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This resource identifies and defines the many core 
elements of the Pella brand. It illustrates how to apply 
each component correctly for the creation of consistent 
marketing materials, effective corporate communications, 
strong product descriptions and more.

Using this comprehensive guide is essential when creating 
content that represents our brand—from writing in the Pella 
voice and selecting approved fonts to choosing brand-
appropriate photography and understanding logo best 
practices. Following the rules and principles collected here 
allow all of us to strengthen the overall experience for our 
customers, employees and partners.

Introduction
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Approval Process
Content - Key Criteria  
& Submitting for Approval

Follow these key points when  
creating any Pella-brand content:

• All logos and trademarks must be in compliance 
with brand standards and guidelines. Visit 
pellabrandbook.com for a list of up-to-date 
trademarks and rules on logo usage. 

• Visuals, voice and tone must be consistent, brand-
appropriate and meet the standards of the intended 
audience. 

• Customer-facing messages must be accurate and 
honest. Avoid hyperbole and exaggerated terms. 
Words and phrases such as “all,” “complete,” “total,” 
“best,” “perfect,” etc. could result in unintentionally 
incorrect or misleading statements. Follow 
best practices and consider using less-absolute 
descriptors such as “most,” “the majority,” and “some.” 

• Should you need image assets, they are available 
on the Pella Asset Center, which can be accessed 
through MyPella.com.

Email brand@pella.com for additional clarification.

Get access to brand-approved marketing materials

• Marketing-On-Demand (MOD) is a database of 
materials that can be customized to use in your 
market.

• You can also order various literature and collateral 
pieces on the Literature and Collateral E-Store.

• These resources can be accessed at MyPella.com.

Need help creating new content? 

1. Requests for new content must first be submitted 
via the Custom Creative Request (CCR) form on 
MyPella.com.

2. If deemed appropriate, the content will be  
created and will go through an internal review and 
approval process.

3. Pella will deliver the final creative in the format 
requested on the CCR form.

Need approval on existing content?

All proposed content must be submitted for creative 
approval prior to publishing. Submit content to 
brand@pella.com for review and approval. 

Note: All local website content must be created 
following the Local Website Guidelines on  
MyPella.com.
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The Brand Platform

Our Brand Ambition
To be a modern design brand that 
demands a premium price and creates 
consumer desire.

Our Brand Mission — Why We Exist 
To go beyond what meets the eye.

The people of Pella have an unwavering commitment to doing things right: a 
conviction to innovate with purpose, design with passion, build with integrity 
and deliver with pride — and a dedication to go beyond expectations in crafting 
distinctive products and services that create desire.

It’s this passion that has guided our actions for nearly a century — and will carry 
us forward for the next century, as we continue to strive to capture that rare 
blend between inspired design and exceptional detail. 

We take pride in the little extras and challenge ourselves to continuously seek 
out ways to improve. We honor the fact that it requires the excellence of people 
to make products of integrity. And we always look for ways to turn our team 
members’ passion into our customers’ pride.

Simply put, we go beyond what meets the eye.
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The Brand Platform

Our Brand Pillars — What we do 
We craft products and experiences that 
capture the rare blend of:
 
Inspired Design 
We rely on imagination, innovation and 
style. 
Exceptional Detail 
We sweat all the little extras — just for you.
Pella Passion
We pour ourselves into every window, 
every experience, every time.

Our Key Audience — Who we do it all for
Inspired Distinction Seekers — those who 
find beauty in the details, who value 
distinctive design, and who take pride in 
their personal style. 

They are: 
Optimistic  |  Self-assured  |  Informed  |  
Fueled by creativity  |   
Obsessed with the details
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Brand Guidelines
How to Bring Pella to Life

 
Things to keep in mind, rules to follow 
and general watch-outs to help you create 
brand-correct communications — from 
how to use the campaign idea, fonts and 
logos to how to write in the Pella voice and 
choose the right photography.
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The primary typeface used by Pella 
Corporation is Avenir Next. This font 
represents the basic foundation for all 
communication of the brand. Only Demi 
and Regular weights are permitted 
without any changes to their look, shape, 
or appearances. It should not be altered 
in any way (e.g., by adding an outline or 
a drop shadow).

All brand fonts can be purchased 
through monotype.com

Proper font usage:

Avenir Next Regular 
Use for everything from headlines to body text. A very versatile font  
that speaks to an aspirational design brand.

Avenir Next Demi Bold 
Use for headlines and subheads. 

Always set ™ as superscript and ® in superscript only when used  
under 18pt. 

Capitalization:

All-caps should only be used for paragraph introductions and time 
sensitive retail promotions.

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz  
1234567890 &$%#!?
Avenir Next Regular 

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz  
1234567890 &$%#!?
Avenir Next Demi Bold

Brand Guidelines
Typography
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Brand Guidelines
Logo Best Practices

The logo should only be placed on a white background to ensure legibility

• The logo can be placed over a solid color background with no gradient. 
Watch for the white rule in the bull’s-eye version.

• When placing the logo over a photo, make sure the photo does not 
compete with the legibility of the logo. It should always stand out.

• Whenever possible, allow for a clear space around the logo that is equal to 
1/4 of the width of the logo. Do not crowd it with text.

“Yellow Dot” Logo Rectangular “Bull’s-Eye” Logo

We take great pride in our distinctive 
brand marks. Each version represents the 
quality of our products, our people, our 
processes and our service. Their usage in 
layout design must meet these general 
rules to maintain Pella’s brand identity.
 
Treat our logo well

Use the Pella brand logo on marketing materials according to the standards 
in this guide. Think tasteful, refined and legible — not over or under-sized. And 
give it some space — separate it from other text and graphics.

Don’t alter it

The logo is Pella’s signature and stands for the brand. Always use the logo as 
it is — never change it in any way.

Questions? We can help.

If you have questions regarding proper logo usage or Pella brand standards, 
please contact brand@pella.com. We’ll be happy to advise you and provide 
the proper materials.
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Brand Guidelines
Yellow Dot Logo

The simplicity of this logo reflects a clean 
modern sensibility and can be used 
on consumer-facing formats including 
digital, literature, advertising, signage, 
business systems and television/video.

Minimum clear space 
required around the 
logo is 25% of the 
height of the logo.

Yellow dot logo looks best 
on a white background

Bull’s-Eye logo looks best 
on a white background

Architect Series® Human Resources

The traditional Pella “bull’s-eye” logo 
continues to be the main component in 
our visual identity. Its primary applications 
include product labels, corporate, 
internal, and HR communications.

 
Bull’s-Eye Logo

Minimum clear space 
required around the 
logo is 25% of the 
height of the logo.

The approved Pella bull’s-eye logo features a white rule built into its 
design. This rule automatically resizes as you scale the logo and is 
not visible on a white background.
If the logo does not include the white rule, contact brand@pella.com 
for an approved version. Do not add a rule.
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Brand Guidelines
Pella Script-Only Logo

This logo is restricted to limited-use only. 
It cannot be used without permission 
from Pella’s Marketing Communications 
Department.

Do keep it black—the 
standard script color.*

Do Not alter the  
angle of the script or 
the placement of the  
® mark.

Do Not add an  
outline or fill image 
with a gradient.

*Exceptions can be made for apparel and specialty items. Contact brand@pella.com  
for permission.
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Brand Guidelines
Logo Violations

Our logos are the signature of the 
Pella brand. They should never be 
altered in any way. 

To avoid improper usage do not do any of the following:

1. Crop into the logos

2. Use any logos that are shorter than 1/2”

3. Stretch or condense logos 

4. Stretch or change the proportions of the logo. (Circle must be 
perfectly round)

5. Move or change the registration mark

6. Move the Pella script

7. Incorporate text or let it touch the logo

8. Change the font style

9. Use the logo as a graphic element 

10. Allow art to touch or overlay the logo

11. Match Pella yellow to anything other than a PMS 115C swatch

12. Change angle of the logo

13. Use a drop shadow behind and/or around the logo

14. Crop into the yellow dot logo

15. Use the “Viewed to be the best” logo lockup or tagline

1. 2. 3. 4.

5. 6. 7. 8.

9. 10. 11. 12.

13. 14. 15.

windows
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Show our true colors

Pella’s official brand colors are yellow and black. We recommend that you 
visually match the yellow to a PMS (Pantone Match System) 115C color 
swatch to ensure accurate reproduction. When printing with 4-color 
process, do not convert PMS 115C yellow into CMYK values. This will give 
you an incorrect yellow. Please use the CMYK values listed below.

Balanced neutral

The colors below were selected to provide a range of colors that 
complement the core brand colors and provide a range of color depth from 
light to dark. The palette is subtle and unified, providing a modern look.

PMS 7457 C PMS 7544 C PMS 7527 C PMS 7475 C PMS 7545 C

PMS 7469 C PMS 445 C PMS 115 C 100% K

Accent or background colors 

Backgrounds are always white so all information is crisp and graphic.

Spot-color
print on
coated 
paper

C: 0%
M: 9%
Y: 100%
K: 0%

Spot-color
print on
uncoated 
paper

C: 0%
M: 0%
Y: 0%
K: 100%

Brand Guidelines
Color Palette
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When do I use the trademark symbol? 
When writing copy, include the proper trademark the first time a brand name appears. Using trademarks 
consistently is crucial to retaining their use legally and maintaining Pella’s brand identity. See below for the most 
current Pella trademarks, or contact us at brand@pella.com. There is an always up-to-date list of trademarks on 
pellabrandbook.com

Brand Guidelines
Trademarks

General trademarks
• Pella® windows and doors

• Pella® Windows and Doors (Branch locations)

•  Pella® products
  Note: When referring to the parent company, Pella 

is not trademarked. Example: Pella Corporation (no 
trademark).

Other marks
• Pella Certified Contractor®

•  Pella Certified Contractor: Logo artwork uses the ®

• Pella® Commercial Solutions

• Pella Expert InstallersSM

• Pella Select Contractor®

• The Power of Yellow®

Product sub-brand marks
•  Architect Series® wood windows and patio doors

•  Pella® Lifestyle Series wood windows and patio doors

•  Pella® 350 Series vinyl windows and patio doors

•  Pella® 250 Series vinyl windows

•  Encompass by Pella® vinyl windows and  
patio doors

•  ThermaStar by Pella® vinyl windows and patio doors 
(Lowe’s only)

•  Pella® Impervia® fiberglass windows and  
patio doors

•  Entry Doors from Pella  (Architect Series®, Pella®, 
Encompass by Pella™)

•  Pella® Storm Doors

•  Insynctive® Technology

Product feature marks
•  AdvantagePlus® protection system

•  Duracast® fiberglass composite material

•  DuraColor® finish

•  EnduraClad® protective exterior finish

•  EnduraClad® Plus protective exterior finish

•  EnduraGuard® wood protection

•  Endura Hardware™

•  Express Install® installation systems

•  HurricaneShield® impact-resistant windows and patio 
doors

•  InsulShield® Glass Collection

•  Integral Light Technology®

•  InView® high-transparency screen

•  One-Touch Ventilation®

•  Pella® Select® storm doors

•  Pella® Window and Door Installation Sealant

•  PerformaSeal® design

•  Precision Fit® pocket replacement window  
(PDSN only)

•  ReadyTrim™ window casings

•  Renovation® pocket replacement window  
(Lowe’s only)

•  Rolscreen® retractable screen

•  Slimshade® blinds

•  SmartFlash® installation tape

•  SmoothSeam® interior welded corners

•  SunDefense™ Low-E Insulating glass

•  SureLock® System

•  Touch ‘n Hold™ storm doors

•  Vivid View® high-transparency screen
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Discontinued marks (stop using them)

•   Advanced Alternative. Lasting Value.®

•   All-Around Performance.®

•   Architect Series® Classic (Use “Architect Series®” instead.)

•   Basic done beautifully.®

•   Carbonite®

•   CornerView®

•   EnduraBrass® hardware finish (Use “Endura Hardware™” instead.)

•   Hassle-Free® (Use “EnduraClad®” instead.)

•   Innovations others can’t touch.®

•   It’s not just home improvement — it’s life improvement.™

• Jamb-on-Sill® (Use “AdvantagePlus™” instead.)

•   SteadyTilt™

•   The Pella Window Store or The Pella Window and Door StoreSM   
(Use “Pella Showroom or Pella Window and Door Showroom” instead.)

•   ThermaStar Premier®

•   ThermaStar Pro®

•   Unsurpassed architectural expression®

•   Viewed To Be The Best®

•  Windows Made Easy® (Internal use only)

•   Windowscaping Center® (Use “Pella Showroom or Pella Window and Door 
Showroom” instead.)

Brandmark materials and approvals for sponsorships or co-branded events 
are available. Consult Pella’s Marketing Communications Department.

Use of Pella product and service claims are permitted but restricted only to 
those substantiated and approved by our legal department. Never create 
your own claims.

Brand Guidelines
Trademarks
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Pella® Windows & Doors
102 Main Street
Pella, Iowa 50219
pella.com

Jane Doe
Product Specialist and 
AreaManager of Retail
phone: 312.897.3600
cell: 712.470.6566
service: 712.470.6566
fax: 000.000.0000
scholtenk@pella.com

Pella Corporation
LuxeHome at the
Merchandise Mart, Suite 100
Chicago, Illinois 60654
pella.com

Pella® Windows & Doors
102 Main Street
Pella, Iowa 50219

Brand Guidelines
Vendors – Business Cards and Stationery

Get customized business cards and stationery delivered  
directly to your door. Visit the Literature & Collateral E-Store  
via MyPella.com to order products.

Edwards
2700 Bell Ave, Des Moines, IA 50321
(515) 280-9765
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Brand Guidelines
Vendors – Banner and Vehicle Graphics

Turn your vehicle into a mobile billboard. Leverage the below vendor to 
create on-brand vehicle graphics or banners for any type of vehicle—from cars 
to semis and everything in between. Installation is also provided by 
the vendor.

Schneider Graphics
6082 NE 14th St, Des Moines, IA 50313
(515) 289-4464

pella.com

USDOT 3140438
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Brand Guidelines
Vendors – Home Show Displays

To create a properly branded display for a home show or other event,  
please contact the below vendor:

Exhibit Affects
1156 W Southern Ave #105
Tempe, AZ 85282 
(602) 431-0600
Bruce Estabrook
rjstone@exhibitaffects.com



Pella / Brand Style Guidelines — CONFIDENTIAL 19

Brand Voice

Whether it’s a corporate letter, business 
email or product description, every 
communication with co-workers, partners 
and customers should resound in a single, 
clear voice. 
Our tone is confident, helpful and 
approachable, and we avoid overstatements 
and clichés. Pella is focused on providing 
you with strong marketing messages. 
We have a variety of claims that can be 
used with the proper disclosures in your 
marketing materials. Visit pellabrandbook.
com for a list of approved claims and their 
disclosures.
Follow these guidelines to ensure that 
all written content conveys the unique 
character and tone of the Pella brand.
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Brand Voice 
Conveying the Pella Personality

Write to People...Like People!
Use a direct, personal approach. The copy tone should sound like you’re 
having an informal conversation and not repeating corporate jargon.

Present Ideas in Simple, Conversational Terms.
Beginning some sentences with conjunctions helps convey a more accessible, 
casual tone. 

• Don’t overdo it: Pella conceives windows that elevate a home with 
architecturally stunning accouterments.

• Do be friendly and straightforward: At Pella, we craft distinctive windows 
that become a focal point of your home.

• Avoid exaggerating or over promising: Set expectations appropriately and 
make sure all of your statements are accurate and not misleading.

• Don’t over promise: Pella windows will change your life, thanks to our 
indestructible quality and earth-shattering features.

• Do be honest: Pella windows will enhance your home with innovative 
features that help resist the elements and are built to last. 

Email Communication
Follows the same rules. Be helpful. Be personable. Be real.

Don’t be overly formal or abrupt in tone: 

Dear Mr. Jones, 

Thank you for your inquiry. Go to the Replacement by Pella section in the 
Getting Started tab of the Pella website. 

Do be warm, engaged and encouraging:

Hi John, 

Thanks for your question. We just happen to have an option in  the 
Replacement by Pella section of our website that addresses what you’re 
looking for. 
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When Describing Pella Style:
Avoid: captivating, cheery, chic, distinguished, exhilarating, expensive

Use: warm, contemporary, distinctive, inspiring, innovative, premium, 
authentic

When Describing Pella Product Testing/Claims:
Avoid: beats, bulletproof, constructed, scorching, blustery, scrutinize, soggy, 
torture

Use: durable, crafted, hot, rainy, wet, exceeds (only when supporting a 
proven claim)

When Describing Pella Product Features: 
Avoid: adornments, choices, handy, ingenious, in-stock, life-changing, 
uncomplicated

Use: hardware, options, practical, convenient, smart, available, innovative, 
easy-to-use

When Describing Pella Services/Experiences:
Avoid: creative input, customer, estimate, home visit, problem, repair, sales 
help, store warranty work, worker

Use: design advice, homeowner, quote, in-home consultation, issue, service, 
assistance, showroom, after-installation service, installer

A Note on Translating Tech Lingo
The best approach is to consider how each test or technical process benefits 
the end user, then describe that in layman’s terms. Complicated concepts are 
perfectly acceptable provided they are clearly explained .

Avoid: “Operational cycling for windows up to 100,000 times is standard.”

Use: “To help ensure that our windows last, we test our designs with 
thousands of opening and closing cycles.”

Brand Voice 
Choose Your Words Wisely

Pella is a premium, modern design 
brand that strives to be engaging and 
approachable to all. Our identity is 
best represented through confident, 
informed, simple words and phrasing 
that connect honestly with customers. 
Overstatements, stale clichés, and out-of-
place descriptions simply don’t resonate.
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Social media has grown far beyond 
sharing photos with friends. It’s now a 
critical form of business communication. 
Used properly, social media platforms 
help build credible brand reputations, 
attract potential clients, diversify 
marketing efforts, and more. Pella’s 
social media persona is friendly, 
knowledgeable and human. We may be 
posting as a corporate brand, but our 
voice and tone reflect that we are still 
just people building a relationship.

For all channels we should be:

Honest
We are always transparent and truthful. 
Consumers are people. 
Inviting
We are a warm, welcoming brand that 
treats our customers and employees 
respectfully. 
Confident
We use language that reflects the 
confidence we have in our products and 
services.
Knowledgeable
90 years of experience makes us an 
authority on window and doors. We distill 
complex details into understandable facts 
that help consumers make decisions.

* Facebook is currently the only universally approved social channel for use beyond the 
corporate brand presence. If you’ve requested and received approval for additional channel 
profiles, consult the appropriate guidelines listed here.

Brand Voice 
Writing for Social Media
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How content is created, when and how 
often it is distributed are key facets to 
using social media effectively. Pella has 
established the following guidelines.

• Use paid amplification to target audiences. To ensure a larger reach on your 
content, invest in paid amplification on Facebook and/or Instagram. You can 
target by location, gender, age, interests, etc.

• Share customer content. Regram, share or retweet photos and posts in 
which you have been tagged with a hashtag or mention.

• Obtain consent before posting pictures of homeowners/homes. If natively 
posting customer photos, make sure you have permission to use the images.

• Engage with customers and followers. Liking and/or commenting on others’ 
content invites more engagement.

• Respond quickly and personally. Be responsive to any questions, 
comments, or criticisms that come your way. To avoid long exchanges, switch 
to Direct Messages to resolve any complex issues.

Don’t

• Solicit for “likes” or shares.

• Post low-quality pictures.

• Be sarcastic or rude. Add wit to your copy while maintaining an honest and 
inviting tone.

• Delete negative comments. Respond to negative feedback by offering 
assistance. Exception: Comments can be deleted or hidden (Facebook) if 
they target specific employees or use derogatory language.

Key performance indicators (KPIs)

• Engagement (reactions, comments, shares)

• Reach

• Video Views

• Click-through-rate

• Followers/Subscribers

• Impressions (on paid posts)

Do

• Post four to six times a week. Do not exceed twice a day, except for special 
events.

• Create content that’s relevant to your audience and authentic to the brand.

• Weave in personality. Posts with a personal tone or clever language receive 
120% above-average engagement.

• Keep it short. Copy should be kept under 140 characters. 

• Include a visual. Images or videos engage users.

• Add a thumbnail to links. Links with thumbnails receive 65%+ Likes and 
50%+ comments.

• Use short URLs. A shortened URL (such as bit.ly or goo.gl) is easier to 
remember.

• Mention other accounts. @mentions in captions earn 56% more 
engagement.

• Choose keywords and hashtags that are brand-relevant and trending. Limit 
to 5 or fewer hashtags per post. Examples include: #Pella, #PellaInspired, 
#Windows. Be sure to check the conversation around certain hashtags before 
using them.

Brand Voice 
Social Media Best Practices
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Pictures are powerful. In fact, they are 
worth a thousand words, as the old saying 
goes. So our imagery must tell a story that 
consumers want to see and hear.

Photography
Visualizing Pella Style
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Pella is a modern design brand, appealing to the affluent homeowner. 
To make ourselves distinctive in a homogeneous marketplace, our 
brand imagery must reinforce this identity. A Pella image must have 
a distinct look and feel – so clear that just by looking at an image, 
consumers know they are seeing Pella product. We must capture their 
attention and inspire their imagination with stunning photography 
and engaging video that communicates the high value of Pella 
windows and doors and their transformative effect on their home.

Photographers Credit Policy: Pella follows applicable copyright 
laws. Normally, Pella sets up agreements with photographers to only 
give credit when the image is used for B to B marketing materials to 
architects. We typically do not give credit within any consumer-facing 
materials in both print and digital. 

Note: Make sure appropriate approvals and releases are obtained 
prior to using any photography to comply with copyright laws. You 
can be confident this has been completed for photos available in the 
Pella Asset Center located at MyPella.com. If there are any special 
requirements these will be noted.

Photography
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Composition is key

Pella imagery is shot straight on, 
with the window/door integral to 
the architecture. The overall room 
design tells a story, providing clues 
about who designed it (architect/
interior designer), who built it 
(builder), who lives there (consumer) 
and their passions which represent 
the pursuit of a refined, fine lifestyle 
featuring artisan and “found” items, 
travel and collections.

Lifestyle creates a connection

All Pella imagery should feature an 
inspirational lifestyle that captures 
a moment in time. This type of 
intimacy is a shared moment 
with our consumer/viewer. These 
moments must feel real but not 
forced and not over-propped. The 
“perfect mess” is something that 
adds nuance but does not steal the 
visual show.

Product focus matters

While the Pella window or door 
should remain a focal point in every 
image, it must also complement the 
environment. The room must be so 
well-designed and appointed that 
the viewer draws inspiration from 
every detail. 

Photography
Our Storytelling Approach
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Photography
Style and Mood

Style direction

The Pella style is editorial in nature. It is representative of current modern 
style trends (transitional, modern, mid-century modern.) We represent 
attainable luxury. Our design is inspirational in architecture, furniture, 
finishes, color or texture and provides an appealing place to stop, relax and 
enjoy the space. 

Mood direction and inspiration board

The Pella mood is a sophisticated, intriguing one that invites the viewer to 
enter, linger and explore. 

Our finished imagery features an element of customization — furnishings, 
accessories, artwork and crafted pieces. World of Interiors, Elle Décor and 
Architectural Digest are inspirations for the Pella mood.
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Photography
Environment

Pella® products are photographed 
from both the interior and exterior 
of the home. They are featured 
in custom-built homes in affluent 
neighborhoods, styled by interior 
designers. The architecture is unique 
and interesting, not cookie cutter, and 
does not block the visual path to the 
window or door.

Interior shots may be on sets or in real homes. Computer-generated 
imagery (CGI) may be lightly used to enhance the photograph while 
following lighting guidelines.

Home exteriors should look like real home exteriors, meaning they 
have shadows and slight age on the materials. Exteriors should 
not look like sets and should include materials rated for outdoor 
environments.

The view outside of the window or door should be secondary, with 
light coming in through the glass.
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Front-facing exterior photography best 
captures Pella’s clean, graphic style. It 
allows our products to be viewed in a 
direct, undistorted manner that stands 
out. Follow these guidelines to help 
achieve best results:

Do

• Incorporate frontal-graphic cropping. It distinguishes Pella from  
the competition.

• Take daylight shots. Remember to avoid windows looking like dark holes. 
Sky reflections also add impact.

• Create lit interiors. Day-to-dusk and dawn-to-day shots should have lit 
interiors to help define window detail.

Don’t

• Compose excessively dramatic shots that distract from the product.

• Obscure views of the home or let trees get in the way of the shot.

• Create unrealistic lighting.

• Incorporate seasonal decorations.

• Use reflections that block product details like grilles.

• Take extreme seasonal shots. Spring and summer are best.

• Shoot at an angle—all competitors do this. 

 

Photography
Exteriors

Additional Details For Exterior Photography:

Landscaping

Trees and other landscaping works best when it is in the background. 
Occasionally, it is fine to have them in the foreground and off to one side as 
an accent, but we never want landscaping to cover up more than 20% of the 
structure. 

People and pets

Use of talent in exterior photography should be avoided. There are certain 
situations where people and pets can be used with permission from 
Marketing Communications.

Locations

Environments should be non-specific. Don’t show beaches, tall mountains or 
desert. Do show open sky, prairie and forest. 
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Simplicity

In new imagery for Pella, resist the temptation to overdecorate a composition 
with extra furniture or home accessories. Choose homes that have a scale that 
doesn’t feel overwhelming. Choose examples that are timeless in look and 
feel — i.e., not fussy or overly busy. Be wary of heavy patterns in rugs, drapery 
or other textiles. Err on the side of less is more. Create bold compositions 
with clear focal points. Our windows and doors should be clearly visible, 
prominent features of the composition, but not to the exclusion of the rest of 
the room. 

Natural style lighting

The lighting in a Pella image is natural and focused. We must always consider 
the time of day and direction of the light. When possible, utilize real natural 
light. When natural light is not an option, utilize single-source lighting but 
with the properties of natural light based on time of day and point of entry.

Blast the light through the product, which keeps the focus on the window/
door and not the view. Allow the exterior to be out of focus and faded away. 

Do

• Use natural style lighting. Whenever possible, use the natural lighting of a 
space and avoid anything that feels artificial. 

• Stage and dress the set. Keep things cohesive and elegant. Start with a 
simple palette and choose furniture with simple shapes.

• Zoom in. Use simple, tight compositions in addition to wide, full-room shots.

Photography
In Home
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Propping

A Pella room feels as if someone lives there. Uncluttered, but with personally 
curated touches complemented by an eclectic mix of artwork, collections, 
artisan pieces, handmade rugs, custom furniture and unique lighting. One 
or two unexpected “found” items create the intrigue. The image features 
layered, mixed textures. Opt for minimal propping overall so the windows are 
always the main subject.

Window fashions

Luxurious window coverings may be featured as long as they do not cover 
more than 15% of the entire window.

Adding people to Pella imagery

Authenticity is the key. Pella imagery featuring people should feel like an  
honest, if slightly idealized, portrayal of life in a Pella home. Follow these 
general guidelines when composing images that include people:

• Create universal, everyday moments that help the viewer naturally relate to 
the person. Avoid awkward or polarizing moments of reality (e.g., paying  
the bills).

• Strive to capture moments of warmth and humanity. 

• Find honest ways for people to interact with our product(s).

• Choose models or subjects who exude a natural beauty. For clothing and 
styling, for a simple look that is age appropriate, modern and current.

Photography
Propping & People
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Use the following guidelines:

• When shooting Pella product, the window or door cannot be less than half 
the size of the overall image.

•  The window/door is always in focus. 

•  The visual path to the product must remain unblocked.

 • The window must feature a view, but the view is secondary and therefore 
should be “hot” or unfocused.

•  Windows and doors must be shot both open and closed.

•  Hardware and accessories can stand alone, but are a secondary message.

Photography
Image Perspective Composing Laydowns

In general, laydown photography is utilized to feature a variety of Pella  
products in fresh, creative presentations. These comprehensive images tell 
the consumer a broader story, including but not limited to trends, color, 
product functionality and features.

• Laydowns could feature non-Pella products that would naturally be in a 
room (furniture, artwork, additional building products such as paint color, 
wallpaper, swatches, samples, accessories, etc.)

• For product-only laydowns such as those showcasing sash products, it’s 
vital to shoot in natural light with the correct hardware. Actual finishes should 
be used so consumer can focus on the product and experience the actual 
finishes. 

• Avoid using CGI effects. They leave the consumer wondering what the real 
product will look like when it is installed in their home.
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Customers wish to see how our expertly crafted products fi t into their lives 
and homes. Follow these guidelines to ensure product photography reveals 
the beauty in our details.

1. Make sure our products are well lit and show as much detail as possible.

2. Help customers imagine our products in the context of their remodel.

3. Capture the beauty of our hardware in use.

4. Consider showing products (large or small) in their proper architectural 
context.

5. Be sure to replicate product fi nishes accurately, especially when shooting 
new imagery.

Product-Only Imagery

Square images = Social platforms

Horizontal images = Digital media  

Gondola images = Website
Vertical images = Online publishing

Image Usage
When cropping, consider where and how the image will be used. However, 
do not force the image to conform to a list of required executions as the room 
may not be suitable for every necessary image. 

Retouching Guidelines
Do

•  Match the exterior lighting and the interior lighting in direction 
and intensity.

Don’t

• Unnaturally highlight the product.

• Clean up the product to remove the shadows.

• Rely on CGI to create reality; utilize it only for things that cannot be 
fi xed naturally.

Photography
Specs
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When shooting new images for the Pella website, pay close attention to the 
extreme horizontal proportions of the imagery. Place the windows and/or the 
talent in a way that allows them to be seen easily on any device screen. Always 
accommodate for headline, subhead copy and button or call-to-action in your 
compositions for a web page. 

Consider backlighting a scene or shooting it in a way that optimizes the placement and 
legibility of black text. Be careful that our product doesn’t become lost or too blown out. The 
example at left is about as far as you should go.

Alternatively, using white copy over a darker image also works.

Photography
Web

Don’t

1. Use forced, “acted” expressions on talent.

2. Clutter rooms with decor that distracts from the windows or doors.

3. Choose outdated or uninspired interior design.

4. Illuminate the scene with fl at or poor lighting.

5. Compose photos with products shown in uninspiring ways.

6. Make it all about the view.

7. Add lighting effects.

8. Use black-and-white photography or moody fi lters.

9. Use candid or awkward photography of our products or processes in 
marketing materials.

Don’ts

1 2 3

4 65

87 9
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Pella team members and outside  
talent should always present a  
polished business casual look for  
photography and video appearances.  
If there is a question as to suitable attire, 
it’s always best to be more “dressed”  
then not. We also encourage bringing  
a fresh ensemble to change into so  
one’s appearance is clean, fresh and  
wrinkle-free. 

Below are guidelines for various team 
members and outside resources:

Female team members and outside 
resources: Business casual is best. 
No jeans or revealing attire. Skirts 
should hit at or below the knee. Simple 
jewelry. Clean fingernails for close-ups 
and product demonstrations. Heels 
are fine. No sneakers. No loud colors, 
patterns or stripes. Hair should be 
neat, combed or pulled back. Makeup 
should be natural. Use face powder as 
needed to reduce shine.

Male team members and outside 
resources: Business casual is best. 
Button-down shirts tucked in are 
recommended. Blazers are optional, 
but encouraged. No polo shirts. No 
jeans or sneakers. Dress shoes only. 
No loud colors, patterns or stripes. 
Clean, trimmed fingernails for close-
ups and product demonstrations.  
Hair should be neat; beard stubble 
is ok. Use face powder as needed to 
reduce shine.

Engineering and testing / PII Lab 
team members: Business casual 
is best. Jeans with no tears are 
permissible, but khakis are preferred. 
Button-down shirts or polo shirts 
tucked in are recommended. Sneakers 
are permissible, but dress shoes are 
preferred. Appropriate safety gear 
should be displayed. No loud colors, 
patterns or stripes. Clean, trimmed 
fingernails for close-ups and product 
demonstrations. Hair should be neat; 
beard stubble is ok.

Installers and factory team members: 
Logo shirts, polos and t-shirts are 
permissible. Khakis and jeans without 
holes or visible dirt are fine. No loud 
colors, patterns or stripes. Any type of 
footwear is acceptable, except sandals 
or anything open-toed. Appropriate 
safety gear should be displayed. 
Clean, trimmed fingernails. Hair should 
be neat and combed. Minimal jewelry. 

Photography
Wardrobe
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Photography
Locally Produced

Indoors

Take pictures in an uncluttered and clean 
environment, using natural lighting if possible. 
Always shoot our products straight on, not 
at an angle, so the emphasis is always on the 
product. Have minimal intrusions overlapping 
the product. The Pella product should be the 
hero of the photo.

Outdoors:

To place emphasis on our products, shoot 
exteriors straight on and forward facing. 
Have minimal intrusions over the structure. 
Shoot on a sunny or cloudy day.

To take photos that align with the Pella 
brand for regional web and social media 
needs, follow these simple guidelines:
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Video

Pella videos follow a strict story 
arc. Each begins with a branded 
opening, delivers engaging, 
informative content and 
concludes with a strong call to 
action. Narration is optional, but 
each video should incorporate 
music. Unlike videos targeted to 
salesmen, dealers, architects or 
designers, ours are created solely 
for the everyday consumer.  
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Video 
The Pella Approach to Visual Storytelling

General guidelines for shooting video:

• Each Pella video begins with a standardized open that features the Pella 
logo.

• Video may be narrated or simply visual, but should always incorporate 
music.

• When editing, vary the product shots to ensure ease of editing: still shot, 
wide shot, tight shot, zoom in and out, and pan shot. 

• Always shoot in true color.

• If budget allows, use at least two cameras plus appropriate lighting. 

• When possible capture video rather than utilizing still images and supplying 
movement via pans and dissolves.

To view Pella videos, look us up on YouTube under “Pella Windows”

 

 
Adding People to a Production

• Capture people from multiple angles utilizing two cameras if possible. 
Keep one camera locked to capture continual video and sound; the other is 
used to capture multiple angles, close-ups, etc.

• If using a spokesperson, appropriate dress should be discussed ahead of 
time.

• Ensure talent uses a wireless microphone during his/her interview.

• Limit the use of jewelry. Keep clothing simple; solid colors are preferred. 
Only trade professionals should wear shirts featuring Pella logos. 

• Ensure the models are reflective of our customer profile, but not exclusive to 
that target. Mix up the demographics (age, race, gender) and reflect multi-
generations in family settings as appropriate.

•Talent and photography usage for videography should be unlimited  
if possible.
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Video
Capturing the Unique Pella Style

Our video style is editorial in nature and supports Pella’s mission of attainable 
luxury. Artful and inspirational, a Pella video compels the viewer to watch until 
the last second. Click on images at right to view stand-out examples.

Lighting guidelines

• The lighting in a Pella image is natural and focused. Consider the time of 
day and direction of the light. When possible, utilize real natural light. 

• Blast the light through the product, which keeps the focus on the window/
door and not the view. Allow light to come through the glass.

• When shooting tight on the product, ensure it is lit to highlight the specific 
features.

Propping guidelines

• A Pella room feels as if someone lives there. Uncluttered, but with 
personally curated touches. One or two unexpected “found” items create  
the intrigue.

• Make sure the background is simple, unobtrusive and appropriate for 
persons speaking. Do not hang a logo in the background.

Music guidelines

• There are no “musts” for Pella’s music selections, however they should be 
contemporary, not too serious or confined to a single genre

• When editing, the music’s beats should align with key edits. 

• Music should never overwhelm the video and shift attention from the 
images. Keep it softly in the background.

Specs

Video specifications based on medium

A video file in a digital format is comprised of two parts, a “codec” and a 
“container.” A “codec” is used to compress and decompress a video file where 
video files are too large and may difficult to download or play the file. Some 
examples of “codecs” are FFMpeg, DivX, XviD, and x264.  
 
A “container” is a collection of files that stores information about the digital 
file. It is a combination of both audio and video data in a single file to allow for 
simultaneous audio-with-video playback. Some popular types of “containers” 
are AVI, FLV, WMV, MP4, and MOV.

Common video files we will likely utilize across its various 
mediums include:

MP4 
Developed by the Moving Pictures Expert Group. It is commonly 
used for sharing file systems on the web. File size stays relatively 
small.

WMV  
Microsoft Windows media video. Originally designed for 
internet streaming.

MOV/Quick Time Movie 
Developed by Apple and supported by both Mac and Windows 
systems. These are high quality files and usually big in size. It 
utilizes the MPEG 4 method of defining compression and can be 
used for streaming media.

Flash Video 
This is for Adobe Flash software. It is the most common online 
video viewing platform online. YouTube utilizes Flash.

AVI — Audio Video Interleave 
This is a Microsoft product and is one of the oldest video 
formats and is generally accepted. These are commonly stored 
as M-JPEG or DivX.
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Various types of video needs  
(GIFs, animations, social video direction)

Video requirements cover a variety of uses 
(website, social platforms) and should always 
be created mobile first and viewable from all 
screens and across mobile phone manufacturers. 

GIFs/animations are short, therefore are best 
used on social platforms. Longer form videos 
are a better fit for YouTube, Vimeo or corporate 
websites. Music is not mandatory for shorter 
videos. 

Pella videos will be concise and follow best 
practices for length.

Video length best practices

Instagram: :06-:30

Facebook: :15-:60

Twitter: :10-:30

YouTube: 1:00

Corporate website: 1:00-1:30

Video
Specs
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Video
Production Do’s and Don’ts

Do
• Obtain permission from each person featured in a video. Have our approved 
video release form signed and dated by all individuals involved.

• Get permission from parents if children are to be featured.

• Co-op videography when possible, but do not show logos. 

• Use at least two cameras.

• Follow the curvature of a product while videotaping.

• Utilize natural light.

• Choose models who reflect our homeowner while being inclusive of various 
demographics (age, gender, ethnicity).

• Prop lightly but with textures and layers.

 

Don’t
• Feature other company’s brands in a Pella video.

• Over complicate the video backgrounds when interviewing people.

• Wear clothing with logos unless the video is trade-focused.

• Allow the music to overwhelm the imagery.

Product Shot Do’s and Don’ts

Do
• Shoot products as graphically as possible. Keep Pella product the hero.

• Take multiple, tight-angle shots to help convey the overall craftsmanship 
story.

• Help viewers imagine themselves next to and interacting with the product. 

• Prop lightly but with layers and textures. High-quality props should look like 
they belong in Elle Décor, Architectural Digest or World of Interiors magazines.

 

Don’t 
• Let product fade into the background. Shoot straight into the product if 
possible, and  keep it the hero of every shot.

• Rely on CGI to enhance setting or product. 

• Select music that is jarring, dated or not complementary. Look for 
contemporary, tasteful music that easily enhances visuals.

Tips For Interior Shots:
• Maintain focus on the window or door by blowing out any visible background. 

• Let light wash through the product and into the room to imply directional 
light. Allow the rest of the room and propping go into shadow. 

• Focus should remain on the light coming into the space.

Tips For Exterior Shots:
• Preserve reflections in window and door glass to maintain the focus on the 
visual plane where the product exists. 

• Avoid lighting that causes the viewer to look past the product and into the 
dwelling.
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Advertising

Project Mgr:
Copy Editor:
Studio:
Producer:
Copy Writer:

Deiter Segura
.
Stephen Hemenway
Jeannine Giordan
Jack Harding

Date:   
Client: 
Job Number: 
Ad Code:
File Name:   
Description: 
Insertion Date(s):
Release Date(s):

4-17-2018 1:33 PM
Pella
18-PEL-0041
18-PEL-0041_01_Contemporary_7.875x10.5
18-PEL-0041_01_Contemporary_7.875x10.5_m2R.indd
Print Ad 
None
None

500 Sansome Street  San Francisco California 94111  Tel 415 707.1111 Fax 415 707.1100   Prepared by Eleven Inc.  eleveninc.com  All rights reserved. 2018.

Cl
ie

nt
 C

on
fi d

en
tia

l
E

le
ve

n 

Inks:  

Notes: A Size 

Southern Living, Coastal Living, Midwest Living, BHG

Fonts: Trade Gothic LT Std (Bold), Circular Std (Book), Avenir Next (Regular, Bold, 
Medium, Demi Bold)

Date Initials OK

 

Mechanical 
 Version:

2 
Designer: 
ACD:  
Creative Dir:
Account Mgr: 
Account Supe: 

Date Initials OK

Mike Butler
None
Ted Bluey/Jack Harding
None
Eric Lombardi

Pubs:

Bleed:  
Trim:
Live: 
Gutter:  
Scale:

Print Scale: None

 Cyan
 Magenta
 Yellow
 Black

8.25” x 11”
7.875” x 10.5”
7.375” x 10”
None
1” = 1”

18-PEL-0041_01_Contemporary_7.875x10.5_m2R
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Minimalist design,
maximalist impact.
At Pella®, each window we make is born from a drive for beautiful 
simplicity and a demand for performance. It’s a design sense that 
leads us away from what’s expected and takes us to distinctive new 
places. It has even brought us our modernist line, Architect Series® 
Contemporary. Each window features expansive glass, clean lines, 
and exclusive minimalist hardware options. 

PELLA WINDOWS AND DOORS
 PERFECTLY BEAUTIFUL 

pella.com
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Pella advertising campaigns 
are developed to encapsulate 
the uniqueness of the Pella 
brand and our products. These 
campaigns run for varying 
amounts of time. In this section 
you will find examples of how 
campaigns were applied across 
different media. 
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Advertising
“Perfectly Beautiful” 
Campaign

Innovation and craftsmanship have been our watchwords since pella was 
founded in 1925. Today, we add this new idea to help enhance our customers’ 
unique visions of home.

“Perfectly beautiful” is not an official tagline, but a campaign idea — the 
creative expression of the brand in our current national advertising campaign. 
On the next pages, are examples of how the campaign was applied across 
both print and digital platforms. 

Usage:

• The term “perfectly beautiful” currently is approved for use only as a stand-
alone headline or a sign-off phrase.

• Never incorporate it into a sentence, use it as a modifier or descriptor in 
copy or transpose the words.

• “Perfectly beautiful” is an aspirational concept. It may never be used 
to describe or imply that our testing, products, services or company are 
“perfect.” 

Appearance:

• “Perfectly beautiful” should be locked to the pella script or campaign 
logo or with our name and product offering, i.E. Pella® windows and doors. 
Perfectly beautiful.

• Always capitalize the first letter of each word.

For regional digital banner layout guidelines refer to the corresponding 
brand digital banner page.

• 300 X 250

• 160 X 600

• 728 X 90

Here are examples of how this campaign has appeared:

Print Samples
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Designs tested from –40ºF to 180ºF.
Styles crafted to feel right at home in harsh climates.
Pella® Impervia® fiberglass windows and patio doors.
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Designs tested from -40ºF to 180ºF.
Styles crafted to feel right at home in harsh climates.
Pella® Impervia® fiberglass windows and patio doors.

PERFECTLY BEAUTIFUL

(XXX) XXX-XXXX  pellacity.com

Single page

Spread
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Carousel 
banner

Stationary 
banners

Advertising
Digital

 
Local Campaign Use

If the need arises to create additional campaign creative for local executions, 
please be sure to follow the guidelines laid out in this book. As we seek to 
become a modern design brand, consistency of tonality, imagery and brand 
personality are critical to maintain in both national and local communications. 
All materials should be sent to brand@pella.com for review prior to 
publication.

Getting it right

Regional ads are customized with a localized phone number and/or web 
address. 

Customization

Replace “pella.com” with the localized phone number and/or web address, 
separated by two spaces.

Localized banners
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Designs tested from –40ºF to 180ºF.
Styles crafted to feel right at home in harsh climates.
Pella® Impervia® fiberglass windows and patio doors.

pella.com

PERFECTLY BEAUTIFUL

Single page print
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Merchandise and Apparel

Creation of Pella merchandise must be based on the color palette provided 
below. Guidelines for logo usage and type are as follows:

Preferred logo

Use the standard 
yellow, dot logo for 
most consumer facing 
merchandise. It should 
not exceed 3” diameter.

Bull’s-eye logo

Use for all non-
consumer-facing 
merchandise, i.e. shirts 
for corporate events, 
conventions, gold 
tournaments, etc.

Logo usage:

Color palette of wearables and accessories:

The colors below were selected to provide a range that complements the core logo colors. 

BEIGE GREEN NAVY BLUE CHARCOAL CAMO WHITE BLACK YELLOW

Secondary script logo

Use for consumer-
facing merchandise in 
which the logo needs 
to be large scale such 
as across t-shirts, or 
small for embroidery on 
polos and button-down 
shirts. It should only 
appear as black, white, 
gray or yellow

Font usage:

Avenir Next Regular is the primary font that should be used. Avenir Next 
Demi Bold can only be used for short type statements on t-shirts only. 
Brand fonts can be purchased through monotype.com.

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz  
1234567890 &$%#!?
Avenir Next Demi Bold

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz  
1234567890 &$%#!?
Avenir Next Regular

GRAY

Order Pella merchandise from:

Competitive Edge
3500 109th St, Urbandale, IA 50322
(515) 280-3343
pella.compet.com
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say something 
short here

Do
• Combinations of upper- and lower-case type 

are acceptable

• All statements on product must also have a 
Pella logo on the item

• Short type statement on front with a logo on 
back and vice versa

Don’t
• Pick a dark background with dark type and 

vice versa

• No large scale logos or type

say something  
short here

say something  
short here

say something  
short here

Small yellow dot 
logo on left sleeve 
with statement in 
white on chest

Statement in 
white on chest 
with yellow dot 
logo below

Statement in 
white on chest 
with bull’s-eye 
logo below 
(for internal use)

say something  
short here

Small yellow 
dot logo on 
left sleeve

Small white script 
logo on left sleeve 
with statement in 
white on chest

Small white 
script logo 
on left sleeve

Small yellow 
dot logo on 
left chest

Small script 
logo on 
left chest

Script logo 
in yellow 
across chest

Examples of acceptable designs:

Merchandise and Apparel



Pella / Brand Style Guidelines — CONFIDENTIAL 47

Small yellow 
dot logo is 
centered

Small script 
logo in white 
is centered

Inspired Design
Exceptional Detail

Pella Passion
PMS Version

CMYK Version

PMS Version

CMYK Version

Inspired Design
Exceptional Detail

Pella Passion

MARCOMM 
SUMMER PICNIC 

2018

Events and statements on t-shirts: Merchandise:

Do
• Use a combination of upper- and lower-case type

• Use a Pella logo to accompany all statements

Do
• Use a Pella logo adjacent to all statements

Don’t
• Use fonts other than our corporate fonts: Avenir Next Regular or Avenir 

Next Demi Bold

• Use yellow dot or bull’s-eye logos that are larger than 3” across

Don’t
•  Use fonts other than our corporate fonts: Avenir Next Regular or Avenir 

Next Demi Bold

• Use yellow dot or bull’s-eye logos that are larger than 3” across

•  Use a dark logo or type on a dark background or a light logo or type on a 
light background

• Put type on anything other than a t-shirt or items that have  
“open space”

Button-down shirts:

Do
•  Select a white, tan, charcoal or blue 

colored shirt

•  Use a subtle embroidered script logo  
in gray, black or white

• Place the logo on the upper left  
chest only

Don’t
• Print on backside of the shirt

Polos:

Do
• Only use the script logo

•  Place the logo on the upper  
left chest or sleeve

Don’t
•  Print on backside of the polo

Merchandise and Apparel
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Trade Communication Guidelines
Introduction

This section provides guidelines 
for creating Pella communications 
for the trade, whether it’s for a print 
advertisement, flyer, loyalty program 
piece, new product promotion or other 
materials.
Our goal is twofold: to effectively connect 
with the trade while maintaining the look 
and feel of the modern design ethos of 
the overall Pella brand, and to distinguish 
Pella from other trade communications in 
the market. 
By adhering to the rules and principles 
contained herein, we can clearly and 
succinctly express how Pella, a leader 
in the category, makes best-in-class 
products—and stands behind them.
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Tone and Voice — The Pella Personality

If someone described Pella as a business 
partner, what would come to mind? 
Pella is dependable, knowledgeable, 
innovative, and prepared. These traits 
should inform how we speak about our 
products, services and experience.

As we work toward our goal of building Pella into a modern design 
brand, we must consider how to best communicate with a group that is 
pressed for time and whose success depends upon the products they 
choose for their customers. We must also remember that dependable 
customer service is something the trade requires of the brands they 
select. 
Over the next sections, we’ll explain how to leverage the Pella tone 
and voice in trade communications so that we reinforce our unique 
combination of strengths and benefits.

We Speak to the Trade as a Partner.
When communicating with the trade, we must be mindful of their needs. So 
our tone should shift slightly: matter-of-fact language that isn’t overly flowery 
or “sales pitchy” is optimal. As a guiding rule, you should sound as if you’re 
speaking with someone who knows their stuff and doesn’t have time for 
corporate jargon. Be honest and direct. Get to the heart of what they care 
about and how Pella can help them achieve their goals. Speaking with the 
trade this way shows that, like a good partner, we respect what they need.

Wrong

“With Pella, you can rest assured.” 
- Too corporate sounding, too vague.

Right

“Your list of worries just got shorter” 
- Direct, honest, and gets to the heart of the matter.

Trade Communication Guidelines
Tone and Voice



Pella / Brand Style Guidelines — CONFIDENTIAL 50

Details are important to us.

As with the trade, details are 
everything to us. We put extra 
rigor into all we do: our design, our 
testing, the installation process—and 
everything in between. We do all of 
this to deliver products we—and the 
trade—can stand behind.

We offer a wide range of  
design options.

Every Pella® product is innovated 
with purpose and designed with 
passion.  
We continually strive to bring 
our customers’ vision to life, and 
improve what we do and how 
we do it. This means you can be 
confident that we have the latest 
features, styles and designs your 
homeowners are looking for.

Pella Passion is behind it all. 

Our experts are always looking for 
ways to get it right and add value. 
They push themselves to find quick 
solutions and make it easy to do 

business with them. It’s a passion 
that helps them go the extra mile 
and be reliable partners.

Wrong

“We offer all kinds of products that 
we think you’ll like. Plus, they come 
with a satisfaction guarantee.”

 - Too vague. This could be the 
claim of any window and door 
manufacturer.

Right

“Your work is not a transaction, it’s a 
reflection of who you are. With your 
reputation on the line, you need a 
business you can trust. That’s why 
our business is to make exceptional 
products backed by best-in-class 
service, so you can be confident in 
Pella every time.”

- Shows empathy for our audience 
by connecting their needs with our 
passion for perfecting our craft.

Trade Communication Guidelines
Tone and Voice — How Pella Delivers

There are three key messages that embody 
why Pella is the better choice. We should be 
sure to include these powerful truths when 
speaking with the trade.
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Pella’s Differentiators
Do

Highlight why our products and 
service are best in class. 

Don’t

Focus on things that any of our 
competitors could easily  
lay claim to.

Making Claims
Do

Add statements that are 
indisputable—for instance,  
“Our testing goes beyond 
industry requirements.”

Don’t

Add statements that may not be 
accurate, such as  
“We test our products better 
than all of the competition.”

Our Competitors
Do

Speak directly about our 
features, benefits, and passion.

Don’t

Directly compare ourselves to 
the competition. This not only 
takes the focus away from Pella, 
but it also could be viewed 
negatively. Please note: head-to-
head guides used as a sales tool 
are an exception.

Trade Communication Guidelines
Tone and Voice — Do’s and Don’ts

There are other important factors to keep 
in mind when crafting your message 
for the trade. We should focus on what 
makes Pella and our products special. We 
go beyond what the market offers. But we 
must be truthful and not over promise.
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Trade Communication Guidelines
Photography

For trade-facing communications, 
we always strive to present Pella as 
an innovative, modern design brand. 
Whether your goal is to bring a product 
to life, showcase testing, show finished 
products on-site or include people to 
help tell a story, each photo you select or 
shoot for trade communications should 
feel real and optimistic. People should be 
in real situations. Locations should feel 
authentic. Think clean, not cluttered.
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People

It’s preferable to use actual Pella 
employees when depicting team 
members. If stock photography or 
hired talent must be used, strive to 
achieve an authentic reflection of 
Pella people. The same rules apply 
when depicting tradespeople.

Mood and feeling

While we want to convey positivity 
when depicting people, we should 
avoid anything that feels too acted 
or posed. Natural expressions are 
preferred.

Jobsite setting

When possible, settings should 
be on jobs that are finished or are 
nearing completion of installation 
with a focus on the finishing details. 
Settings should be as clutter-free as 
possible and showcase our products.

When tradespeople are in the 
shot, they should always be shown 
interacting with a stakeholder. If they 
are in the shot alone, they should 
be doing something that conveys 
precision and detail.

Inside Pella

When a depiction of the test lab is to 
be used, opt for settings that convey 
innovation and technology over 
traditional fabrication. To highlight 
craftsmanship, use close up shots of 
the product. All shots should try to 
convey innovation, technology and 
craftsmanship.

New innovations and products

Sometimes we will need to announce 
new innovations and  
products to the trade. Always be sure 
to select Pella-approved product 
photography that clearly shows 
what’s being announced and specific 
product details that are competitive 
differentiators.

Safety

Please represent the proper safety 
measures, where appropriate. 
Something as simple as wearing 
goggles in the test lab becomes 
an important legal and safety issue 
when photographing our team 
members.

Intellectual property

Please be careful not to showcase, 
in whole or in part, any proprietary 
technology, machinery or process.

Trade Communication Guidelines
Photography - Requirements

Do

Lighting. Whenever possible, use 
natural lighting of a space and 
avoid anything that feels artificial. 
When using lighting, sidelit or 
backlit is preferable and more 
realistic.

The set. Think of the shots as 
being more photo-journalistic 
in approach. The environment 
is as important as the person, as 
the place helps tell the story of 
Pella® products either in the lab or 
home environment. Alternatively, 
the place can tell the story of the 

trade professional at work, with 
Pella as a supporting partner. 
Show depth of field to create a 
focus in the frame and tell the eye 
where to go, like the blue shot to 
the right.

Action. When photographing 
people, try to be a “fly on the 
wall” and allow yourself to be 
an observer of the action. The 
images should feel like a “day in 
the life”—natural, not posed or 
staged. Showing hands in the shot 
lends itself to craft and detail.

Photography - People
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Do

Lighting. Whenever possible, use 
natural lighting of a space and 
avoid anything that feels artificial. 
When using lighting, sidelit or 
backlit is preferable and more 
realistic.

The set. Always strive for an 
authentic feeling and minimize 

distracting elements in the 
composition. That said, for certain 
location shots, a busier scene 
might make sense (e.g., the R&D 
lab, construction sites). When 
shooting locations, interior shots 
are preferable to exterior ones. 
Sets should always include a 
Pella® window or door.

Trade Communication Guidelines
Photography - Environmental

Don’t:

• Use forced or “acted” expressions on talent.

• Use black-and-white photography.

• Use unnatural lighting or dramatic filters.

Photography - Don’ts
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This section provides guidelines for creating 
compelling communications that honor the 
Pella brand and the Retail components of 
The Pella Promise. 
Please use this as a guide when you 
develop anything that reflects our brand 
including letters, postcards, freestanding 

inserts, newspaper ads, email and direct 
mail. Information regarding offers and 
financing is also included.
By adhering to the rules and principles 
contained herein, we can create a  
strong, consistent brand experience for our 
customers.

Retail Brand Guidelines 
Introduction
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We are Pella Retail.
Our window and door replacement 
story is one of personal, professional 
service at every step of the process. 
It begins with a friendly showroom 
rep who takes the window-shopping 
experience to customers’ homes. They 
take measurements, help the customer 
choose the right product and provide 
a free, no-obligation quote. The service 
continues on installation day with a 
Pella Expert InstallerSM, who leads the 
installation team to do the job right and 
in as little as a day. It’s all backed by 
our exclusive product and installation 
warranties and service agreement.

Put it all together and you have The Pella 
Promise, offered exclusively through the 
local Pella branch. Not your local home 
improvement retailer. Not your preferred 
contractor. Creative is customer-
centric, sincere, benefit-focused and 
conversational.
The main objective of Pella Retail 
marketing is to encourage shoppers 
to take the next step: schedule an in-
home consultation. This end goal of 
opportunity or appointment generation 
is accomplished through the use 
of beautiful imagery, benefit-heavy 
messaging and a neighborly tone. It also 
includes proven direct-response tactics 
such as a limited-time offer and a strong 
call-to-action.

Retail Brand Guidelines 
Tone and Voice — Who We Are
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The Pella Promise is our commitment 
to our customers. To help find the right 
windows and doors for their home and 
budget. To deliver a no-mess, no-guess 
installation day. And to protect their 
investment with our exclusive Pella Care 
Guarantee. We make replacing windows 
and doors hassle-free. That’s our promise.

• We promise to take away the confusion and make the window buying 
process simple and personalized.

• We promise to connect you with experts who are passionate about our 
product and making your vision come to life. 

• We promise to help you find the right product for you, your home and your 
style. 

• We promise to deliver an unrivaled Pella replacement experience with 
windows you can admire for years to come.

Retail Brand Guidelines 
The Pella Promise
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The meaning behind the mark

•  The Pella Promise mark and four accompanying icons convey the four  
pillars of The Pella Promise.

•  The home and dollar sign represent finding customers the right product for 
their home and budget.

•  The hand wielding the hammer signals the expert installation that brings 
customers’ visions to life.

•  The shield conveys the financial protection of our exclusive warranty that 
safeguards their investment in their home.

• The person represents the Pella advisor by their side every step of the way.

• The overarching yellow stroke ties these four pillars together.

The right product for you

At Pella, we know how big of a decision buying windows can be and that 
the experience isn’t one-size-fits-all. That’s why we are committed to 
understanding the unique needs of you, your home and what feels most 
comfortable for your budget—helping find the right products you can feel 
good about.

Worry free

At Pella, we believe installation is everything. That is why our certified experts 
are specially trained to install Pella windows and doors and know the product 
inside and out. They are committed to being with you from start to finish and 
beyond, ensuring product satisfaction and leaving your home cleaner than 
they found it.

Total care guarantee

At Pella, our windows are designed with passion, innovated with purpose, 
built with integrity and backed by the industry’s best warranties. From 
product to installation to service, our warranties are designed to give you 
peace-of-mind that if something goes wrong, we’ll be there. 

Simple step-by-step process

At Pella, we want the replacement process to be an easy journey to 
expressing your personal style within your home. That’s why our Pella 
advisors will be by your side offering expert advise every step of the way.  
From color to materials to hardware, and every detail in between, they are 
committed to creating a seamless experience to bring your vision to life.

Retail Brand Guidelines 
The Pella Promise Mark
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For overall brand look and feel, refer to 
pages 27-36 for branded photography 
guidelines. Ultimately, our goal is one 
visual aesthetic across all of Pella’s 
platforms and sales channels.

We are flexible in photographing local types of buildings regionally, as well 
as local tastes in design and architecture. We would like any supplied local 
photography to mimic our branded look and feel. Stylistically this would 
include:

 Simple, frontal views where our windows and doors are shot straight on and 
our product is the main focus.

 Any view within an interior looking outside should be about the window itself 
and the interior, NOT the view outside. A blurred and blown out view through 
the windows are encouraged.

 Overall, homes should feel approachable to appeal to a large cross section 
of our consumers. Mansions and oversized residences should be avoided as 
they can feel out of touch to our replacement consumer. 

Retail Brand Guidelines 
Photography — Retail

Font usage:

The only font family permitted for all divisions of Pella Windows and Doors is 
the Avenir Next family with Avenir Next Regular and Avenir Next Demi-Bold 
as the primary fonts.

Avenir Next Bold can be used when there needs to be a special promotional 
emphasis such as a percentage off, or to highlight a limited time offer. 

Brand fonts can be purchased through monotype.com.

Color palette

In addition to the approved brand color palette on page 13, the following 
color can be used in retail promotions.

 
Typography and Color — Retail

PMS 7628 C
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The minimum clear space 
required around all Pella logos 
is 25% of the height of the logos.

Please refer to page 10 for overall logo 
guidelines. For Pella Retail, there is a 
unique mark which combines the brand 
logo with “Window & Door Replacement” 
descriptor. Together they form the Pella 
Window and Door Replacement mark 
used only by the local Pella branch. 

The horizontal or vertical mark can be used. Please choose the mark that 
best fits the space. Additionally, all Pella logos can only be used on white 
backgrounds. 

Reproducible logos are available online at: pellabrandbook.com

Horizontal mark Vertical mark

Full-color logo lock-up.  
CMYK and RGB versions 
available. Use in all full-
color applications.

Don’t alter logo lock-up

Don’t  use the logo 
over any photographs 
or colored background. 

Do use the logo 
lock-up on white 
backgrounds only

In order to portray an 
aspirational brand, the logo 
should be used in 2 or 4 color. 
If a black and white logo is 
needed there is one available 
to be used as an exception to 
the rule.

Window & Door
Replacement

Window & Door
Replacement

Window & Door
Replacement

Window & Door
Replacement

Window & Door
Replacement

Don’t  use the logo lock-
up over any photographs 
or colored background. 

Do use the logo lock-up 
on white backgrounds 
only

Window & Door
Replacement

Window & Door
Replacement

Retail Brand Guidelines 
Logo Usage — Replacement
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Primary

The four-color The Pella 
Promise mark is preferred 
for all four-color pieces.

Reverse

ONLY use the Pella Promise 
logo on white backgrounds 
for best legibility. Never on a 
colored background or photo.

Digital and reduced size

The Pella Promise mark 
without icons and line 
should be no smaller than 
100px.

B&W 

The Pella Promise mark is 
also reproduced in black  
and white executions.

Guidelines for using individual icons.

Sometimes you’ll want to call attention to one particular promise and icon in 
order to focus your message.

In such a situation, use one of the icons below. Do NOT re-create icons in an 
effort to mimic The Pella Promise logo. They can appear with or without a 
circle, but should always be used on a white background.

Always use the icon and the copy, found on page 58, that match the pillar 
you’re highlighting. 

Please use only the following:

(notice no line)

Retail Brand Guidelines 
Logo Usage — The Pella Promise
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Do

• Use The Pella Promise mark in communications that focus on the Retail 
value proposition. 

• Use the mark when a headline or body copy refers to the promise and place 
within reasonable proximity to that supporting copy. 

• Place the mark in an area with the appropriate clear space (as defined 
below) from the edge of any other design elements, such as copy, images or 
other objects. 

• Use the mark in a respectful manner, and ensure that both copy and images 
support the use of the mark. 

• Always put The Pella Window and Door Replacement mark on the page 
where The Pella Promise logo is used.

Don’t skew, alter or 
distort the promise 
mark in any way.

Don’t use The Pella  
Promise mark with the 
line and no icons. 

Don’t place the mark on a 
dark, bright or patterned 
background.

Don’t place the mark 
over an image area 
without the proper 
negative space.

The appropriate clear space 
should be approximately half the 
width of the Pella arch on all sides.

Don’t

• Use the mark without The Pella Window and Door Replacement mark.

• Use The Pella Promise mark in place of the Pella logo. 

Retail Brand Guidelines 
Logo Usage — The Pella Promise
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Before everything else, these three filters 
guide us in crafting emotional, action-
inducing stories shoppers will actually 
want to engage with:

 Customer-centricity. Show customers what they can do with Pella rather than 
what Pella can do for them.

 Authenticity. We talk and act like a trusted friend. And we celebrate specific 
moments and feelings in time instead of generalizing about  
broad periods.

 Benefit-first focus. It’s easy to go on about features. But consider the 
difference between “a no-obligation in-home consultation” and “a free, no-
pressure quote from the comfort of home.”

It’s not a stretch to say Pella® windows 
and doors make people’s lives better. 
Talk about those things wherever it makes 
sense:

• Beauty that makes you proud — and your neighbors jealous.

• Curb appeal that adds value to your home.

• Comfort that keeps you from wearing mulitiple layers inside during the 
winter.

• Energy efficiency that helps lower your heating and cooling costs.

• More peace and quiet — keep outside noises out where they belong.

•  Conveniences like less time cleaning, thanks to between-the-glass blinds 
that stay protected from dust.

• Avoid fluffy, stuffy, superlative or overly academic words like amazing, 
exquisite, scintillating, groundbreaking, magnificent, cherished, astonishing, 
best, lovely, blossoming, delightful and alluring.

• Sincere, but direct — that’s the spirit that guides how we talk to our 
customers. Next are some more specific guidelines around the basic 
elements of a Pella Retail communication.

Retail Brand Guidelines 
Tone and Voice — How We Talk to People
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Do’s

• Italicize The Pella Promise. If it is a link online, blue and/or 
underlined text is the preferred treatment.

• Mention “local Pella Showroom” at least once in materials to 
differentiate from other Pella distribution channels (Lowe’s, Trade and 
Commercial).

• Capitalize Pella Showroom when they are used together

• Be succinct and don’t use a long list of adjectives with an 
abundance of commas.

• Use em dashes (colons and semicolons are not used often).

• Say “the right window or door”.

Retail Brand Guidelines 
Tone and Voice — Tips

Don’ts

• Italicize The Pella Promise when it is a link online.

• Capitalize showroom when it is used by itself in materials.

• Don’t use ellipses.

• Change “can help” to “may help”.

• Say “perfect”, it makes our lawyers nervous.
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To effectively and consistently 
communicate our value proposition 
and drive sales opportunities, Pella 
has created a portfolio of marketing 
materials for The Pella Promise. Each ad 
conveys a unique message tailored to the 
corresponding promotion. The following 
section identifies the main types of 
marketing messages. 

Limited-time promotions.

The goal is to create a sense of urgency in the mind of the customer. We want 
to capture the attention of shoppers who are ready to replace and get them 
to respond during this brief savings period. Focus should be on the fleeting 
nature of the sale, the great offer or that a sale like this doesn’t come around 
very often. A lockup for the promotion has been created and should be used 
when space allows or if it’s right for the tactic.

Themed promotions. 

The approach to this kind of promotion is to inspire the shopper to action by 
leading them to the end benefit: the window or door that best fits their home 
at a price they can afford. We differentiate Pella from other window and door 
replacement companies by delivering on Pella’s value statement — The Pella 
Promise. We use engaging lifestyle photography, headlines and copy focused 
on the transformation and end benefits, and customer testimonials.

Retail Brand Guidelines 
Promotions
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Letter

Body copy uses 
urgency to call 
out the limited-
time sale. 

Offer is always 
located at the top of 
the letter to make it 
impossible to miss.

Always include phone 
number at the top of 
the letter as an easy 
way for shoppers to 
respond and schedule 
an appointment. 

Repeat CTA to 
help make it 
resonate.

Use of yellow at the 
top draws attention 
to the offer.

Repeat CTA in P.S., as it’s one of the 
most-read parts of the letter.

Postcard

Urgent, 
simplified 
copy focuses 
on scheduling 
appointment 
and presenting 
the sale.

Two-Week Sale 
postcards add 
urgency with 
bold use of 
yellow. All-type 
design is often 
used over 
photography.

Retail Brand Guidelines 
Promotions - Limited Time
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Freestanding Insert

Headline should 
always state “TWO 
WEEKS ONLY”

Typography, Two 
week Promotion:
Headline type 
treatment: 
Only Upper Case 
headlines in Avenir 
Next Regular should 
be used for two 
week promotions.
All other copy 
Pick up direction 
from themed 
promotion 
typography

Use same photo as FSI 
UNLESS its coloring would not 
reproduce well on newsprint.

Use this horizontal layout 
for offer and body copy 
on the Two-Week Sale 
newspaper ad.

This graphic is used 
instead of a headline, 
drawing customer to the 
main focus — the Two-
Week Sale.

Body copy can be lifted 
from the FSI of the same 
promotion.

Newspaper ad layouts 
are one-sided. Legal/
disclosures are listed at 
the bottom of the page.

Newspaper Ad

Retail Brand Guidelines 
Promotions - Limited Time
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Letter

Body copy 
tailored for 
season while 
still driving the 
appointment.

This language 
changes to 
differentiate the 
type of sale.

Repeat CTA to help 
make it resonate.

Postcard

Themed Sale 
postcards often 
utilize beauty 
or lifestyle 
photography 
with premium, 
but still 
attainable 
(replacement,  
never new 
construction) 
focus.

Headline: 
conversational 
and  
benefit-focused.

Repeat CTA in P.S., as it’s one of the 
most-read parts of the letter.

Retail Brand Guidelines 
Promotions - Themed
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Typography, Themed 
Promotion:
Headline type 
treatment: 
Only Upper and 
lowercase headlines 
in Avenir Next Regular 
should be used for 
themed promotions.
Body text: 
Only Avenir Next 
regular is to be used.
RULES: 
Use gray rules at 40% 
black to separate call 
outs
Call outs: 
Use Avenir Next Demi 
for emphasis
OFFERS: 
Use all upper case 
Avenir Next

Add “Shop 
the look” 
call-outs over 
large hero 
photography 
to give 
shoppers 
one more 
reason to 
call. 

“Shop the 
look”  
formula: 
Pella_Series_
Material_
Style_Color. 

OFFER BOX
Offer box should 
follow this treatment 
whenever possible. 
Keep it simple, 
highlighting the most 
important information 
(savings, how the 
shopper gets it and 
when they need to 
respond). Offers 
should always appear 
on yellow background.
The turned corner 
gives the offer box 
extra dimension, 
helping it stand out 
from the rest of the 
page.
CTAs should be 
short and prominent, 
highlighted with a 
yellow box to tie into 
brand creative.

Freestanding insert

Pella Window & Door 
Replacement logo should 
be on the bottom yet 
visible with white space 
around it.

Financing can be  
listed separately from 
the offer box like 
displayed here.
Newspaper ad layouts 
are one-sided. Legal/
disclosures are listed at 
the bottom of the page.

Headline matches 
the rest of the 
promotion (chosen 
when designing the 
FSI).

Use same photo 
as FSI UNLESS 
its coloring 
would not 
reproduce  
well on 
newsprint.

Body copy can be 
lifted from the FSI of 
the same promotion.

Newspaper ad

Retail Brand Guidelines 
Promotions - Themed
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When it comes to window and door shopping, let us come to you. A Pella Showroom professional will 

show you samples, take measurements, provide your free quote and then be on their way. It’s all part of 

our start-to-finish replacement service, only available through your local Pella Showroom. And through 

May 11, enjoy limited-time savings. Expert advice and great service — that’s The Pella Promise.

One simple step to one really great deal.

Start with a free quote. 
Lock in your two-week savings by scheduling your free in-home consultation by May 11. 

800-761-1644
Rather schedule your consultation online? 

Visit: pellareplacement.com/springfieldnews

Stop by our showroom to browse products: Springfield, MO: 448 West Battlefield

1 Valid only for replacement customers who purchase Pella® products and have them installed through their local Pella Window and Door Showroom. The 50% off applies only to the cost of installation. Discount does not apply to the 
cost of product and trim. Discount applies to retail list price. Only valid on select Pella® products and installation methods. Not valid with any other offer or promotion. Repairs to existing products including parts such as sash and panel 
replacements excluded. Prior sales excluded. Other restrictions may apply. See store for details. To be eligible for advertised offers, in-home consultation must be scheduled by 05/11/2017 and purchase must be made by 06/10/2017.

2 The Pella Windows and Doors credit card is issued by Wells Fargo Financial National Bank, an Equal Housing Lender. Special terms for 48 months apply to qualifying purchases charged with approved credit. The special terms APR will 
continue to apply until all qualifying purchases are paid in full. The monthly payment for this purchase will be the amount that will pay for the purchase in full in equal payments during the promotional (special terms) period. The APR 
for Purchases will apply to certain fees such as a late payment fee or if you use the card for other transactions. For new accounts, the APR for Purchases is 28.99%. If you are charged interest in any billing cycle, the minimum interest 
charge will be $1.00. This information is accurate as of 03/01/2017 and is subject to change. For current information, call us at 1-800-431-5921. Offer expires 05/11/2017.

© 2017 Pella Corporation 708C

1, 2 See below for terms.

SALE ENDS MAY 11.

INSTALLATION1

– OR –

50%
OFF 

FOR 48 MONTHS2

0%
APR 

SHOP THE LOOK: Pella® Architect Series® wood casement and fixed windows.

Little Rock708C 

Print

Attract attention 
with yellow highlight 
surrounded by 
white space.

Make contact info easy 
to read. Lead with phone 
number (phone calls 
convert higher than URLs).

Use “free” as often as needed 
when talking about a quote or 
in-home consultation.

When it comes to window and door shopping, let us come to you. A Pella Showroom professional will 

show you samples, take measurements, provide your free quote and then be on their way. It’s all part of 

our start-to-finish replacement service, only available through your local Pella Showroom. And through 

May 11, enjoy limited-time savings. Expert advice and great service — that’s The Pella Promise.

One simple step to one really great deal.

Start with a free quote. 
Lock in your two-week savings by scheduling your free in-home consultation by May 11. 

877-681-1371
Rather schedule your consultation online? 

Visit: pella.com/tribunechicago

Stop by our showroom to browse products: Hoffman Estates: 2726 New Sutton Road | Loves Park: 6710 Broadcast Parkway 
Northbrook: 840 Willow Road | Oak Brook: 1600 West 16th Street | Tinley Park: 7805 West 159th Street | Also Serving NW Indiana

1 Minimum purchase of $9,000 required. Valid only for replacement customers who purchase Pella® products and have them installed through their local Pella Window and Door Showroom. The 50% off applies only to the cost of installation. 
Discount does not apply to the cost of product and trim. Discount applies to retail list price. Only valid on select Pella® products and installation methods. Not valid with any other offer or promotion. Repairs to existing products including parts such 
as sash and panel replacements excluded. Prior sales excluded. Other restrictions may apply. See store for details. Offer expires 05/11/2017.

2 The Pella Windows and Doors credit card is issued by Wells Fargo Financial National Bank, an Equal Housing Lender. Special terms for 48 months apply to qualifying purchases charged with approved credit. The special terms APR will 
continue to apply until all qualifying purchases are paid in full. The monthly payment for this purchase will be the amount that will pay for the purchase in full in equal payments during the promotional (special terms) period. The APR 
for Purchases will apply to certain fees such as a late payment fee or if you use the card for other transactions. For new accounts, the APR for Purchases is 28.99%. If you are charged interest in any billing cycle, the minimum interest 
charge will be $1.00. This information is accurate as of 03/01/2017 and is subject to change. For current information, call us at 1-800-431-5921. Offer expires 05/11/2017.

© 2017 Pella Corporation 724A

1, 2 See below for terms.

SALE ENDS MAY 11.

QUALIFYING INSTALLATIONS1

– OR –

50%
OFF 

MSS043017

FOR 48 MONTHS2

0%
APR 

SHOP THE LOOK: Pella® Architect Series® wood casement and fixed windows.

Northern Illinois724A 

PN0817AUGA1

•  Get the right product for your home and budget.   
With a FREE, no-obligation in-home consultation, you can see our quality 
products firsthand.

•  Enjoy a no-mess, no-guess installation day.  
Most installations can be completed in as little as one day, and our experienced 
installers will leave their workspace cleaner than they found it.

•  Count on the Pella Care Guarantee.   
Our warranties and service agreements cover your products and their 
installation for up to 10 years.4

[Draper 12382 So. Gateway Parkplace #300B], [Draper Gateway Centre]
[Draper 12382 So. Gateway Parkplace #300B], [Draper Gateway Centre]
[Draper 12382 So. Gateway Parkplace #300B], [Draper Gateway Centre]
[Draper 12382 So. Gateway Parkplace #300B], [Draper Gateway Centre]
[Draper 12382 So. Gateway Parkplace #300B], [Draper Gateway Centre]

You can also stop by your local Pella Showroom to learn more:

Schedule your FREE, no-obligation in-home consultation today:  

Call [877-948-9764] or visit choosepella.com/summersavings.

Experience The Pella Promise from start to finish:

Promo Code: XXXX

[$924 off qualifying Pella projects1]
– OR –

[0% APR for 48 months2]

Two weeks only: Reply by August 24.

[Draper 12382 So. Gateway Parkplace #300B], [Draper Gateway Centre]
[Draper 12382 So. Gateway Parkplace #300B], [Draper Gateway Centre]
[Draper 12382 So. Gateway Parkplace #300B], [Draper Gateway Centre]
[Draper 12382 So. Gateway Parkplace #300B], [Draper Gateway Centre]
[Draper 12382 So. Gateway Parkplace #300B], [Draper Gateway Centre]

1  Minimum purchase of $5,000 required. Discount applies to retail list price. Valid only for replacement customers who purchase Pella® products and have them installed through their local Pella Window 
and Door Showroom. Only valid on select Pella® products and installation methods. Not valid with any other offer or promotion. Repairs to existing products including parts such as sash and panel 
replacements excluded. Prior sales excluded. Other restrictions may apply. See store for details. To be eligible for advertised offers, in-home consultation must be scheduled by 04/23/2015 and purchase 
must be made by 04/30/2015.

2  The Pella Windows and Doors Visa® credit card is issued by Wells Fargo Financial National Bank, an Equal Housing Lender. Financing available on replacement projects installed by Pella professionals only. 
Special terms for 36 months apply to qualifying purchases charged with approved credit at participating merchants. The special terms APR will continue to apply until all qualifying purchases are paid in 
full. The monthly payment for this purchase will be the amount that will pay for the purchase in full in equal payments during the promotional (special terms) period. The APR for Purchases will apply to 
certain fees such as a late payment fee or if you use the card for other transactions. For newly opened accounts, the APR for Purchases is 27.99%. This APR may vary with the market based 
on the U.S. Prime Rate and is given as of 03/01/2015. If you are charged interest in any billing cycle, the minimum interest charge will be $1.00. If you use the card for cash advances, the 
cash advance fee is 5% of the amount of the cash advance, but not less than $10.00. Offer expires 04/23/2015.

4 See pella.com/pellacare for details, or contact Pella Customer Service at 877-473-5527.

NJ 13VH01156300; Rockland County, NY H-08644-07-00-00; Richmond County, NY 1057374

© 2017 Pella Corporation

Two weeks only: 

TWO WEEKS ONLY

TWO WEEKS ONLY

FPO

Dear [Firstname],

There’s never been a better time to update the look, comfort and energy efficiency of your home. Improve your  
view with new windows and doors — for less! Pella wood windows and patio doors offer great energy-efficient 
features. And you can feel even more comfortable choosing them, knowing they’re now backed by limited  
lifetime warranty coverage.3

Time is limited to save – contact us today.
Simply call [877-948-9764] to schedule a FREE in-home consultation with your local Pella expert. You’ll get 
measurements, expert advice and an on-the-spot quote – all with no obligation. 

[$924 off qualifying Pella projects1] 
– OR –

[0% APR for 48 months2]

Hurry! Lock in your savings by August 24.
Be sure to schedule your FREE in-home consultation now. Or stop by your local Pella Showroom – see  
reverse for a location near you.  

Kind regards,

Name 
Title 
Pella Window and Door Replacement

P.S.  Act now to enjoy this special two-week offer. Don’t let these savings pass you by – call or visit by August 24.

1, 2 See reverse for terms.

Don’t wait to save on quality Pella® windows and doors. 

Call: [877-948-9764] 
Or visit: choosepella.com/summersavings

Request a FREE in-home  
consultation by August 24.
Call [877-948-9764].

Sample A. Sample
123 Main Street
Second Address Line
Anytown, US 12345-6789

Or visit choosepella.com/summersavings.

3  See written Limited Warranty for details, including exceptions and limitations, at pella.com/warranty, or contact Pella Customer Service at 877-473-5527.

for 48 months2 

0%
APROFF

OR$924
qualifying Pella projects1

Direct Mail

Make sure the offer stands out 
by utilizing hierarchy. 

Repeat CTA in P.S., as 
it’s one of the most-
read parts of a letter.

Repeat CTA 
throughout to 
make it easy for 
reader to find.

Use 
differentiating 
button color to 
stand out. Allow 
button ample 
space to breathe.

Use consistent footers including 
window and door, social media 
and Energy Star® links.

Digital/email

Make copy 
active, 
conversational 
in nature and 
nonthreatening.

Retail Brand Guidelines 
Offer Treatment



Pella / Brand Style Guidelines — CONFIDENTIAL 71

Headline: conversational 
and benefit-focused. Offer box should follow this 

treatment whenever possible. 
Keep it simple, highlighting 
the most important 
information (savings, how 
the shopper gets it and when 
they need to respond). Offers 
should always appear on 
yellow background.

Social icons help drive traffic and 
give shoppers options for how 
they want to interact with us.
Preferred treatment is all gray 
social icons.

Include The Pella Promise in 
emails to show customers 
that replacing windows 
and doors with Pella will be 
hassle-free. 

These buttons consistently get 
the most clicks, taking shoppers 
directly to our window and door 
landing pages.

Subject line:  
short and attention- 
grabbing (less than 45 
characters preferred).

A bold red button with a  
concise call to action 
should follow the body 
copy. Use action words to 
drive clicks. The arrow icon 
signifies that the button will 
go to a new page. 

This turned corner gives the 
offer box extra dimension, 
helping it stand out from the  
rest of the email.

Microcontent, or preview 
text, gives shoppers more 
information about the 
email before they open it.

Phone number should be  
clickable on a mobile phone.

Body copy should be brief 
and persuade shoppers 
to start their replacement 
project with Pella. 
Include first name to be 
conversational, letter-like as 
much as possible.

Retail Brand Guidelines 
Email Design
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Offer language

• It’s not what Pella offers – it’s what you get.

• Other ways to say “offer” include discount, savings, deal, sale.

•  Unless it’s a Two-Week Sale, avoid using “sale” in direct mail. Why? A sale is 
something anyone can get. A “personal invitation to save” feels more me-
to-you.

• Use words like hurry, limited time only, ends soon, it’s almost over, last 
chance, act now, don’t wait, final reminder, only a few days left, etc.

Call to action (CTA)

• FREE is still the most powerful word in marketing. Don’t be afraid to use it.

• Lead with the benefit.

• Make it crystal clear what the shopper should do next.

• Include a deadline.

Preferred CTAs:

Two-week promo: Themed promo:

Start with a free quote.

Lock in your two-week savings 
by scheduling your free in-home 
consultation by Month XX. 

Start with a free quote.

To lock in your discount, schedule 
your free in-home consultation by 
Month XX.

Note:

We must reference the words “in-home consultation” somewhere in the ad. 

You can lead with “Free quote” in a CTA, but it must be followed somewhere 
by the words “in-home consultation.”

Retail Brand Guidelines 
Offer Treatment
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Offer box treatments

1.  The offer box should use the “turned corner” whenever possible and 
should best work with the layout. The preferred placement is the upper 
left-hand corner, but can appear in any corner, for best emphasis.

2. The offer should always be set in all caps.

3.  The offer should appear on a yellow box when possible.

4.  Smaller copy and superscript numbers must be no smaller than 8pt.

5.  Emphasize the “dollars- or percentage-off” and the “0% APR.”

6.  The offer should always be followed by a disclosure asterisk or number. 
Use an asterisk when there is a single offer to communicate. Use numbers 
when there is more than one disclosure to list.

The below examples show how offer boxes can work on the front and back of 
printed pieces. 

We cannot say “Save” before the $XXX OFF or XX% OFF and fi nancing offer.

Retail Brand Guidelines 
Anatomy of an Offer

1

2

3

4
1, 2 See below for terms.

See reverse for terms.

SALE ENDS JUNE 

CALL TODAY  

888-000-0000

SALE ENDS
MAY 11.

OFF QUALIFYING 
INSTALLATIONS1

— OR —
0% APR FOR 48 

MONTHS2

QUALIFYING INSTALLATIONS1

5

Required 
language

6

Required language

Rather choose fi nancing? 

If you’d prefer fl exible fi nancing, 
choose this special fi nancing 
option instead of the 40% off 
discount. 

0%
APR 

 FOR 48 MONTHS2

1

Financing offers:

• 0% APR for 24 months, with equal payments

• 0% APR for 36 months

• 0% APR for 48 months

• 0% APR for 60 months 

When fi nancing is separate:

Use approved fi nancing provider verbiage. Blue is the preferred color for the 
fi nancing offer box. 

The below example demonstrates how the fi nancing offer can be split out for 
added emphasis. This is especially useful when the fi nancing offer and the 
Pella offer are both very good, such as in two-week promotions. 

We cannot say “Save”  before the XX% OFF fi nancing offer.
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Wells Fargo financing process

Obtain financing offer format from Wells Fargo. 

Current template:

 The Pella Windows and Doors credit card is issued by Wells Fargo Financial 
National Bank, an Equal Housing Lender. Special terms for xx months apply 
to qualifying purchases charged with approved credit. The special terms 
APR will continue to apply until all qualifying purchases are paid in full. The 
monthly payment for this purchase will be the amount that will pay for the 
purchase in full in equal payments during the promotional (special terms) 
period. The APR for Purchases will apply to certain fees such as a late 
payment fee or if you use the card for other transactions. For new accounts, 
the APR for Purchases is 28.99%. If you are charged interest in any billing 
cycle, the minimum interest charge will be $1.00. This information is accurate 
as of 00/00/0000 and is subject to change. For current information, call us at 
1-800-431-5921. Offer expires 00/00/0000.

•   “Months” is number of months in financing offer. Ex: 0% APR for 36 months.

•  “As of” date is first day of month before promotion begins.

•  “Offer expires” date is end date of promotion.

 Add financing offer and disclaimer to creative, then email to  
Wells Fargo. Important: You must show Wells Fargo all  
financing offers you plan on advertising.

• Allow five business days for review. 

• Disclaimers must be at least 8pt font.

GreenSky financing process

• All financing marketing materials must be approved by GreenSky.

• Required disclaimer must be no smaller than 1/5 the font size of statement 
being disclaimed, and at least 8pt font.

•  Required disclaimers must be in close proximity to advertisement language 
and connected with asterisk or footnote. 

GreenSky Financing Offer Examples
Offer #1:

•  No Payments and No Interest for X Months Available 
The terms “0%,” “0” and “Zero” cannot be used when advertising a deferred 
interest plan.

•  X Months No Interest

 Approved Marketing Disclaimer #1: 

 Subject to qualifying credit approval. Interest accrues during promotional 
period but all interest is waived if purchase amount is paid before expiration 
of promotional period. Financing for GreenSky® consumer credit programs 
is provided by federally insured, federal- and state-chartered financial 
institutions without regard to race, color, religion, national origin, sex or 
familial status.

Retail Brand Guidelines 
Financing
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Offer #2:

• No Interest Plans Available

• No Interest for X Months

• X Months Deferred Interest 

•  The terms “0%,” “0” and “Zero” cannot be used when advertising a deferred 
interest plan. 

Approved marketing disclaimer #2: 

 Subject to qualifying credit approval. Minimum monthly payments required 
during the promotional period. Making minimum monthly payments during 
the promotional period will not pay off the entire principal balance. Interest 
accrues during the promotional period, but all interest is waived if the 
purchase amount is paid in full before the expiration of the promotional 
period. Financing for GreenSky® consumer credit programs is provided by 
federally insured, federal- and state-chartered financial institutions without 
regard to race, color, religion, national origin, sex or familial status.

Offer #3:

• Low Reduced Rate

• X% Interest

• Reduced Rate Plans Available

• Approved Marketing Disclaimer #3: 

• Fixed APR during the life of the loan. Subject to qualifying credit approval. 
Financing for GreenSky® consumer credit programs is provided by federally 
insured, federal- and state-chartered financial institutions without regard to 
race, color, religion, national origin, sex or familial status.

Offer #4:

• 0% Interest for X Months

• 0% Financing for X Months

• The terms “0%,” “0” and “Zero” cannot be used when advertising a deferred 
interest plan.  
 
 
 

Retail Brand Guidelines 
Financing
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Please use chart for approved marketing 
disclaimers for 0% interest plans: 

  Plan 
Number

  Disclaimer

  2774

 Subject to credit approval. Fixed APR of 
0.00% for 54 months. For each $1,000 
financed, 6 months of $0.00 payments 
followed by 48 amortized payments 
of $20.83. Financing for GreenSky® 
consumer credit programs is provided 
by federally insured, federal- and state-
chartered financial institutions without 
regard to race, color, religion, national 
origin, sex, or familial status.

  6024

 Subject to credit approval. Fixed APR of 
0.00% for 29 months. For each $1,000 
financed, 5 months of $0.00 payments 
followed by 24 amortized payments 
of $41.67. Financing for GreenSky® 
consumer credit programs is provided 
by federally insured, federal- and state-
chartered financial institutions without 
regard to race, color, religion, national 
origin, sex, or familial status.

  6036

 Subject to credit approval. Fixed APR of 
0.00% for 41 months. For each $1,000 
financed, 5 months of $0.00 payments 
followed by 36 amortized payments 
of $27.78. Financing for GreenSky® 
consumer credit programs is provided 
by federally insured, federal- and state-
chartered financial institutions without 
regard to race, color, religion, national 
origin, sex, or familial status.

  6048

   Subject to credit approval. Fixed 
APR of 0.00% for 53 months. For 
each $1,000 financed, 5 months 
of $0.00 payments followed by 48 
amortized payments of $20.83. 
Financing for GreenSky® consumer 
credit programs is provided 
by federally insured, federal- 
and state-chartered financial 
institutions without regard to race, 
color, religion, national origin, sex, 
or familial status.

  6060

   Subject to credit approval. Fixed 
APR of 0.00% for 65 months. For 
each $1,000 financed, 5 months 
of $0.00 payments followed by 
60 amortized payments of $16.67. 
Financing for GreenSky® consumer 
credit programs is provided 
by federally insured, federal- 
and state-chartered financial 
institutions without regard to race, 
color, religion, national origin, sex, 
or familial status.

  6072

   Subject to credit approval. Fixed 
APR of 0.00% for 78 months. For 
each $1,000 financed, 6 months 
of $0.00 payments followed by 72 
amortized payments of $12.82. 
Financing for GreenSky® consumer 
credit programs is provided 
by federally insured, federal- 
and state-chartered financial 
institutions without regard to race, 
color, religion, national origin, sex, 
or familial status.

Retail Brand Guidelines 
Financing

 Television/Radio Advertising Guidelines 

Television and radio advertisements must include:

1. Annual percentage rate or APR

2.  Toll-free number and reference that such number 
may be used by consumers to obtain information 
about financing
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Employer Communication Guidelines

This section provides guidelines for 
creating Pella employer communications, 
including recruitment materials, internal 
presentations and events, social media 
posts and team member communications. 
Our goal is to help you bring to life the 
unique spirit of the Pella Employer Brand 
while complementing the modern-
design look and feel of the overall 
Pella brand. By following the rules and 
principles outlined here, we can all work 
to authentically express why Pella is such 
a great place to work, in a very Pella way.
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Employer Communication Guidelines
Photography

 For consumer-facing communications, we 
always strive to present Pella as a modern 
design brand. When we turn the focus of 
the brand to speak to prospective and 
current team members, we want to convey 
what it’s like to work and thrive here. 
With each photo you shoot for Employer 
Brand communications, aspire to create the 
feeling of real people in real moments, and 
evoke a naturally beautiful snapshot. Think 
clean, not cluttered; natural, not forced; 
warm and authentic, not untouchable.
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Employer Communication Guidelines
Photography — Requirements

Team members

It’s preferable to use actual Pella employees when depicting team members, but if stock 
photography or hired talent must be used, strive to achieve an authentic refl ection of 
Pella people.

Mood and feeling 

We want to convey positivity through our team member portraits. Aim for upbeat, happy 
expressions, but avoid anything that feels too acted or overly joyous or celebratory. 
Spend time trying a few settings and scenarios with the team member you are 
photographing, and use the best expression that comes naturally to each person. 

Name badges 

For the purposes of photography, we do not require our people to wear a name badge. 

Intellectual property 

Please be careful not to showcase, in whole or in part, any proprietary technology, 
machinery, or process.

Background 

Although the background in many of our portraits will be abstracted or blurred to some 
extent, try to use a variety of fl attering backdrops that provide some color. Avoid stark, 
entirely white backgrounds. Also, avoid awkward tangents or lines behind people. 

Our people and our products 

When appropriate, showing team members with our products 
is an effective way to strengthen the overall perception of Pella. 

Safety 

Please represent the proper safety measures, where appropriate. Something as simple 
as wearing gloves while cutting glass becomes an important safety consideration when 
photographing our team members.

Natural light

Whenever possible, use the natural lighting of a space and avoid anything that feels 
artifi cial. 

Photography — Don’ts

Don’t:

1. Use forced, “acted” expressions on talent. 

2. Use close-ups or unnatural lighting or fi lters. 

3. Use black-and-white photography or moody fi lters. 

4. Use imagery that feels inauthentic or “fake candid”—e.g., a team member 
looking up from their work for a portrait. 

3 4

1 2
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Employer Communication Guidelines
Photography — Environmental Portraits

• Lighting. Whenever possible, use the natural lighting of a space and avoid 
anything that feels artificial. Direct light can be unflattering and intensify 
shadows, so try positioning the team member with light sources behind them 
or to the side. If you’re unsure which angle to use, circle your subject in the 
photo location and have them turn with you. Watch the way the light hits 
their face, and choose the most flattering angle. Test a flash to balance out 
shadows. 

• Stage the scene and dress the set. Always strive for an authentic feeling 
and minimize distracting elements in the composition. That said, for certain 
portraits, a busier scene might make sense (e.g., factory floor, R&D lab). 

• Focus. As demonstrated on the right, each team member is the focus of 
the photograph, and the background is allowed to drop out of focus. Notice 
the shallow depth of field and how quickly the background blurs.

• Pose. Experiment with people and try a range of poses. Engage them in 
simple conversations, tell a few jokes, and look for the most natural body 
language. Non-model talent tends to stiffen up when having their picture 
taken, so do what you can to help them relax and be themselves. No single 
pose will work for everyone.

• Facial expression and eye contact. For the majority of our team member 
portraiture, strive for upbeat, happy expressions, but avoid anything 
that feels too acted or overly joyous or celebratory. Spend time trying 
a few different settings and scenarios with the team member you are 
photographing, and use the best expression that comes naturally to each 
person. That said, there may be times when a more serious mood or focused 
expression is appropriate.
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Employer Communication Guidelines
Photography — Head Shots

• Lighting. Whenever possible, use 
the natural lighting of a space and 
avoid anything that feels artificial. 
Direct light can be unflattering and 
intensify shadows, so try positioning 
the team member with light sources 
behind them or to the side. If you’re 
unsure which angle to use, circle 
your subject in the photo location 
and have them turn with you. Watch 
the way the light hits their face, and 
choose the most flattering angle. 
Test a flash to balance out shadows. 

• The set. Head shots should not be 
done in a studio, but instead in an 
area of the office with a background 
that provides some context without 
being too distracting. Work with 
a soft, flattering color palette and 
avoid the typical corporate white 
backdrop. If someone usually wears 
a welding apron at work, have them 
wear it for their portrait. Again, strive 
for honesty and authenticity, but be 
careful that it doesn’t appear forced.    

• Crop. Work with different 
compositions and crops, and play to 
people’s body types and strengths. 

• Pose. Experiment with people and 
try a range of poses. Engage them in 
simple conversations, tell a few jokes, 
and look for the most natural body 
language. Non-model talent tends to 
stiffen up when having their picture 
taken, so do what you can to help 
them relax and be themselves. No 
single pose will work for everyone. 

• Facial expression and eye contact. 
For the majority of our team member 
portraiture, strive for upbeat, happy 
expressions, but avoid anything that 
feels too acted or overly joyous or 
celebratory. Spend time trying a 
few different settings and scenarios 
with the team member you are 
photographing, and use the best 
expression that comes naturally to 
each person. That said, there may be 
times when a more serious mood or 
focused expression is appropriate. 
Either direct eye contact or an 
offset gaze can be effective, as 
long as it looks natural and fits the 
composition.

Photography — Day In The Life

• Lighting. (see head shots to the left)

• The set. In these examples, the environment is allowed to share the stage 
with the team member(s). The environment is almost as important as the 
person. The place helps tell the story of working at Pella. Take a photo-
journalistic approach. 

• Action. Try to be a “fly on the wall” and allow yourself to be an observer 
of the action. These portraits should not feel posed or staged but rather be 
as natural as possible. The best way to capture them is to work in a run-and-
gun style, moving through a scene—don’t be locked in one place. Let team 
members simply do their thing.
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Employer Communication Guidelines
Photography — Hands-On Details

• Lighting. Whenever possible, use the natural lighting of a space and avoid 
anything that feels artificial. Direct light can be unflattering and intensify 
shadows, so try positioning the team member with light sources behind them 
or to the side. Test a flash to balance out shadows. If you’re unsure, place your 
subject in the potential location and circle them as they turn with you. Watch 
the way the light hits their face, and choose the most flattering angle.

• The story. This type of shot is really an extension of the “day in the life” 
imagery described on the previous page. The idea here is to provide some 
detail and texture showcasing the work at Pella. Again, this approach is photo-
journalistic and candid. 

• The action. The focus of these shots is on the action or task being 
performed. The background should be blurred—it’s less important.  
A macro camera setting may be helpful for extreme close-ups. It may be 
necessary to blur certain parts, machinery, or technology that is proprietary 
to Pella. 
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Employer Communication Guidelines
Video — Introduction

When done correctly, film can be 
a powerful tool in recruiting and 
team building. The right storytelling, 
camerawork and editing will draw viewers 
in and further exhibit to people that Pella 
is a truly unique place to work.

The best way to tap into a viewer’s emotions and draw them in is to find an 
interesting, unexpected hook. Look for a storyline that’s relatable to your 
audience, but not too everyday and familiar. For instance, telling stories of 
people who have overcome adversity can be powerful. Or engage a viewer’s 
curiosity by retelling someone’s journey of discovery. Consider what the 
viewer already knows, and serve up some new, inside knowledge that only 
you can share.

Once you have the story you want to convey, it all comes down to execution. 
Poor camerawork, editing, and music choices will weaken the film and 
become distracting to the viewer. To help you avoid pitfalls, we’ve provided 
some tips that will help you create work that stands out and best supports 
Pella’s brand—clean, not cluttered; natural, not forced; warm and authentic, 
not untouchable.
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Story/thread

You don’t need to have a complex story arc to create a successful film, but 
you should have a clear point that you’re trying to make and a logical flow that 
will get the viewer there. Not only does this help you plan your shoot, it also 
helps in the editing process.

It’s a good idea to make a simple shooting board with corresponding 
captions that summarize the points you want to make and need to capture. 
Consider it a cocktail-napkin sketch of what you’re going for.

Framing

Keep your shots tasteful and natural. Aim for clean and graphic framing and 
avoid forced angles and odd POVs. Use the rule of thirds (i.e., try not to shoot 
people centered in the frame). The goal here is to present people on screen 
so viewers will connect with them in the same way they do people in real life.

Eyelines

Subtle things can have a big effect on improving the feel of a video. Do not 
have people look directly into the camera. Choose an eyeline that’s over the 
shoulder of the cameraperson, but not so far left or right that it looks like the 
talent is having a conversation with someone next to them who’s out of frame.

Camera moves

Again, let tasteful and premium be your guides here. A smooth, slightly 
loose camera and subtle rack focus create this feeling. Avoid heavy-handed 
camerawork such as swish pans, tilts, and slam zooms.

Talent

Pella is a real brand, so we prefer to use real Pella team members in all video 
content. When working with people in video, it’s important to make them 
as comfortable as possible. Be prepared to be flexible and give yourself 
time to find the best pose, action, and interview style to obtain the most 
natural performance. If for some reason you need to hire talent, choose 
actors who offer an authentic reflection of Pella people. And make sure their 
performances come off as natural and in the moment. Avoid overly “salesy” 
and scripted deliveries.

B-roll 

When you’re filming interviews, it can become monotonous to show people 
just talking on camera. A conversation can always continue with interesting 
scenes/moments that help illustrate or accentuate what an interviewee is 
saying. Try capturing the person doing their job, walking through a space, 
interacting with others, or just going about their day. It’s an opportunity to 
add some artfulness to the story you’re telling and to build some curiosity in 
the viewer. But make sure the scenes don’t feel acted or staged.

Editing

Tell the story of each video in a clear, honest way. If the content is captured 
correctly, editing should feel seamless—which means avoiding tacky editing 
tricks and transitions. Keep it premium, and keep it on point. And while you 
may not be constrained by time, be careful not to go too long. Be honest with 
yourself about how long your content will hold viewers’ attention.

Music

There is no single, brand-correct piece of music for Pella—no genre or 
instrumentation. But there is a feeling we’re going for. The music you pick 
for a Pella video should help accentuate the premium, contemporary nature 
of our brand. So if you feel compelled to add a bed of music to your film, go 
right ahead. Just be careful to not let it overpower the people speaking on 
camera. Select light, subtle, and optimistic soundtracks, and avoid anything 
too dramatic.

Employer Communication Guidelines
Video — Tips and Best Practices
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Voiceover

When choosing a voiceover for your video, pick a male or female who has 
a normal and natural speaking tone. The person should be able to read 
in a conversational, matter-of-fact style and narrate scenes in a way that 
complements our brand style. This means steering clear of typical announcer 
VO talent that can sound super-polished, plasticky, and “salesy.” Also avoid 
regional accents and character voices. 

When choosing reads, avoid forced exuberance that oversells the subject 
matter or action. And conversely, don’t go so flat with the energy that you put 
people to sleep. Let “engaged” and “natural” be your guides.

Supers and titles

Using supers and titles correctly will bring an extra-finished quality to your 
film. There are definite rules you should follow to make words on the screen 
work for you vs. against you. 

 Be economical with your words and as clear as possible. People will tune out 
if they’re forced to read too much on screen.

 Be honest about the time it takes to read a super or title. Three seconds is a 
safe amount of time.

 Frame shots to accommodate your supers. For example, if you  
need to place a super next to a person to indicate their name and position, 
frame them in a way that leaves enough clean background to place it.

 Use the correct typeface and handle your type tastefully—i.e., don’t let your 
type overpower the scene by being big and overly styled. Reference the Pella 
Brand Guidelines for correct font and type handling.

 Remember, most people today view video content on mobile devices. So 
after you build your titles and supers, it’s a good idea to double-check how 
they will read on a smartphone or tablet. 

Employer Communication Guidelines
Video — Tips and Best Practices
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Employer Communication Guidelines
Tone and Voice — The Pella Personality

The goal of building Pella into a modern 
design brand won’t be realized by just 
projecting our personality out into the world. 
Greater success comes when we live and 
breathe our brand inside the walls of Pella 
and when we interact with each other.

So when it comes to the Pella Employer 
Brand, how do we speak with our team 
members and potential new hires? In short, 
the same way we speak with consumers. 
Just because our internal conversations are 
vastly different than the ones we have with 
customers doesn’t mean our tone and voice 
should change.
Over the next sections, we’ll explain how to 
leverage the Pella tone and voice in Human 
Resources internal communications and 
recruitment efforts to help reinforce why 
Pella is such a special place to work.
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Employer Communication Guidelines
Tone and Voice — One Powerful Voice 

We speak to people like people
When the nature of your interaction allows, use a direct, personal approach so that 
your communications feel as if you (Human Resources) are speaking with another 
individual (a coworker). A good rule of thumb is to imagine that you’re speaking with 
a friend. You should always sound as if you’re having a one-on-one conversation 
vs. delivering a speech or repeating corporate jargon. Sentence fragments can be 
natural and effective—using them can help us remain approachable and friendly. Put 
your ideas in simple terms. And feel free to begin sentences with conjunctions, like 
this one. When you need to be all business, by all means, be so. But for everything 
else, be human, be yourself.

Wrong

•  Your benefits package for FY19 will include a 5% increase in your vision  
care reimbursement.

Right

•  Next year you’ll receive an additional 5% reimbursement for your out-of-pocket 
spending on vision care.

Wrong

•  Market reference points are established for benchmark jobs in the Salaried 
Exempt category. The exact rate of pay you receive, as well as merit increases that 
you may receive in the future, will be determined by your performance and market 
reference information.

Right

•  Salaried exempt team members’ pay rates are established using  
a combination of industry benchmarks and your individual  
performance reviews. 

If someone described Pella as a person, 
which words would come to mind? Pella 
is creative, thoughtful, passionate, and 
dedicated. 
These traits inform how we speak about 
our products, and they should influence 
how we converse with each other on a 
team-member level.a combination of 
industry benchmarks and your individual  
performance reviews. 
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Employer Communication Guidelines
Tone and Voice — The Pella Personality

We are Honest
Pella has always stood for honesty and integrity, so you should always speak 
truthfully with our people. That means never exaggerating or over promising. 
Set expectations appropriately, and make sure all of your statements are 
accurate and not misleading.

Wrong

•  Pella is the place where your wildest dreams will come true. 

Right

• We want you to see beyond what you think you can do, so you can discover 
what you never realized you could do.

We are Understandable
On the Consumer Brand side, we’ve set up guidelines to make sure we 
translate our technical lingo into words that ordinary people can understand. 
The same holds true when we explain Human Resources language and 
legalese. You may not be able to change language, but you can do your best 
to explain a rule, process, or procedure in layman’s terms—and, if possible, the 
benefit to our team members.

Wrong

• Due to state labor law 24.1c, all employees are required to wear eye 
protection.

Right

• For your safety and to comply with state law, you must wear eye protection 
in this area.

Wrong

• Pella Corporation offers a 401(k) tax-qualified defined-contribution 
retirement savings plan as defined by the Internal Revenue Code, in which 
contributions are tax-deferred until withdrawn after retirement.

Right

• Pella calls its 401(k) program profit-sharing. We return 25% of our pre-tax 
profits to team members, regardless of whether you choose to contribute. But 
we encourage you to contribute as you are able. 
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Employer Communication Guidelines
Tone and Voice — Infusing The Pella Differentiators

The Pella Differentiators
Pella Passion. At Pella, care is not just a word. It is a way of being that inspires 
us every single day. It is our promise to treat one another like family and to 
always do right by our customers. It is honoring our legacy and building upon 
it for generations to come. It is what drives us to innovate with purpose, build 
with integrity, and relentlessly pursue a better way. Care is what sparks the 
Pella Passion in all of us, and is the very fabric of who we are and what we do.

Empowered to be extraordinary. At Pella, we encourage you to be your 
best self. We’ve created a culture that will develop you personally and 
professionally—empowering you to craft an individualized career path 
that promotes your distinct voice, positions you to grow and succeed, and 
maximizes what makes you extraordinary. We recognize that it’s a person’s 
unique talents that make an impact on the success of our company. Together, 
we’ll bring out the extraordinary in each other and in all that we do.

Share in our successes. At Pella, we are in this together and therefore share 
in the success of our company. That’s why we not only reward your hard 
work and dedication with competitive pay, bonuses, and comprehensive 
benefits, but also share our profits with all team members through a unique 
and highly valued program. Beyond our walls, we extend our successes to our 
communities through the work of our charitable foundation.

The Pella differentiators explain three 
powerful truths about what makes Pella 
an extraordinary place to work. The 
words that describe each one have 
been highly considered to capture our 
brand essence. So does that mean we 
should cut and paste sentences from the 
messaging into all our Human Resources 
communications? No. Our job is to bring 
these ideas to life in meaningful ways. 
So, whenever possible, look for natural 
(unforced) ways to remind and reinforce 
the Pella truths in your communications 
with our team members. And definitely 
bring them to the forefront in your 
recruiting efforts.
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Employer Communication Guidelines
Tone and Voice — Recruitment Advertising

Speak Honestly
Don’t oversell the job. Be honest about the opportunities that the position 
presents, and promote the bigger promises found in our differentiators 
without exaggeration. 

Avoid Clichés
Look at five recruitment ads and you’ll likely see the same phrases popping 
up in the text: “fantastic opportunity,” “self-starter,” “real team player,” etc. 
We want Pella to stand out from the noise, so use some personality and our 
conversational tone to be more original.

Wrong

We’re looking for a real go-getter who doesn’t back down from a big 
challenge. Compensation commensurate with experience.

Right

If you’re naturally curious and like to dig deep to find answers, then you’re 
perfect for Pella—dedication is rewarded with a competitive pay package and 
profit sharing.

Talk About Growth
At Pella, we encourage people to go beyond in their job and in seeking 
out new challenges. People need to know that job advancement and self-
discovery are part of any career path here.

Present a Challenge
For jobs that attract many applicants, it’s okay to present the position as a 
bit of a challenge so that candidates self-select out. Honestly describe the 
demanding aspects of the job in a positive light and avoid coming off as elite 
or exclusive.

Attracting the right kind of people to join 
us at Pella is important. We aren’t simply 
looking to fill spots; our goal is to find 
individuals who will flourish here and 
proudly be part of our team as we grow 
our company.
With recruitment advertising being one 
of the first points of contact, it’s important 
that we use our tone and voice to help 
people understand that they are not 
coming to work at a window company; 
they’re becoming an important part of 
our overall brand.
Here are some thoughts on how to infuse 
the Pella tone and voice in recruitment 
advertising:
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Employer Communication Guidelines
Tone and Voice — Personal Contact

We’ve covered a lot about how to communicate when representing Pella in 
the Employer Brand role. But at some point, we’ll need to speak directly with 
people as a Pella Human Resources representative.

The good news is you don’t need to learn a new language or memorize some 
script to bring our brand feel to your conversations.  
Just be yourself and use a personable style in your communications. The last 
thing we want is for you to sound like a corporate drone.  
Be professional and concise, but in a relaxed, friendly manner.

Emails
The guidelines for emails are quite similar to those for phone conversations. 
Follow appropriate professional etiquette, but write in a manner that’s similar 
to how you would talk in person with someone—as we do when speaking 
with consumers of the Pella brand. Be conversational, approachable, and 
knowledgeable, and bring a bit of your own personality to the message.

We want to be human and smart. We don’t want our emails to sound cold, 
mechanical, or scripted.

Wrong 

Dear Mr. Jones, Thank you for your inquiry. Please submit your resume to the 
address below for further consideration. Those candidates who meet the 
requirements will be contacted in the coming weeks for an interview.

Right

Hi John, Thanks for your interest in working with us here at Pella. The best 
thing for you to do is email your resume to us at the address below. Once 
we evaluate all the submissions, we’ll email you to let you know if you will be 
moving on to the next round.

Phone Calls
When speaking over the phone with current team members and job 
candidates, follow professional phone etiquette without being cold and 
corporate. Be professionally yourself. This means being conversational, 
sincere, resourceful and understanding. 

Wrong

• When we say “be yourself” and “be conversational,” it doesn’t mean “sound 
like you’re talking to your girlfriends or buddies.”

• Don’t let your friendliness sound syrupy (e.g., a puppy-dogs-and-rainbows-
sounding salesperson).

• If you have talking points that you need to share with callers, try not to 
come off as if you’re reading from a script.

• Avoid being too chatty and don’t overshare.

Right

• Leave the caller feeling that they’ve just spoken with a friendly, 
knowledgeable, helpful person who was fully focused on the conversation. 

• If you are unable to answer a question, give the caller a clear idea of when 
and how the information will be relayed to them.

• Ask questions and let the caller know that you’re a dependable resource 
who is proud to share your knowledge of Pella.

• When you have to deliver bad news, be honest and let the caller know you 
understand how difficult it is to hear.
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Employer Communication Guidelines
Tone and Voice — Social

Do

• Keep your titles to between 40 and 49 characters in length. Titles that are 
40–49 characters receive the greatest number of post views overall.

• Write your post so it can be easily understood. This doesn’t mean speaking 
down to people. Just write in a clear, simple way so that even the uninitiated 
reader will understand your post.

• Use relevant hashtags. If you’re posting to a channel that uses hashtags,  
focus on keywords that are relevant to Pella and our Human Resources 
policies. Best practices recommend using no more than two hashtags per 
tweet. 

• Connect with people through replies. Replying to comments can help 
maintain a robust social presence. But be careful when replying to negative 
comments. Be apologetic and positive, not defensive. 

• Use rich media when possible. Posts with photos, videos, or GIFs get three 
times more engagement.

• Incorporate links. To help keep your posts to just the most important 
points, use links to direct people to longer content on the Pella intranet or 
other locations.

• Post regularly. Keep followers engaged by posting often.

Don’t

• Use excessive abbreviations. And if you use any, keep them professional. 
We’re a modern design brand, not a 14-year-old with twitchy thumbs. 

• Spam your audience. Do not post too often in a short amount of time.

• Ask for Likes. Captions should not solicit inauthentic actions (e.g., Likes, 
follows) and shouldn’t include overly promotional language.

• Post low-quality photos.

Social Posts
When it comes to how the Employer 
Brand should appear in social channels, 
the rules align with the rest of this guide. 
To maintain a consistent voice, your posts 
on social channels should draw from the 
same attributes as the tone and voice of 
the Pella Consumer Brand. Even though 
we are posting as a corporation, we 
still need to come across as one human 
speaking with another. Here are some 
simple tips that apply to a range of social 
channels that the Pella Employer Brand 
may post to.
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What we say and how we say it has a 
big impact on how Pella is perceived 
by people everywhere. This is why 
the contents of this guide are so 
important.
These guidelines are intended to give 
you tips, examples, and watch-outs so 
you can do your part to present  Pella 
as a modern design brand.
If you have any questions about the 
contents of this guide, please reach 
out to brand@pella.com.

Conclusion


