E  S T Y L E S  &  H I E R A R C H Y

MAKING 
IT WORK

This example shows one option for treating headline text 
on a solid, dominant background color. The headline can 
be reversed in either all white, all complimentary color, or 
both. DO NOT use black for primary headlines. 

This example shows one option for treating headline text 
as transparent over a photo. Choose a transparency level 
that strikes a pleasing balance between text readability 
and photo visibilty.
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SUB SECTION 20

C H A R T S  A N D  D I A G R A M S  —  T H E  G O O D  A N D  T H E  B A D

CHARTS & 
DIAGRAMS
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SUB SECTION 21

CHARTS & 
DIAGRAMS

Do not use templates outside of Weyerhaeuser brand templates.

Do not use colors that are not included in the Weyerhaeuser  
color palette.

Do not use fonts that are not Franklin Gothic Book or Demi. If 
Franklin fonts are not available in your program, you may use 
Ariel Normal and Ariel Bold in electronic documents.

Do not use fonts that are too small to read on the screen.

C H A R T S  —  W H A T  N O T  T O  D O

Do not use Microsoft 
PowerPoint templates.  
Weyerhaeuser templates 
are available on Roots. 

Do not use the Microsoft 
default color palette. Manually 
change the colors to our palette 
using the RGB color values in 
this guide.

Charts, graphs and diagrams are opportunities to combine type, 
line work and simple shapes in bold, creative and inventive ways 
to reflect our brand. Keep it simple and make sure the information 
you’re communicating is easy to understand. 

Use our brand colors whenever possible. When using Microsoft  
templates, click the “more colors” option and add in the RGB codes 
(on page 12) to create a palette of our brand colors to choose from. 
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SUB SECTION 22

 W E Y E R H A E U S E R  P H O T O G R A P H Y

PHOTOGRAPHY
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SUB SECTION 23

PHOTO 
PHILOSOPHY
Our photographs feature unique perspectives and interesting angles 
to reflect our innovative spirit. At the same time, nature and people 
are the fuel that drives our success, and both appear frequently in 
our brand. We try to photograph real employees whenever possible, 
and avoid stock photography that doesn’t “feel” like Weyerhaeuser. 

We also use iconic photographic representation of our products, 
nature and tools of the trade as graphic elements in our design. 

O U R  P H O T O S  R E F L E C T  O U R  R O O T S  A N D  O U R  F U T U R E
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SUB SECTION 24

S U P P O R T I N G  P H O T O G R A P H Y  S T Y L E 

A flood of consistent color applied to a photograph can add drama to 
design. To create the effect, high-contrast black-and-white imagery is 
coupled with a Pantone color from the corporate palette to create a  
proprietary image. A “multiply” filter is applied before the image is 
placed on top of the color field.

Only duotone or halftone images are used as supporting photography. 
Monotones or other altered color compete with the duotone or halftone 
treatments and do not support the brand.

PHOTO 
MANIPULATION
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SUB SECTION 25

BRAND 
APPLICATION

I N D E P E N D E N T  I D E N T I T I E S  T H A T  M A I N T A I N  C O N S I S T E N C Y 
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SUB SECTION 26

W O O D  P R O D U C T S  B U S I N E S S E S

Sample Advertisement

Sample Brochure Cover

PMS 348 
R = 1  G = 106  B = 58

PMS 369 
R = 108  G = 179  B = 63

PMS 7406
R = 255  
G = 209   
B = 0

PMS 138
R = 252  
G = 146   
B = 0

PMS 718
R = 235  
G = 103   
B = 0

PMS 308
R = 1   
G = 87   
B = 121

Color Palette

PMS 306
R = 96   
G = 174   
B = 184

PMS 1545
R = 102   
G = 55   
B = 0

White

Our Wood Products business brands feature the promi-
nent usage of PMS 348 and PMS 369. They use a num-
ber of secondary colors as well.

When combining colors, restrain from using too many in 
one layout to avoid the “rainbow” effect. 

Certain Wood Products businesses or product lines may 
choose to regularly use select combinations of color as a 
signature look. 

Sample Logos
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SUB SECTION 27

What not to do:
Solid bar in any other color.

Graphic Bar Option A
Solid PMS 348, white reverse logo placed to the right, with .5pt rule above in PMS 369 

Graphic Bar Option B
Solid PMS 369 with white reversed Weyerhaeuser logo placed to the right, with .5pt rule above in PMS 348

Graphic Bar Option C
Solid PMS 348, white reverse logo placed to the right, with 6pt rule above in PMS 369 

Our Wood Products business often uses graphic bars at the bottom of materials such as flyers and advertisements. There are three main options below:

W O O D  P R O D U C T S  B U S I N E S S E S
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SUB SECTION 28

W O O D  P R O D U C T S  —  B U S I N E S S  L O G O  U S A G E  W I T H  W E Y E R H A E U S E R  L O G O

WORK WITH WEYERHAEUSER,  

THE INDUSTRY LEADER

Weyerhaeuser brings you 111 years of forest products, 
including Trus Joist® engineered wood products and  
Edge Gold® OSB flooring panels. You get everything you 
need for the structural frame and we stand behind  
it with software and technical support for residential, 
multi-family, and light commercial construction. All of  
our Weyerhaeuser forests are sustainably managed, and 
the structural wood products we make are SFI® certified. 
On your next project, work with the industry leader.

VISIT US at Booth 412 at the 2012 Prairie Showcase.

WEYERHAEUSER.COM/WOOD      1.888.453.8358

When placing a product or business logo in the same layout as the Weyerhaeuser 
logo, it should be located some distance away from the Weyerhaeuser logo to  
preserve distinction for both marks. If both marks are placed too closely together, 
this may inadvertently suggest co-branding or give the appearance that  
Weyerhaeuser has changed its company name.

The Weyerhaeuser logo is usually located in the bottom right corner of the page. 
The logo can be reversed to white out of a green block, or the color or black  
versions of the logo can be placed on white in the bottom right corner.  
Horizontal and vertical versions are both available. 

Product or business logos may be placed in the white space above the  
Weyerhaeuser logo, or anywhere in the upper portion of the layout. A .5pt rule 
above or boxed around the Weyerhaeuser logo may be helpful to separate the 
Weyerhaeuser logo space from both the layout and/or other logos. Be sure to 
review the “On the Mark” section of this booklet, which describes other rules for 
using the Weyerhaeuser logo, such as clear space.

WORLD-CLASS DISTRIBUTION

This is OK.

Logo placed in upper portion of layout.

Weyerhaeuser logo reversed out 
of green bar.

Logos placed in white space above 
green bar and Weyerhaeuser logo.

Weyerhaeuser logo reversed out 
of green bar.

This is not OK. It looks  
like Weyerhaeuser has  
a new tagline. 
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SUB SECTION 29

W O O D  P R O D U C T S  —  O R I E N T E D  S T R A N D  B O A R D  E X A M P L E S

         12/11

Solid PMS 138

White space.

Three square images of product usage. 

.5pt rule reversed.

Solid PMS 348 with Weyerhaeuser logo reversed,  
bottom right corner. 

Large image of product.

WORK WITH WEYERHAEUSER,  

THE INDUSTRY LEADER

Weyerhaeuser brings you 111 years of forest products, 
including Trus Joist® engineered wood products and  
Edge Gold® OSB flooring panels. You get everything you 
need for the structural frame and we stand behind  
it with software and technical support for residential, 
multi-family, and light commercial construction. All of  
our Weyerhaeuser forests are sustainably managed, and 
the structural wood products we make are SFI® certified. 
On your next project, work with the industry leader.

VISIT US at Booth 412 at the 2012 Prairie Showcase.

WEYERHAEUSER.COM/WOOD      1.888.453.8358

Sample AdvertisementSample Packaging

White headline.

 
.5pt rule reversed.

Three square  
images of  
product usage. 

White space.

Solid PMS 348 
with Weyerhaeuser 
logo reversed,   
bottom right 
corner, .5 rule 
above. 
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SUB SECTION 30

W O O D  P R O D U C T S  —  T R U S  J O I S T  E X A M P L E S

Sample Layout Front

Trus Joist logo, upper left.

White space.

Large, bold color headline.

Large product photo. 

Three column grid.

White reversed full Weyerhaeuser 
logo, no smaller than 1.5 in.

Solid PMS 348 bar, .5 pt rule above.

Sample Layout Back
 

Trus Joist logo, upper right.

Three column grid.

Third column callout, fill color.

Text spans two columns.

Weyerhaeuser logo.
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W O O D  P R O D U C T S  —  D I S T R I B U T I O N  E X A M P L E S

WORLD-CLASS

INCE 1921

PRODUCT OFFERING
NORTHWEST REGION

TRUS JOIST ENGINEERED       
LUMBER PRODUCTS

Trus Joist TJI® Joists

Some depths may be special order

TJI® 110 – 9 " to 14"

TJI® 210 – 9 " to 16"

TJI® 230 – 9 " to 16"

TJI® 360 – 11 " to 20"

TJI® 560 – 11 " to 20"

Trus Joist TimberStrand® LSL 1.55E  
Beams & Rim Board

Some depths may be special order

1 " in depths from 9 " to 14"

3 " in depths from 9 " to 14"

Trus Joist TimberStrand® LSL 1.3E

Some depths may be special order

Rim Board

1 " in depths from 9 " to 16"

Headers

3 " in depths from 4 " to 11 "

Trus Joist TimberStrand® LSL  
Wall Framing

2x4, 2x6 (1.3E)

2x8, 2x10, 2x12 (1.5E)

TimberStrand® StrandGuard™ LSL 1.3E 
Treated Sill Plate

1 x6.25, 1 x8.25, 1 x11 , 1 x11

Trus Joist Microllam® LVL 1.9E  
Headers & Beams

1 " in depths from 5 " to 18"

Trus Joist Parallam® PSL 2.0E  
Headers & Beams

3 " in depths from 9 " to 18"

5 " in depths from 9 " to 18"

7" in depths from 9 " to 18"

Trus Joist Parallam® PSL 1.8E  
Columns

3 "x3 ", 3 "x5 ", 3 "x7"

5 "x5 ", 5 "x7"

7"x7"

OTHER STRUCTURAL PRODUCTS

Lumber

Weyerhaeuser Green Studs

Weyerhaeuser dimensional lumber

Engineered Wood Panels

Sheathing

Weyerhaeuser Edge™ T&G panels

Weyerhaeuser Edge Gold™ T&G panels

Weyerhaeuser stair treads

Glulam Products

Glulam beams — architectural grade

Glulam columns

Custom glulam products

Shear Brace

12" wide in heights of 8', 9', 10', and 12'

18" wide in heights of 8', 9', 10',  
12' and 20'

24" wide in heights of 8', 10', 12' and 20'

Shear Brace Accessories

Anchor kit

Multi-Story Kit

CONNECTORS

Simpson Strong Tie® connectors

WESTERN RED CEDAR

Siding & Paneling — Bevel, Channel, T&G

Clear Boards

Clear Decking

Clear Dimension

Knotty Boards

Knotty Decking

Knotty S4S Dimension

Knotty Rough Dimension

Knotty Posts & Columns

Knotty Beams & Timbers

Knotty Pre-primed Trim & Fascia

Shakes & Shingles

Fencing

Continued on back

TO ORDER: EUGENE 800.742.0184  |  TACOMA 800.946.9253

Continued from front

Revised October 4, 2011

SOFTWARE

Forte™ single-member sizing

Javelin® design software

INTEGRATED SERVICES

Joist placement plans

Design consultation

Technical support

SIDING & TRIM

Collins TruWood® siding and trim

James Hardie® Siding Products

HardiePlank®

HardieTrim®

HardiePanel®

HardieSoffit®

HardieShingle®

HardieBacker®

Hardie ColorPlus®

OTHER DISTRIBUTED PRODUCTS

Dow® Insulation

Styrofoam® residential sheathing

Styrofoam® Blue Board

Foundation Products

Construction stakes (wood, steel)

Wire mesh — rolls and mats

Cut rebar

Rebar

Tie wire

Panel Products

Selex ACX

Soundboard

CDX

T&G Underlayment

Sidings

Tamko Building Products 

EverGrain Composite Decking  
and Railing

Tam-Rail Railing Systems

PRODUCT OFFERING, CONTINUED 
NORTHWEST REGION

CONTACT US
Tacoma Distribution Center

3838 S 74th Street 
Tacoma, WA  98409 
Phone:  253-474-8888
Toll-free:  800-346-9253

Josh Hamilton, Dealer Sales 
John Harris, Panel Sales 
Chris Meekoff, Inside Sales 
Bruce Sabey, Inside Sales 
Danielle DeVaux, Customer Service

Eugene Distribution Center

192 N. Bertelsen Rd 
Eugene, OR  97402 
Sales:  541-461-7709
Toll-free:  800-742-0184

Name, role 
Name, role 
Name, role 
Name, role 
Name, role 
Name, role

WHY WEYERHAEUSER?

Built on a foundation of experience, 
stability and performance,  
Weyerhaeuser Distribituion has  
what you need.

Service: Industry-leading service  
performance, including +98% on 
time delivery and +99% fill rates 
across 22 strategically-located  
distribition centers.

People: Our support team is made 
up of experts averaging 15 years 
industry experience.

Products: Market-tailored product 
offering with access to more than 
48,000 SKUs.

Experience: 90 years distributing 
building products, 111 years in  
business, 50 years of EWP innova-
tion — it doesn’t get much better!

WORLD-CLASS

INCE 1921

Sample Layout Front

Combination with Weyerhaeuser logo. The distance between logos preserves their distinction. 

Solid PMS 348, white reversed  
Weyerhaeuser logo.

White reversed large headline.

Distribution emblem. 

Three column grid.

Solid PMS 348 bar, .5 pt rule above.

Sample Layout Back

Distribution icon, top right.

Bold, color headline. 

 
Three column grid.

 

Weyerhaeuser logo.

Stand-alone business logo.


