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lp colors �

The primary and complementary colors 
of the LP brand are blue (PMS 302) and 
orange (PMS 158) and have not changed. 
However, in a more dramatic fashion, the 
blue now asserts and encases the “who 
we are” while the orange encases the 
“what we do.” 100% PMS 302

 100% PMS 158

10% PMS 302

LOGO COLORS



lp colors �

Pantone®

4-color process

RGB

Web-safe RGB

PMS 302

100 cyan
25 magenta
0 yellow
50 black

0 red
79 green
109 blue

0 red
79 green
111 blue

LP BLUE

PMS 158

0 cyan
61 magenta
97 yellow
0 black

232 red
117 green
17 blue

255 red
111 green
0 blue

LP’s signature color palette consists of PMS 158 
orange and PMS 302 blue, with blue being the dominant 
color and orange the supplemental. It is a combination 
that reflects LP’s resourceful brand personality — 
one that’s professional, hard-working yet approachable 
and flexible. This section provides PANTONE® 
Matching System (PMS) numbers and formulas for 4-
color process, RGB and Web-safe RGB equivalents.

LP ORANGE

LOGO COLORS: Primary



10logo versions

(1) PREFERRED

(2) �When two-color	
printing is unavailable

Versions AND USAGE

The primary consideration when selecting a logo version is functionality within its 
environment. In recognition of the subjective nature surrounding this decision, the 
following guidelines are offered to maximize legibility and appeal. 

A black logo(2) may be used for black & white 
applications where process color inks are not an 
option or when it is not possible to use a color logo 
against a white background. It is acceptable to 
use the logo over a photograph when the image is 
substantially light enough and free from distracting 
elements such as patterns or visual clutter. 

(3) �Black or 
primary color 

(3) White or  
light background (4) Tone on tone

When using an outline(3)  version of the logo, it 
is acceptable to use it on white, black or primary 
corporate colors as detailed below. Note that it 
is acceptable to use the logo reversed out of a 
photograph as long as the image is substantially 
dark enough and free from distracting elements 
such as patterns or visual clutter.

The full-color logo(1) looks best when used against 
a crisp, white background. This version and use is 
preferred over the others shown on this page.



13spacing

A logo needs free space around it to ensure that other 
graphic elements do not compete with it. Note that this 
is a guide for the absolute minimum distance. A more 
generous buffer of free space is always recommended 
whenever possible.

Desired minimum distances shown to the left and below demonstrate 
the minimum area of free space needed to prevent other elements 
from competing with the logo.

Use the height of the orange 
bar to keep the logo free from 
conflict with other graphic 
elements.  

Unit of measure

SPACING REQUIREMENTS



14sizing

All logos are available in jpg format on the LP 
Intranet home page. For all other logo formats 
(for example, eps), please contact your Corporate 
Marketing contacts as referenced on page 7. Logos have 
been saved in 4-color process and black & white file 
formats to suit various needs, among them the need to 
scale appropriately to the given medium.

The recommended size for most print 
applications and methods shows the 
LP logotype at 0.75" wide.

The recommended minimum size, 
usually reserved for quality offset 
or digital printing, shows the LP 
logotype at 0.5" wide.  This size is 
NOT recommended for Web design or 
embroidery, or for Web press, flexo 
or screen printing.

Sizing exception: For promotional 
items that require a tiny logo, (i.e., 
carpenters’ pencils), the LP logotype 
may be used without the line graphic 
or the words BUILDING PRODUCTS. 
Recommended color is black, with 
PMS 302 as backup.

NOTE: New production technologies are always being developed and may 
offer capabilities that these guidelines cannot predict. Therefore, always 
provide a copy of these guidelines to your production vendors.

SIZING GUIDELINES

.75"

.5"



�7restrictions

Do not alter the logo in any way.  The following list 
illustrates examples where the logo is used incorrectly 
to accommodate a layout. Communications should only be 
created around the logo and NOT vice versa. 

A. Do not use the logo without the ® registration mark. 

B.  Do not change the font of the BUILDING PRODUCTS 
descriptor line.

C.  Do not crop out the descriptor or the line graphic.
Exception: when logo is less than .5" (see “Sizing 
Guidelines” Page) or used in product stamping (see 
“Product Stamping” Page).

D. Do not stretch the logo horizontally.

E. Do not squeeze the logo.

F. Do not warp the logo.

A.

B.

C.

D.

E.

F.

G.

H.

I.

J.

A.

B.

C.

D.

E.

F.

G.

H.

I.

J.

BUILDING PRODUCTS

RESTRICTIONS - “DONT’S”

G.  Do not alter the corporate colors in 
ways other than described in these 
guidelines.

H.  Do not use the logo in a different 
color—even in all-orange or all-blue.

I. Do not add a drop shadow. 

J. Do not use in outline form.

L. Finally, do not use the logo in body copy      as has been done here.

A.

B.

C.

D.

E.

F.

G.

H.

I.

J.

A.

B.

C.

D.

E.

F.

G.

H.

I.

J.

BUILDING PRODUCTS

K. Do not superimpose an image or apply any graphics 
onto the logo



21lock up

It is imperative to our branding system that the 
integrity of the logo and tagline lockup must be 
maintained at all times.

While this system allows for the logo and tagline to be 
presented together or separately, the integrity of the 
combined unit must be protected, with NO permitted 
exceptions or alterations.

Therefore, specific alternatives to that design, as 
detailed below, will not be allowed.

If you have any questions on logo/tagline presentation, 
please contact the Corporate Marketing Group. 
See page 7.

NOT PERMITTED

LOGO/TAGLINE LOCKUP INTEGRITY




