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INTRO : High Minded 3

Having or showing high ideals, principles 

characterized by elevated ideals or 

conduct.

DEFINITION We operate with a HIGH-MINDED point of view when it comes to our business 

with you.

We provide a one-of-a-kind experience that provides visibility into an industry 

that caters to an incredibly diverse audience of patients and recreational 

smokers.

We connect like-minded individuals in a unique and open community with roots 

in marijuana culture, advocacy and awareness. 

We’re HIGHLY focused on our goals to achieve superior business results that 

out perform expectations, and our competition.
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INTRO : Core Principles 4

BRAND ROLE: BUILD THE SMILE

It’s not a secret  - weed lifts your mood, and good weed 

puts a smile on your face.

Finding what you’re looking for should be easy and fun.  

We’re all about building an incredible experience for the 

people looking for weed, and the owners looking to 

build their businesses.

FUN
INTUITIVE

USER-CENTRIC
SERVICE FOCUSED

INFORMATIVE
ACCURATE

REAL



LOOK : Elevated Design 5

Our design is clean, and millennial. It is filtered, flat 

and authentic.

Its roots are grounded in pop-culture, music and 

today’s marijuana lifestyle. 

Our style speaks to who we are and where we want 

to go. 

Each color, shape, line and image has a specific role 

in the ELEVATED IDENTITY that is Weedmaps. 



Images speak louder than words and the right images say 

everything. Our images should connect to our audience on a 

personal level and communicate through common experience.

R E A L

P R O X I M I T Y

P E O P L E + 

P E R S O N A L I T Y 

P L A C E S

C U L T U R E

W E E D M A P S

P R E S E N C E

M A R I J U A N A

C U L T U R E



LOOK : Imagery 7

REAL
Our audience expects authenticity. Being real is the core of our image style. 

Images are an accurate portrayal of marijuana culture across the broad 

spectrum of smokers, patients and business owners. We capture moments that 

are honest; moments of real people enjoying real weed. We love capturing the 

candid moments of marijuana enthusiasts everywhere. 



PROXIMITY
Experience is relative. Our images can be both up close and personal, or o�er 

a high-level perspective. Our images cover the wide range of distance that 

each experience creates. From trichomes to massive grows. From the joint to 

the crowd. Weedmaps shows it all and everything in between. 

LOOK : Imagery 8



PEOPLE & PERSONALITY
Our di�erences make us unique, but our love of marijuana brings us all 

together. Our images embrace and represent a broad spectrum of people, 

professions, cultures, and places where marijuana is present. We put people in 

our pictures to not only create a visual relationship with the viewer, but to 

show the rest of the world that anyone uses marijuana, and everyone who 

does can be anyone you know. We show the many positive faces and 

personalities behind marijuana culture.  

LOOK : Imagery 9



LOOK : Imagery 10

PLACES
The images we use not only portray the people, but the recognizable places 

the people play, smoke, work and live in. Whenever possible we use images 

that are produced by local professional photographers. Whether you’re 

blazing under the Space Needle in Seattle or toking in Haight-Ashbury, San 

Fransisco; if you’re there, so are we. 



LOOK : Imagery 11

CULTURE
Marijuana and the people who love it have undoubtedly shaped modern 

culture. Marijuana has influenced and inspired some of the greatest works of 

art, music and entertainment and continues to fuel the passions, imaginations 

and creativity of millions of people around the world. 



LOOK : Imagery 12

WEEDMAPS PRESENCE
We are present in the images we use. We are the people in the picture, and 

our brand can be easily recognized in the moments captured. We’re 

advocates, and the motion in the movement. There are real faces behind the 

smile. We’re not afraid to say “HIGH”. 



COLOR

LOOK : Color 13

HIGH TEAL is the color we’ve chosen to represent Weedmaps. We feel that 

it’s a color that best represents our HIGH-MINDED place in the industry. It’s a 

brilliant combination of blues and greens. Blue represents our limitless future, 

and green is a nod to the plant that drives our culture. HIGH TEAL clearly 

identifies the presence of Weedmaps. 

We have a select set of supporting neutral colors which help HIGH TEAL. In 

the majority of uses, we want strong contrast between all of the colors used, 

and HIGH TEAL to be used as a strong accent, or large solid blocks.

Solid colors work best in printed applications and for text.

Pantone 7466C

C95 M0 Y35 K0

R0 G205 B190

Web #00CDBE

 

HIGH TEAL
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We have a select set of supporting neutral colors which make HIGH TEAL 

stand out in the palette. In the majority of uses, we want strong contrast 

between all of the colors used, and HIGH TEAL to be used as a strong accent, 

or large solid blocks.

Solid colors work best with printed media and text

The gradients are best used in digital applications like our website and mobile 

apps. The gradients should never be used on the logo or logotype elements. 

PALETTE
HIGH TEAL

BLACK

SABLE

ASH

WHITE

Pantone 7466C
C95 M0 Y35 K0
R0 G205 B190
Web #00CDBE
 

Pantone Process
Black C
C0 M0 Y0 K100
R0 G0 B0
Web #000000
 

Pantone
Cool Gray 11C
C44 M34 Y22 K77
R51 G51 B51
Web #333333
 

Pantone 
Cool Gray 7C
C20 M14 Y12 K40
R119 G119 B119
Web #777777
 

R0 G205 B190
Web #00CDBE
 

R0 G0 B0
Web #000000
 

R51 G51 B51
Web #333333
 

R119 G119 B119
Web #777777
 

R143 G236 B219
Web #8FECDB

 

R68 G68 B68
Web #444444

 

R26 G26 B26
Web #1A1A1A

 

R153 G153 B153
Web #999999

 

Solid
C0 M0 Y0 K0
R255 G255 B255
Web #FFFFFF
 



LOOK : Type 15

Proxima Nova bridges the gap between typefaces like Futura and Akzidenz 

Grotesk. The result is a hybrid that combines modern proportions with a 

geometric appearance. We chose this font because we love the way it looks 

for both web and print. It is a great compliment to our logotype. It also comes 

in a wide variety of weights and matching italics for each. 

We use the font in Normal Width.

FONTS
PROXIMA NOVA

Proxima Nova Regular - 10sp

AaBbCcDdEeFfGgHh

IiJjKkLlMmNnOoPpQq

RrSsTtUuVvWwXxYyZz

1234567890!@#$%

Proxima Nova Thin - 10sp

AaBbCcDdEeFfGgHh

IiJjKkLlMmNnOoPpQq

RrSsTtUuVvWwXxYyZz

1234567890!@#$%

Proxima Nova Semibold - 15sp

AaBbCcDdEeFfGgHh

IiJjKkLlMmNnOoPpQq

RrSsTtUuVvWwXxYyZz

1234567890!@#$%

Proxima Nova Thin - 20sp

AaBbCcDdEeFfGgHh

IiJjKkLlMmNnOoPpQq

RrSsTtUuVvWwXxYyZz

1234567890!@#$%

Proxima Nova Bold - 25sp

AaBbCcDdEeFfGgHh

IiJjKkLlMmNnOoPpQq

RrSsTtUuVvWwXxYyZz

1234567890!@#$%

Proxima Nova Black - 30sp

AaBbCcDdEeFfGgHh

IiJjKkLlMmNnOoPpQq

RrSsTtUuVvWwXxYyZz

1234567890!@#$%



TYPE HEADLINE

HIGH

MARYJANE

LOOK : Type 16

We use Proxima Nova Thin and Light for large headlines and Proxima Nova 

Bold and Black for sub-headings.

We also use Proxima Nova Light for large body type 10pt and above with 

double the height for space (i.e. 14pt paragraph type would need 24pt line 

spacing).

For more condensed reading, we use Proxima Nova Regular for normal body 

and content text.

Ton control the optical weight of the font, it is perfectly acceptable to use the 

color Sable for text on white. 

The recommended line length for 24 pt type and larger is a maximum of 40 

characters wide.

“There was no time to 

weigh chances. There 

was no such thing as 

chances anyway, in the 

distorted perspective of 

the weed fumes.”

In strict medical terms marijuana is far safer than 

many foods we commonly consume. For 

example, eating 10 raw potatoes can result in a 

toxic response. By comparison, it is physically 

impossible to eat enough marijuana to induce 

death. Marijuana in its natural form is one of the 

safest therapeutically active substances known 

to man. By any measure of rational analysis 

marijuana can be safely used within the 

supervised routine of medical care.

The legalization of marijuana is not a dangerous 

experiment – the prohibition is the experiment, 

and it has failed dramatically, with millions of 

victims all around the world.

When you smoke the herb, it reveals you to 

yourself.

Breathe in, inhale vapors from bright 

stars that shine. Breathe out, weed 

smoke retrace the skyline. Heard the 

bass ride out like an ancient mating 

call. I can feel the city breathing.



LOGO

LOOK : Logotype 17

Our logo is the first thing people will notice and we make them smile when 

they do.  

We signify the presence of our company with our logo. It’s the most clear way 

we identify ourselves and stand out from the crowd. We should be signing o� 

all our communications with the logotype to properly identify the chain of 

communication; from us to you. 

THE FACE OF WEEDMAPS



LOGO

LOOK : Logotype 18

The primary Weedmaps logo is the fullword logotype. Whenever possible, this 

mark is used to introduce the brand and should be preferred over shortmark 

unless space is limited.

PRIMARY & SHORTMARK

Primary Black Logotype

Shortmark Black Logotype Shortmark White Logotype

Primary White Logotype



mh = the height of the ‘m’ in the logo.

mw = the width of the ‘m’ in the logo.

Keep at least 1 mh clear on vertical sides of all versions of the Weedmaps logo. 

Keep at least 1 mw clear on horizontal sides of all versions of the Weedmaps 

logo. It‘s ideal to keep as much open space around the logo as possible.

The shortmark doesn’t share the same vertical height as the primary logotype. 

MINIMUM CLEAR SPACE

The logo should be positioned horizontally centered on the horizontal 

center-point of the smile. The trademark should be considered as a floating 

element and not be considered as part of the mass of the logo. 

CENTER THE SMILE

LOGO
full

1 mh

1 mw

1 mh

full

1 mh

+

1 mw

1 mh

LOOK : Logotype 19



LOOK : Logotype 20

The monochromatic logotype should only be used when there are not enough 

colors to properly reproduce the Primary Logotype.

MONOCHROMATIC LOGOTYPE

MONO
Monochromatic Black Logotype

Shortmark Black Logotype Shortmark White Logotype

Monochromatic White Logotype
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USAGE
Use of our logotype with images should be done so that the logotype is 

readily seen and recognized without the use of drop shadows, or borders 

around the logo. In most cases, the monochromatic logotype would be used 

when placed on top of images. Unless the images is some degree of 

grayscale or complementary color. 

For smaller images, such as for use on Instagram and social media, the 

shortmark may be used to brand an original image. 

WITH IMAGES
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USAGE
To maintain brand identity inside the Weedmaps digital media and print 

ecosystem.

Our logo should remain true and unaltered. It shouldn’t be combined with 

other shapes, and the color should never go outside approved brand 

guidelines. Our logo should be well placed, and centered properly. It shouldn’t 

be skewed, or tilted in any way. 

Here are some examples of what not to do with our logo:

WHAT NOT TO DO

Too little space around the logotype

Misusing colors with logotype

Mis-centering All these things make our logo sad. 

Using a drop shadow or glow

Distorting the logotype Removing the smile

Colors outside of the brand
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We are the voice, the icon and the ambassadors to marijuana culture. We 

empower dispensaries and inspire people everywhere to love and know weed 

as much as we do.

We love what we do. We share the best parts of ourselves with our customers. 

Our passion for marijuana culture drives us, and shapes the way we do 

business and interact with and serve our customers. 

We write the way we speak, and we speak to everyone the same way. We 

encourage positive response through positive and encouraging tone. 

We create content that people can connect with.

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



weedmaps.com


