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INtroduction

The Generation Earth Brand is unique and dedicated to
transcending the boundaries of what it means to be a
corporate brand. We are working to create not just a product
line, but rather a movement that inspires all generations to do
their part to protect the earth.

This guide contains the components of the Generation Earth
Brand, from logos to tone of voice to videos, print, and
packaging. These assets have been developed with cohesion
in mind. Together they represent not only our brand, but also
a movement, a message, and a community. Please take the
time to review these guidelines and join us in our commitment
to protecting the earth.
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Srand Plllars

Our brand pillars are the essence of our brand.
They are the values that inspire everything we do.

Beyond that—and more practically speaking—our pillars directly
address the reasons why our members may choose not to purchase
Generation Earth products. Though people generally want to do the
right thing, they may think that green products are too expensive,
aren’t as green as they claim to be, or don’t perform as well as their
conventional counterparts. Our pillars turn our members’ reasons
not to buy into reasons to choose us over all others.

Making a Difference

[t’'s who we are, it’s our mission, and it’s how we think every
day. Each product we develop will help preserve the earth for
future generations.

Performance

Quality is never comprised. We do-gooders love to get creative
and find unique ways to manufacture products that perform
with the least impact to our earth.

Meaningful Claims

We have nothing to hide. Every product has a story (mostly told
using corny puns). We educate in a fun way so that our members
can actually understand what we’re talking about. No big words
or fancy jargon, and no green washing—only real, impactful
things we want our members to know and feel good about.

Affordable

Buying green doesn’t have to cost more green. By providing
our members with dependable products that are gentler on

our earth and less harsh on their wallets, we can all make a
difference together.
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MAKING A DIFFERENCE

It’s who we are, it’s our
mission, and it’s how
we think every day.

PERFORMANCE

Quality is never
comprised.

MEANINGFUL CLAIMS

We have nothing to hide.

AFFORDABLE

Buying green doesn’t have
to cost more green.
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Srand Story

Clean air, land, water, and wildlife are the foundations of a
sustainable ecosystem and an environment we are all entitled
to. At Generation Earth, we recognize the very serious issue that
impacts us all—preserving our earth for future generations.

We want to make a difference, and our mission is clear: create
products that are responsibly sourced and manufactured using
fewer resources and without the use of harmful ingredients,
while not compromising quality. Simply put, make products that
are good for you and good for the environment, so that you can
make a difference, too.

Our products are designed to be eco-efficient. We define eco-
efficiency as “getting more from less”—more products from
fewer resources. With each product we consider, we determine
the best process possible for keeping with our mission. And we
know it’s not just what’s inside that counts, which is why we
have strict packaging guidelines that help us stay on Mother
Nature’s good side.
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We also know that it’s equally important to design products that
perform. We work hard to bring quality, affordable products

to our members with the least impact to our environment. All
Generation Earth items meet the highest standards of excellence
and adhere to strict quality control guidelines. We monitor the
facilities we source from to ensure that they are as committed to
protecting our earth as we are.

uoissed JNno

If we can provide our members with dependable products that
are gentler on our earth than conventional products and a
little less harsh on their wallets, we can all make a difference
together. We are the generation that must be committed to
preserving the earth for the many generations to come.

The time to make a difference is now.
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Srand Distinction:
—nvironment + You

Because our Generation Earth products span across several
categories in consumables, we’ve made the distinction
between household products and health and beauty: Good for
the Environment and Good for You.

Good for the Environment

Our Good for the Environment product line includes all

household products, such as paper, baby, cutlery, cups, and .
trash bags. All of these products are responsibly sourced and g§~ ; geﬂeerlOﬂ@Q[rth

GOOD FOR THE ENVIRONMENT

manufactured using fewer resources. the time to make a Sfference is row.

Good for You

Our Good for You product line includes all health and beauty

products, such as vitamins and hair care. All of these products T

are made with ingredients from the earth that are

good for our members. ‘
— 4

generationearth.
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Srand Personality

Saving the earth is serious business, but that doesn’t mean it
can't also be fun. The Generation Earth Brand sets itself apart
from other earth-conscious product lines by being quirky and

engaging. Marketing materials should never shy away from E n g ag I n g

clever puns or equally light-hearted images. This playful tone educate

creates an approachable and interactive brand that draws our Memorable
members into our mission. Exci’[ing

The Generation Earth Brand also strives to educate our members | .r |

so they can make earth-healthy choices while integrating a | | | pac-t U

passion for protecting our earth into their daily lives. To that end, Strategic fun

our brand is transparent and honest. We communicate clearly

how our products are sourced and the processes by which they Clean consistent

are manufactured.

Most importantly, we are passionate. We work to create an

emotional connection with our members that inspires them to Mission Connect
join our cause. Our members should be able to feel our passion
in each and every way we represent ourselves. Generation . . |
Earth is more than a brand. It is a community of people who are Inte raCtIVG visua
dedicated to protecting our earth. honeS
Communicate
. relevant
involved
transparent
Emotion _
quirky
1 1
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Visual l[dentity

A strong visual identity sets our brand apart, allowing our members
to recognize, choose, and remember us. Our logos, typography,
color palette, and brand assets have been deliberately selected and
created to maximize the impact of the Generation Earth Brand.

This section will guide you in the correct and incorrect ways to use
these components.
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Logo Overview

Our Generation Earth logos help build brand recognition, while
clearly and simply representing who we are and what we stand
for. The earth and leaves together reveal how we’re doing our
part to protect our earth, creating responsibly sourced products
from earth-based materials.

The logo takes two forms:

1. Good for the Environment: This logo incorporates the earth
and leaves together and is used for our products that are good
for the earth, including (but not limited to) paper, baby, cutlery,
and cups. This logo includes two variations of our tagline: “the
time to make a difference is now” is used for most products,
while “tough on dirt, not the environment” is used for laundry
and household cleaning products.

2. Good for You: This logo incorporates only the leaves and is
used for our products that are good for our members, including
vitamins and beauty.

The logo should be placed in a prominent spot, working
together—rather than competing—with the product image to
balance the layout. The earth logo should always appear on

a white background, while the leaves logo can be reversed to
appear on a solid color background.

Q ; generationearth.

= ‘the time 1o make a Aifference is now.
Q ; generationearth.
: tougl\ on Xi rt, not ‘tL\a environment.

GOOD FOR YOU

generationearth.

N>

generationearth.

Above shows how Good for You logo is treated
on a solid color background.
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~roportions & Clear Space

To ensure consistency—and help with brand recognition—it’s
important to use the logo properly. That means using it in its
correct size and proportion and with the right amount of clear

space surrounding it. 26"

The proportions of the logo(s) have been defined and typeset 9
respectively, and should not be modified. In other words, if o
re-sizing the logo, make sure it remains in proportion to the 9
original file provided. The earth logo should never be smaller
than 2.6 inches long, and the leaves logo should never be
smaller than 2 inches long.

_\generationearth.g
B\, time o make a Jilference i now

A clear space requirement ensures that the logo is accurately | ’

and consistently placed in a layout, while maintaining the logo’s 9

legibility and clarity. The clear space around both logos is ‘,

defined by the height and width of the “g” in the logo. The “g” .

clear space is the minimum amount of space required around ggenerotlon@@’r[thg
the logo at all times. For example, if the logo’s “g” is a half inch 9

tall, then leave a half inch of clear space on all sides.

ALTERNATE LOGO

| 2" |

&

generationearth.

Q 'tvuglx on dirt, rot the environment.

In very rare instances, this logo may be used for an
area that’s smaller than the required minimum size.
Requires approval.

Introduction Visual Identity Packaging Sample Applications Contact Information

2.2 Visual Identity



DOS & DonN'ts

In order to maintain a clear and distinct brand presence,

the Generation Earth logos must be used in a consistent manner.

* The Generation Earth logos should be used as is. Do not add Q ; geneerion@Q[rthm

additional elements to any of the logos. > the time 1o make a difference is now.

e The logos should be used as stand-alone assets. They should

never be stacked or grouped with other elements. ‘7
¢ The ratio of the logo size to the size of the logo tagline must be H
St generationearth.
* Do not alter the aspect ratio of the logos by stretching or
o
distorting them.
e Never redraw or retype the logos. r Otl one @[rth
¢ The design and style of the logos should not be adjusted. Do ' e to o Sffororce
not add additional graphical styles, such as drop shadows or
gradients to the logos. OtiOﬂ@@Wth
* |n order to keep our brand logos distinct, do not place them too - the tive tomabe T Lo
closely to other graphical elements. :
oen earth.
¢ Do not outline the logos in order to make them stand out. the ime o make a Afference oo™~ .
¢ The logos should not be used in a line of text or within a URL.
¢ Do not drop any trademark symbols from the logos (i.e., ™ or ®). ‘7 9 Oﬂ@@]ﬂih
generation

enerauon
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Corporate Logo Use

Generation Earth products are part of BJ’s Distinctive Brands,
meaning they adhere to strict quality control guidelines and
meet the highest standard of excellence. BJ’s Distinctive Brands
are 100% guaranteed.

[JA Distinctive Brands

To promote BJ’s Distinctive Brands and give weight to the
Generation Earth Brand, the BJ’s Distinctive Brands logo should
appear on all Generation Earth marketing and promotional
materials. In general, the two logos should not appear next to
each other. The BJ’s Distinctive Brands logo should be placed
in the lower left-hand corner of the page or layout, to serve as

PMS 200 Black 50%

a sign-off. €3 M100 Y70 K12 €0 MO YO K50
R188 G12 B47 R147 G149 B152
HEX#BAOC2F HEX#939598

Note: When used in video, change 50% Black
to Cool Gray 8.

SAMPLE USE OF LOGO IN LAYOUT
the birth of a new generation . . .

generationearth.
"'@' the time to iake Aifference i row. ‘

Gentle on baby and the environment, .
tough on leakage protection. e

Our diapers are born using chiorine-free wood
pulp from certfied managed forests. Our
design s clean and white, no unnecessary
inks, dyes or perfumes. In fact our diapers
are “free” from just about everything except
the quality and leakage protection that you |
can trust day and night.

At Generation™ Earth, we believe that
lessis more, especially when it comes
1o your baby.

Q ;g?peroliopeamh.

Gentle on baby and the enironment, tough o leakage protection.

dyes o perfumes.Infact ur

trustday and night.

@A Distinctive Brands isti s i
Generaion Erth Diapers, Sizes 26, $1999Matieemts | | DB DSHNCHveBrands o A S
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{ypography

The typography we use in both our print and digital materials helps to
solidify the Generation Earth Brand. Our primary typeface, Helvetica
Neue, provides a clean, clear look to our brand, while our secondary
typeface, AbeatbyKai, offers a touch of playfulness and fun.

Print

As the primary typeface, Helvetica Neue should dominate the text
in a communications piece. As the secondary typeface, AbeatbyKai
should be used in conjunction with Helvetica Neue, as an accent
(e.g., in headlines).

To create visual hierarchies or to highlight key content in a layout,
both Helvetica Neue and AbeatbyKai can be modified by altering
their scale, color, or placement. Use the primary color palette in
text as a color accent.

When using typefaces, don’t:

e Underline

e Use stylized fonts (cursive, flowery, script fonts)

e Use drop shadows

¢ Condense the font or use excessive tracking or horizontal scaling
e Use type with additional inter-character spacing

Digital

To ensure consistency, Arial is the only typeface that should be
used for live, digital text. To create visual hierarchies or to highlight
key content in a layout, Arial text can be modified by changing its
scale, color, or placement. The primary color palette can be used
in text as a color accent. The Arial text can be bolded in titles and

PRINT FONTS

Helvetica Neue (T1) Font Family

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopgrstuvwxyz
0123456789

AbeatbyKai

ABCDEFGHUKLMNOPQRSTUVWXYZ
abcdefghijklmnopaqrstuvwxyz
0123456789

DIGITAL FONT

Arial

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijkimnopqgrstuvwxyz

subheads to highlight and distinguish content. Avoid italicizing or 0123456789
underlining the typeface.

For digital applications, Helvetica Neue and AbeatbyKai may be

used when placed as an art file into a digital layout.
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Color Palette

Generation Earth’s color palette includes three primary colors
and a sampling of secondary or supporting colors.

primary Color Palett

Establishing the overall appearance of the Generation Earth

Brand, our primary color palette draws upon, well, the earth for - - -
its inspiration. More specifically: land (brown), forest (green),

and sky/ocean (blue). The green and blue are bright and PMS Warm Gray 10C PMS 382C PMS 2193C
cheerful, adding light-hearted fun to our look. C24 M34 Y35 K60 C28 MO Y100 KO €92 M24 YO KO
R121 G110 B101 R196 G214 BO RO G144 B218

_ HEX#796E65 HEX#C4D600 HEX#0090DA
The primary color palette represents the brand as a whole and

should dominate communications.

Secondary Colo Palete

The secondary color palette complements the primary color
palette, while adding distinctiveness and character to different - - -
communications. The tone of the secondary palette is fun,

upbeat, and vibrant, including colors such as orange, turquoise, PMS 219C PMS 390C PMS 311C

_ o ) C1 M92 Y4 KO €27 MO Y100 K3 €68 M0 Y13 K0
pink, and purple. This is where Generation Earth reveals some R218 G24 B132 R181 G189 BO R5 G195 B222
of its quirkiness, setting the brand apart. HEX#DAI884 HEX#B5BD00 HEX#05C3DE

This is a sampling of secondary palette colors. The palette can

be expanded upon, but new colors must stay within this vibrant,
complementary tone.
PMS 266C PMS 1505C
C76 M90 YO KO CO M56 Y90 K0
R117 G59 B189 R255 G105 B0
HEX#753BBD HEX#FF6900
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Srand Assets: Story

The Generation Earth Brand includes a growing number of icons,
or assets, that add to and complement our logo and round out
our brand. They’re used across our brand to ensure consistency
in our messaging.

OUR STORY

The Our Story icon appears any time we’re telling a story,
including our brand story or, more often, a product story on our
packaging. The icon should be placed directly next to the text.

Each Generation Earth Brand story includes three important
components: Our Product, Our Planet, and Our Passion. These
icons are used prominently in our product videos and can be
used on packaging, marketing materials, or on our website.
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ALTERNATE FOR VIDEO USE

our product

our planet

our PAassion

Introduction Visual Identity Packaging Sample Applications Contact Information

2.7 Visual Identity



Srand Asseats:

Our product claims icons should appear when making claims about
the materials and resources we use to create our products.

The Recycled icon is used on all recycled product packaging. This
icon can be treated in two ways, depending on the length of the
claim. For longer claims, more of the text can wrap around the
top of the circle. For shorter claims, the “made from” text should
appear around the top of the circle, while the material/ingredient
text appears around the bottom. The material used should always
be bold around the bottom. This applies to all existing and future
icons (e.g., corn).

The Tree Positive icon is used primarily on our paper product
packaging, as well as in other areas when telling our brand story
or stating our mission. There are two versions of the Tree Positive
icon—horizontal and vertical—used according to space.

Claims

PRODUCT CLAIMS

WE ARE TREE POSITIVE

For every one tree used,
we plant two in its place.

JAILISOd 341 34V AM
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~notograpny

Using photography in our communications—to represent our
products and our members—provides another opportunity to
express our unique personality.

The photos in our library are whimsical, playful, and fun, g
and they create a sense of the unexpected, drawing our
members in. The photos used on our packaging and in our
communications are clean and clearly presented on a white
background, allowing them to stand out.

by g\-'.
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~ackaging

The packaging for our products is just as important as the
pro'ducjcs them§elve§. Ou'r strlcF packa.glng guidelines help l,JS Good for the Enviroment
maintain our visual identity while staying on Mother Nature’s 3.1 Household Box: Front & Back

good side. 3.2 Household Box: Sides

3.3 Household Box: Top

3.4 Product Tray

Good for You

3.5 Beauty Care

3.6 Vitamins & Supplements: Label
3.7 Vitamins & Supplements: Tray

3.0 Packaging

The following pages include packaging guidelines—from logo
and text placement to color palette—for our various product
lines and types of packaging.

MRvsocicosay
baby wipes

L=
generationearth.
nobural
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GOOD FOR THE ENVIROMENT

ousenold Box:
—rONt & Back

Layout falls within white box
with PMS 390 border

Generation Earth logo

upper left

Product name {¥ * generationearth.

below GE logo, left justified, A the tine tomake a ffforoce s row

AbeatbyKai, PMS 390 : !
premium diapers

Ca"OUtS advanced leakage protection

AbeatbyKai, secondary pop color chlorine and fragrance free - latex and dye free + hypoallergenic
. . . ipe -~ wetness barrier to prevent leaks - gentle cloth-like comfor

rule with white text left justified, ‘ R '

bleeds into image on right

Bullet points 5 I e

left justified, Helvetica Neue 57 @ r

Condensed, secondary pop color 92 2PAKSOF46DIAPERS \;;@
DIAPERS DIAPERS DIAPERS L/

Icon space

changes per product, left justified,

secondary pop color .
ypop Count/Legal lines Image

bottom left justified, PMS Warm Gray 10 full bleed image shilouetted on white

DIELINE FLAT

Introduction Visual Identity Packaging Sample Applications Contact Information
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GOOD FOR

HO

THE ENVIROMENT

Usehold

OX.

Sides

Backgrounds
full bleed PMS 382

Generation Earth logo
top centered

Product name
below GE logo, centered,
white, AbeatbyKai

Callouts

-
|
= -

oremium diapers | eremium diopers

AbeatbyKai, secondary pop color
rule with white text left justified

Bullet points
left justified, Helvetica Neue 57
Condensed, white

Count/Legal lines
bottom left justified, PMS Warm Gray 10

Distributed by & Country of origin
1 SIDE Helvetica Neue 77 Bold Condensed
CAPS, white

Introduction Visual Identity

advanced leakage protection advanced leakage protection

« chlorine and fragrance free « latex and dye free
- hypoallergenic - wetness barrier to prevent leaks
« gentle cloth-like comfort

9 2 2 PACKS OF 46 DIAPERS
46 46

DIAPES oipers J| DiaPERS

About Us.Clean air, land, water, and wildife are the foundations of a sustainab

Icon space Story

changes per product, secondary bottom centered, block is PMS 390 @ 50%;

pop color, left justified our story logo: left justified, top wording
UPC barcode Story icon product specific, bottom wording: about us

1 SIDE directly next to text

DIELINE FLAT

Packaging Sample Applications Contact Information
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GOOD FOR THE ENVIROMENT

Housenold
lop

OX.

Backgrounds
full bleed PMS 382

— 2" top panel changes
per product

sq] +5¢

sql +22

sq| Lg-2C

sq182-91

Generation Earth logo

sqi 8L -2t

9
S
14
€
(4
E=

upper left

Product name
below GE logo,
left justified,

AbeatbyKai, white prem|um d|QperS

advanced leakage protection

Callouts
AbeatbyKai,
secondary pop color
rule with white text
left justified, rule
possibly bleeds into
icon space depending
on layout variation

114 1034H3d V HO4 LHVHD 3ZIS

2 PACKS OF 46 DIAPERS
46 46

DIAPERS DIAPERS

92

DIA?ERS

Icon space

changes per product, bottom right
justified, secondary pop color

Count/Legal lines
bottom left justified, PMS Warm Gray 10

DIELINE FLAT

Introduction Visual Identity Packaging
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GOOD FOR THE ENVIROMENT

“roduct lray

PANEL FROM DIE

Generation Earth logo Color block
justified on white PMS 382, bleed right

generationearth. CUU@W Combo pOCk 108CT

the time to wake a Sifference is vow.

made from corn based resin FoRKS | KNIVES | SPoONS

Product name

left justified, AbeatbyKai, white Additional info icons

right justifi
Callouts gntjustiied
AbeatbyKai, secondary pop color rule with white
text left justified, rule possibly bleeds into icon
space depending on layout variation

DIELINE FLAT

cutlery combo pack 108,

cutlery combo pack  108. .

%00d 0qwoo Alepno e

801

£

9‘

“80L  »o0d oqQwod AlBpND o
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GOOD FOR YOU

Seauty Care

Generation Earth logo
centered

generationearth. generation

Product name
centered, AbeatbyKai, white

shampoo condition
Category name your dry hair your dry hair

centered, AbeatbyKai, white add moisture and shine to add moisture and shine to
dry or damaged hair that is dry or damaged hair that is
prone to breakage. prone to breakage.

Descriptors
centered, Helvetica Regular, white

BN T o) efiral)

‘All Natural’ statement
bottom 3/4 of product,
centered, white rule below

Introduction Visual Identity Packaging Sample Applications Contact Information
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GOOD FOR YOU

Vitamins & Supplements:

ane

Product name
/ AbeatbyKai, “natural” centerd in PMS Warm Gray 10, product name
centered in category color, call-out centered in category color

Generation Earth logo
I/ centered

4 SU_GGESTED USE; As a dietary supplemem, take one capsule
Formulated to assist in digestion of ‘ df;\éf{it[‘:nrﬁf:rr.ably with a meal or as directed by a healthcare
proteins, fats, and carbohydrates* t-, th Supplement FaCtS
Made From Food Based Ingredients genero IOﬂ@@W . g:mﬂggssg; éo%:;gizglﬁmo
Callouts ——————eFree FrROM: 2 Amount Per Capsule Y0V
. . nonJrOl 'Digesh've Enzyme Blend 192 mg
placement determined * Yeast and Dairy ' ' (/| e 13430 DU
PINT) e Artificial Colors, Flavors and Sweeteners Protease 33575 HUTS,
by dieline ®
v * Preservatives and Solvents g;g:;;mwase ng gg
CAUTION: As with other vitamins and supplements, consult a physician enzyme ELO\ITJ‘\Z‘:;H 178;;; EH
ifyou e taking medication, diabetic, are pregnant or nursing. Keep out Lactase 448 ALU
fthe reach of chidren and pefs. Do not us Ifinner safety seal . . . I
o ormiig e s intestinal health mgse o
dietary supplement Sk Eilis
Quality Guaranteed| "Daily Value (CV) not estabished.
Barcode ————— D FPO. T A ey et
placement determined vt 180 capsules Svasonas o
o Syes 020201 . D _ Made without: Milk, Eqg, Fish, Shell Fish, Peanuts and Tree Nuts.
by dieline 077000007000007 0 fex Guse 010108122 ﬂmmmmmmwﬁﬂm,mg “"""W‘_‘l ALLERGY WARNING: Produced in a facilty that processes milk, eqg, soy,
\_ \ peanuts, soybeans, tree nuts, wheat and crustacean shellfish derivatives.
Category name / l Regulatory content
centered, Avenir 55 Roman lowercase Regulatory disclaimer provided by vendor, placement
varies per product & correlates to determind by dieline
‘Dietary supplement’ asterisk*, within box, Helvetica Neue
centered, Avenir 85 Heavy lowercase 77 Bold Condensed Count
Avenir 55 Roman, lowercase
ALTERNATE LABEL

Multi Vitamins . Heart Health

. PMS 259C PMS 1935C
. Women’s Health Herbal
PMS 226C PMS 361C
. Bone Health Immune
PMS 3135C . PMS 1585C
. Energy . Intestinal Health
PMS 3275C PMS 172C

Eye Health . Joint
PMS 2405C PMS 2728C

Introduction Visual Identity Packaging

L =
generationearth.

natural ;
floxseed oll

er softgel

Product description
centerd, Avenir 55 Roman

Lignans

heart health”

L]

N
PSS

gfs,. Gluten Free logo

lower right when applicable
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Vitamins & supplements:

Tray

- Generation Earth logo A Count
justified on white venir oman, uppercase
Color block Category name
category color, bleed right right justified, Avenir 55 Roman
lowercase

joint health’

natural

. lucosamine
oenerationearth. Shondrolin, complex

Product name Gluten Free logo
bottom left justified, AbeatbyKai when applicable, lower left of
regulatory disclaimer Regulatory disclaimer

varies per product & coorelates to
asteric*, within white box, Helvetica
Neue 77 Bold Condensed

DIELINE FLAT
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Sample Applications

When putting the Generation Earth Brand into practice, all of

the brand’s visual identity elements must be used together in
perfect harmony (much like people working together to protect
the earth). From digital to print applications, the brand should be
consistently and appropriately applied to suit particular situations
and communication materials.

The following pages include a variety of print, web, and video
examples that illustrate how to accurately and flexibly apply the
visual identity to Generation Earth communication materials.

Introduction Visual Identity Packaging Sample Applications

4.0 Sample Applications
4.1 Print

4.2 Web

4.3 Video
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Here are examples of how the Generation Earth Brand
elements—from primary and secondary palette colors to
the BJ’s Distinctive Brands logo—can be applied to print
communications, such as ads, flyers, and direct mail.
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For every one tree used,
we plant two in its place.
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Web

The Generation Earth Brand is just as clean, quirky, and fun
online as it is on paper. Here are some ways in which we
use our brand elements—from our digital typeface to our
photography—on the web.
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VIdeo

Our unique personality is especially apparent in our fun, quirky
videos. Below are stills from our brand and product videos.

BRAND VIDEO STILLS

our products, our planet, our passion.

2
the Rirth of ¢

featurin . .
respons%ly _ v_Vlthstandlng
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products /

aviods sourcing recycled minimizing MaXiMizing -
oterials that %onsy environmental what’s important G@gﬂ
, impact to you 2
more fossil fuels
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Contact Information

BJ’S Wholesale Club Corporate Office
25 Research Drive

Westborough, MA 01581

Kristine Modugno

Assistant Vice President, Corporate Brands
kmodugno@bjs.com

774.512.6147

Renee Paquette

Manager of Product Development & Design
rpaquette@bjs.com

774.512.6983

Kathleen Roche

Manager of Corporate Brands & Marketing
kroche@bjs.com

774.512.6315

Scott Williams

Manager of Product Development & Quality Assurance
scwilliams@bjs.com

774.512.7908

Corporate Brands Member Service
1.800.934.1204
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