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Get Help with Design
If you need assistance with any design needs, the MarComm team is here to 
help! Simply reach out to a team member via email or Slack, and if you have a 
project request, head on over to HelpDesk to fill out a creative request form!

HelpDesk

A hub for all things resource-related at 
TreePeople, remember to bookmark this 
helpful page. helpdesk.treepeople.org

Canva

Brand Folder

You can find the ‘Brand’ folder on HelpDesk 
where you can access logos, one-pagers, 
tabling materials, and the creative request 
and social media request forms.

Creative Request Form

Standard for any in-house creative needs, 
the CRF allows MarComm to streamline our 
projects and capture the full scope of work 
for each request. Please fill this out for any 
design needs!

TreePeople’s Guidelines 
for using Canva, an 

online-based, easy-to-
use designing platform. 
Download this from the 

Brand folder on HelpDesk!



2023  3



2023 TreePeople Brand Guidelines 4

TreePeople is an environmental nonprofit organization
whose mission is to inspire, engage and support people to take personal responsibility for the urban 
environment, making it safe, healthy, fun and sustainable and to share our process as a model for the world.

What we do
TreePeople inspires and supports the 
people of Southern California to come 
together to plant and care for trees, harvest 
the rain, and renew depleted landscapes.

We unite with communities to grow a 
greener, shadier and more water-secure city 
at homes, neighborhoods, schools and in 
the local mountains.

We work with volunteer leaders using our 
unique Community Forester model, and 
we influence government agencies for a 
healthy, thriving Southern California.

Born from the efforts of a teenager 50 years 
ago, we have involved more than 3 million 
people in planting and caring for more than 
3 million trees.

Why it matters
Southern California is rich in natural beauty. 
But along the way, we’ve over-paved this 
paradise.

Many SoCal neighborhoods are almost 
completely covered in asphalt and concrete 
and sorely lacking trees and nature. On hot 
days, scorching surfaces bake in the heat, 
endangering people’s health.

Our streams and rivers are paved over, so 
that when it rains, water can’t soak into the 
ground where it could add to our aquifers. 
Instead, it runs off into our ocean, sweeping 
trash and pollution onto our beaches.

We waste precious dollars trying to fix these 
problems with even more building. But the 
answer is simple: bring nature back to our 
city streets and neighborhoods, and let 
nature do its job.



Our 
Logo.
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It’s cute, isn’t it?
Hefty and dependable, it’s nonetheless 
comforting and evocative of a familiar past.

Set in Cooper Black typeface, the new logo 
for TreePeople is a simple wordmark that 
expresses the friendly approachability of 
our brand.

No symbols needed
The bold letterforms stand on their  
own, similar to other brands like Google, 
Coca-Cola, and Facebook. 

A wordmark logo is easier to keep consis-
tent – no worrying about how to rearrange 
the icon and text to accommodate space in 
a partner’s material, etc.

Set it, then forget it
One thing to remember: like most of us, the  
default kerning of Cooper Black isn’t always  
perfect, so we’ve adjusted it to look great.

Rather than typing it in the font each  
time, make sure to use only the approved  
TreePeople logo files listed above.

File names:
• TreePeople_logo_color_CMYK.eps

• TreePeople_logo_color_CMYK.jpg

• TreePeople_logo_color_RGB.jpg

• TreePeople_logo_black_CMYK.eps

• TreePeople_logo_black_CMYK.jpg

• TreePeople_logo_black_RGB.jpg

Note:
•  Use CMYK files for print, RGB for 

digital
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A little bit of air
We love you too, but we just need a bit of space.

In order to make sure our logo is readable at a 
glance, please make sure to allow enough clear 
space around it as indicated here.

You can use the letter “P” as a measuring tool to 
help maintain enough free space!

Not too small, please
We don’t need to be the center of attention, but we 
still want to be recognized. A good rule of thumb 
is to never reproduce our logo smaller than 1.5 
inches wide (for print applications) or 108 pixels 
(for screens @ 72 ppi).

≥ 1.5” (or 108 px) 
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We like to stand out
Make sure there is enough contrast between  
our logo and its background. Use darker logos on 
lighter backgrounds, and vice-versa.

We prefer our logo to be shown in (or reversed 
on) TreePeople Green (Pantone 574) whenever 
possible. Sometimes other color choices are okay 
(more on color in a bit).

Keep contrast in mind when placing the logo on 
top of an image, too!

A few humble requests
Design is exciting, but let’s not get carried away. 
Pushing boundaries can be fun, but some lines 
shouldn’t be crossed.

Check out a few things we’d rather you not do with 
our logo, if you don’t mind.

Dark color logo on light background. Light color logo on dark background.

Black logo on light background.

Color logo on light image.

White logo on black background.

Color logo on dark image.

Don’t crop it!Don’t stretch it or squish it!

Don’t use a different typeface!

Don’t alter the spacing!

Don’t shear, skew or bend it! Don’t make it multicolored!

TreePeople



Our 
Colors.
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The primary palette.
Our three main categories of earth tones define who we are: green, blue, and brown infrastructure.  
The trees and plants we partner with and steward, the water we help communities to clean and preserve, 
and the soil that supports the health and growth of everything we do. Green, blue and brown should be 
used as the main backgrounds and header banners, text boxes, etc.

PMS 574
cmyk 14, 0, 46, 64

rgb 78, 91, 49
hex #4E5B31

cmyk 83, 8, 0, 60
rgb 17, 95, 103

hex #115f67

cmyk 43, 0, 51, 49
rgb 75, 131, 64
hex #4B8340

cmyk 67, 0, 0, 44
rgb 47, 142, 142

hex #2F8E8E

cmyk 32, 0, 54, 33 
rgb 116, 170, 78

hex #74AA4E

cmyk 50, 0, 3, 28
rgb 92, 184, 178 

hex #5CB8B2

cmyk 12, 0, 46, 19
rgb 181, 206, 111

hex #B5CE6F

Laurel DarkTreePeople Green Laurel Medium Laurel Light

Coldwater Dark Coldwater 
Medium

Coldwater Light

cmyk 0, 24, 55, 20
rgb 204, 155, 92

hex  #CC9B5C

Mulholland Dark Mulholland Light

cmyk 0, 40, 69, 43
rgb 145, 87, 45

hex #91572D

cmyk 0, 33, 61, 60
rgb 102, 68, 40

hex #664428

Mulholland  
Medium
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cmyk 61, 66, 0, 60
rgb 40, 35, 103

hex #282367

cmyk 56, 49, 0, 39
rgb 69, 79, 156

hex #454F9C

cmyk 33, 20, 0, 23
rgb 132, 157, 197

hex #849DC5

Desert BluebellPurple SageCeanothus

cmyk 0, 13, 18, 33
rgb 171, 148, 141

hex #AB948D

Stone

cmyk 5, 47, 0, 31
rgb 167, 93, 176

hex #A75DB0

Woolly Bluecurls

cmyk 0, 63, 78, 1
rgb 252, 92, 56

hex #FC5C38

Apricot Mallow

cmyk 0, 33, 75, 6
rgb 240, 162, 60

hex #F0A23C

Golden Currant

The secondary palette.
Our secondary palette is inspired by some of TreePeople’s favorite native 

plants. Bright, lively, and gorgeous paired together—these versatile colors will 
allow for any composition to pop. 

cmyk 0, 15, 100, 5
rgb 242, 205, 0

hex #F2CD00

Tidy Tips

cmyk 0, 44, 29, 8
rgb 235, 131, 166

hex #EB83A6

Western Redbud

cmyk 0, 84, 84, 31
rgb 176, 28, 28

hex #B01C1C

Catalina Cherry
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Tints & Shades
When lighter and darker colors are needed, you can create tints 
(color plus white) or shades (color plus black) to generate a larger 
palette! Please stick to the 30-60 ratio.

0%

SHADES TINTS

30%30% 60%60%

Apricot Mallow

cmyk 0, 63, 78, 1
rgb 252, 92, 56

hex #FC5C38
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Type.
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Proxima Nova
This modern, legible sans serif typeface 
should be used primarily for body type  
and subheaders.

 
A B C D E F G H I J K L M N  
O P Q R S T U V W X Y Z 

a b c d e f g h i j k l m n  
o p q r s t u v w x y z 

1 2 3 4 5 6 7 8 9 0 
 ! @ # $ % ̂  & * ( ) < > ? /

Superclarendon
This slab serif should be used only for 
special formal instances such as donor 
communications and park signage. 

A B C D E F G H I J K L M N  
O P Q R S T U V W X Y Z 

a b c d e f g h i j k l m n  
o p q r s t u v w x y z 

1 2 3 4 5 6 7 8 9 0 
 ! @ # $ % ̂  & * ( ) < > ? /

Words have meaning, but typefaces have character.
In addition to the typeface used in our logo, we have a couple of other typefaces that work in harmony to 
convey the warmth our messaging should deliver.

Cooper
The typeface used in our logo. It can also be 
used for headlines or titles, but avoid using 
it in body copy or longer lines of text (or too 
close to the logo).

A B C D E F G H I J K L M N 
O P Q R S T U V W X Y Z 

a b c d e f g h i j k l m n 
 o p q r s t u v w x y z 

1 2 3 4 5 6 7 8 9 0  
! @ # $ % ̂  & * ( ) < > ? /

Special Cases Only
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Sample usage (and settings)
Having so many options can be confusing. Here is 
an example of type hierarchy you can refer to when 
you get stumped!

Itati caumqui  
vercia nam nis 
cit adi suntur
Optati sunt ento conseri or 
itaspedi dolupta temporem? 
Parchiliqui doluptius ra.

Et etusapi cillenihil iuntibusdam quid  
erum fuga. Imil imi, sinturesci liquia  
soluptur accae ex es eos.

Undi ius sim aliquas pedicatus.  
To vid molecati aut repelib eriores aut 
estint offic te plibero quos sent litiatet 
volut voluptaque nemo blab ipidus que 
derio optam, comnimp elentiatquam 
solorrovid quoditibus volo inctures 
anderferum il modi dis et que volorro 
ommosandae conesto volo eos. 

Parchil in custios endestr umquis utatur 
sim ut pa verio tem fugia.Et pedi de 

alique iuntoressum dolorer ioribus et 
praecto tatius intur autem. Duciuntiunt, 
quisquibust peliqui aut officabo. 

Ut aut volupta turerchitis estia inctate 
consequid explibus dolorrum restis et 
que elluptati si Velignimaio min none  
esti tem dolor sum eostinc totatur, solum 
rat ad est, nis derent latist, ut porest 
vent, core in eat. Nus velit aut ut audit qui 
velibus di to volo bla conseque.

HEADLINE
Cooper Black

Size: 40 pt
Leading: 43 pt

SUBHEAD
Proxima Nova Bold  

Size: 24 pt
Leading: 27 pt

LEAD-IN/PULL QUOTE
Cooper Black Italic 

Size: 15 pt
Leading: 18 pt

BODY
Proxima Nova Light

Size: 9 pt
Leading: 12 pt
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Type in Action
Remember that hierarchy is key to the success 
of any visual communication. Break up your 
messaging into sections and scale your type in 
order of importance. The eye will naturally be 
drawn to the largest elements on a page first (e.g. 
photography), then will scan the headers and 
subheaders for context and relevant information.

As the home of TreePeople, 
Coldwater Canyon Park provides 
45 acres of beautiful natural 
environment—the ideal setting for 
an immersive walk along the trails, 
and an inspirational opportunity 
to learn through experiential 
education. It is part of a 900-acre 
cross-mountain park that also 
includes Willacre, Fryman Canyon 
and Franklin Canyon parks.

Coldwater Canyon Park is 
owned by the City of Los Angeles’ 
Department of Recreation and 
Parks, and maintained and 
operated by TreePeople, which 
receives minimal public funding 
for its upkeep.  

Welcome to Coldwater 
Canyon Park!
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Coldwater 
Canyon Park

Wilacre Park
This area not drawn to scale

Parking

S. Mark Taper
Foundation
Environmental
Learning Center

Torrey Pines
Lookout Area To Mulholland Dr.

(via Fryman Canyon Park 
and Pohl Overlook)

Oak 
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Foundation
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LEGEND

Structures

.3 Trails, Junctions, & Mileage

Stairs

Locked Gate

Picnic Tables

Restrooms

Entrance to Park or O�ces

Accessible Parking

Rules and Regulations

Hours: The park is open from 
6:30 a.m. to sunset every day 
of the year.

Stay on Trails: Cutting through 
our hillsides causes erosion and 
damages native plants and 
habitat. Please stay on the 
designated trails.

Trash and Dog Waste: 
We encourage you to take your 
trash and any dog waste and 
deposit into the various waste  
receptacles. Dog waste bags are 
available throughout the park.

Restrooms: Restrooms are open 
during regular park hours. Follow 
signage to public restrooms.

No Smoking or Fire: 
Coldwater Canyon Park is in a 
high fire risk area. City of Los 
Angeles Municipal Code 
prohibits smoking or any open 
flames in the park.

Dogs: Responsible pet owners 
who clean up after their dogs are 
welcome. We enforce the leash 
law as outlined in the City of Los 
Angeles Municipal Code.

Snakes: Snakes, including 
rattlesnakes, live here. Stay on 
trails, keep your dog leashed, 
and watch where you put your 
hands. If bitten, call 911.

Plants and Animals: The park is 
home to many plants and 
animals. When you visit please 
admire them from a distance, 
leave their habitat undisturbed 
and do not remove anything from 
the park.

Remember that we’re 
only using the font 
Superclarendon 
for park signage and  
donor-related 
communications! 



Illustration 
Library.
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Illustrations that capture the vibrancy of our mission. 

The breadth of TreePeople’s work can now be showcased through beautiful illustrations to compliment our 
gorgeous in-house photography. The TreePeople illustration library files can now be found in Canva as well 
as the HelpDesk. Here is a sample of a few of the styles we use:

Grainy
These detailed and colorful illustrations are useful 
for when you need key art to take the center stage. 

Lineart
Delicate and restrained, lineart illustrations 
are great to compliment compositions with 
photography and other graphical elements.

Crayon
Friendly and approachable, this style of illustration 
captures a youthful vibe, useful for our Education 
campaigns and materials.



Our 
Voice.
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Our 
Voice
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Content Guidelines
Content about how we’re making a difference:

• Be practical. Don’t post content containing 
heavy research without tying it to a concrete 
way someone can apply it to their daily lives.

Demystify:

• Be constructive. A lot of the work we do can 
seem daunting/overwhelming/academic but 
TreePeople gives actionable pathways to 
change.

• Keep it simple. Break down larger concepts 
into more digestible and shareable information. 
You are trying to explain these concepts to 
your aunt and nephew–anyone should be able 
to understand.

• Be holistic. TreePeople’s departments work on 
a variety of topics and issues. Communicate 
their work in a clear way and showcase how it 
ties into bigger goals.

Writing Guidelines
Pay attention to tone:

• Your tone should be casual, accessible,  
and professional. 

• We work with youth and government 
officials/agencies alike—we want to be 
taken seriously by both.

• Don’t be preachy but still come from a place  
of authority.

• We are experts and have a lot of 
knowledge to share (but make it fun).

Community Interaction
TreePeople’s community is friendly & engaged 

• TreePeople’s online community usually 
answers each other’s questions but there are 
occasions where someone will need to step in.

• When dealing with aggressive comments, kill 
them with kindness: 

• “Thank you for engaging with our post! This 
will help others to get this information!”

• You can always ask for clarification on what 
someone means.

• If you don’t know the answer or someone 
brings up a new topic, say “That’s a great 
question! We’ll look into it!”

• Our staff is very knowledgeable.  
Ask around.

The message is important. So is how you deliver it.
We occupy overlapping spaces: environmental, non-profit, educational, community-based. Our tone must 
be friendly but intelligent, informative but fun, knowledgeable and constructive.



Design in 
Practice.
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The end result adds up to more than the sum of its parts.
Concept. Identity. Color. Type. Voice. Combining all these elements atop a solid foundation of beautiful 
photography and illustrations makes our visual communications strikingly classic while remaining 
welcoming, joyful, and contemporary.
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Forestry
Mountain Forestry

 • Over the next two years, we will plant 
more than 33,000 trees and native plants 
in Southern California mountains.

 • We conduct groundbreaking research  
on native plants, soils and long term health  
of trees.

 • We help bring back endangered plants  
like Nevin’s Barberry from the brink  
of extinction.

 • We restore fire-scarred areas affected by 
the Woolsey fire and others.

Urban Forestry

 • We have active large scale urban forestry 
projects in Los Angeles, Riverside, and 
San Bernardino counties.

 • We distribute over 2,000 shade and fruit 
trees each year.

 • We activate more than 6,000 volunteers 
each year.

 • We planted over 7,000 trees in 2021 alone. 

 • We cared for 63,000 trees and plants  
in 2021.

 • We are increasing our work in combating 
urban heat by increasing canopy coverage.

LEARN MORE:  
treepeople.org/forestry

Overarching Posters.indd   1Overarching Posters.indd   1 10/3/22   4:20 PM10/3/22   4:20 PM

Building Blocks of Success
1. Type/Hierarchy: Text hierarchy falls into place, leading the 

eye to information in a natural order.

2. Photography: A picture is worth a thousand words. 
Oftentimes a single featured photo can do the heavy lifting 
in a composition.

3. Color: Contrast is key! Yet we try to keep the same shades 
of color for each composition. (Pictured here: TreePeople 
green and Laurel Medium). 

4. Illustrations: Used sparingly as thoughtful accents.

5. Brand Voice: Always remember to keep the language  
on-brand—practical and accessible.

6. Logo: Prominently placed in one of four corners, allowing 
for plenty of breathing room.

7. CTA: Call-to-Action, or CTA, is a crucial piece of information 
to include on all marketing/promotional material. Remember 
to always include a clear action for your audience to take.



Photography
Photography should highlight the diversity of 
the communities TreePeople works in. This runs 
through subjects and framing, the narrative’s 
highlighted in the photo storytelling, and how the 
photos are edited. 

• When editing photographs, be mindful of 
accurate and flattering skin tones for all 
subjects. There is no one size fits all approach  
to inclusivity. 

• Be people focused. Tell the personal journey 
in the work. Community and personal context 
should be at the heart of documenting the work. 

• When documenting action, highlight the motion 
and energy of the moment. Just as TreePeople 
is moving towards the future, the photography 
representing it should be too. 

• A tree doesn’t plant itself. Photography should 
document the whole of the work and not be 
limited to just the results. 
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Color Schemes
At TreePeople, our thematic 
content often revolves around 
the seasons of our beloved 
Mediterranean climate along with 
the impacts of climate change we 
increasingly face. 

Here are some examples of  
color pairings for a few of our most 
popular seasonal themes.

PLANTING  
SEASON

TREE 
CARE 

SUMMER

SOILS

DROUGHTWILDFIRE

RAIN

NATIVE 
PLANTS

SCHOOL 
GREENING

URBAN 
HEAT



Social Posts
On social media, we like to let our beautiful photography and 
videography speak for themselves. But sometimes it’s helpful to 
share helpful information through graphics. Follow these guidelines 
for best practices for infographics:

1. TreePeople Logo should 
always be added on the cover 
slide and on the bottom left or 
right corner of each slide.

2. Main Headers should be set in 
Cooper Black.

3. Subheads should be set in 
Proxima Nova ExtraBold for easy 
scanability.

4. Content should remain bite-size 
on each slide. Avoid adding too 
much information to one slide.

5. Last slide should include URLs 
(include link in bio), along with 
any partner logos or links.
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TreePeople Store
Who said clothing can’t be stylish and delightfully informative? Our merch for sale on  
shop.treepeople.org features our favorite native plants, infographics on how to plant and 
care for a trees. We take special care to ensure that we find the most eco-friendly products 
available through drop-ship.



Media inquiries contact media@treepeople.org 

2023 © TreePeople 

Photography © Adam Corey Thomas.  

All rights reserved.


