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Overview

DEFINITION

Matching funds, provided by WaterFurnace to assist dealers and distributors in promoting the WaterFurnace brand for brand build-
ing, and sales generation in local markets.

APPLICATION

Dealers and distributors must utilize these funds to promote the WaterFurnace brand and to support advertising, promotional, and 
training programs developed by WaterFurnace.

ADMINISTRATION AND CLAIMS

Advertising Checking Bureau (ACB) administers WaterFurnace’s advertising funds. As such, ACB processes all claims submitted by 
both dealer-direct dealers and distributors according to the guidelines furnished herewith.

WaterFurnace provides “ParaNet!” a website tool, for customers to monitor their advertising claims activity. “ParaNet!” provides 
comprehensive details regarding claim status along with detailed claim explanations. The “ParaNet!” website is our only method 
of notification of a claim’s status. “ParaNet!” also displays the WaterFurnace credit memo numbers so customers may reconcile 
their advertising claims. There will be no reports sent from WaterFurnace to our customers other than the credit memo, because 
“ParaNet!” can provide much more detailed information. 

The person or persons responsible for administering the advertising fund at the dealership or distributorship must have access to 
the “ParaNet!” website. To gain access to the “ParaNet!” website, send an E-mail to Terry Jackson at ACB. Terry’s E-mail address is: 
tjackson@acbcoop.com. Once Terry has received your e-mail address, ACB will send the individual(s) a “username” and “password” 
to access the “ParaNet!” account. 

To submit a claim for support funds: 

WaterFurnace customers must, Fax or Email a scanned copy of the claim form along with scanned versions of the original invoices 
or they may mail a physical copy of a claim form along with all, original invoices for advertisement, or service rendered. Claim 
forms are located online at “ParaNet!”. 

Fax: 901-345-8812

Email: waterfurnace@acbcoop.com

Mailing address:

 WaterFurnace Advertising 

 c/o Advertising Checking Bureau, Inc. 

 PO Box 1919 

 Memphis, TN 38101

Street address for UPS or FedEx:

 WaterFurnace Advertising 
 c/o Advertising Checking Bureau, Inc. 
 1610 Century Center Parkway 
 Suite 104 
 Memphis, TN 38134
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Do Not Send Advertising Claims To WaterFurnace Headquarters – we will return the claims to you, which will delay issuing credit. 

We require customers to submit claims within ninety days of date of invoice. ACB will reject claims older than ninety days

The last date for submitting claims at year-end is January 31. ACB will reject late submissions and you will not receive reimburse-
ment. 

Advertising funds available under this program not submitted by January 31 of the following year will be rejected and not reim-
bursed.

If the advertising fund account does not have sufficient funds to cover the amount of the claim, ACB will provide partial credit on 
the claim. ACB will hold the remaining claim amount in a “pending” status until if or when sufficient funds become available. ACB 
will issue partial credit on any claims that do not meet the approval criteria and ACB has authorization to reduce the amount of 
the claim. This will eliminate the need to re-submit the claim. In the event of a question or dispute, customers should contact their 
territory manager and provide him or her with details of the claim and the dealer’s reason why they feel that the claim is valid and 
why WaterFurnace should pay it. There will be no carryover of unused funds from year to year. Dealers and distributors must use 
their advertising funds during the current calendar year.

The WaterFurnace Marketing Department retains the right to refuse any material.

Overview
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APPROVED ADVERTISING AND PROMOTIONS

Creative advertising, identity, and promotional materials created by WaterFurnace or WaterFurnace approved vendors (featured on 
the Marketing Website) are pre-approved. The WaterFurnace Marketing Department must pre-approve custom or locally produced 
creative materials. 

The following advertising, promotions, and materials qualify for support fund re-imbursement:

Newspaper Advertising – Space costs only in accredited daily, weekly and Sunday ABC (Audit Bureau of Circulations) papers. In 
general, advertisements, where the brand name occupies only a fraction of the space, acceptable advertising fund charges will be 
computed on that fraction of the cost.

Consumer or Trade Print Advertisement – Space costs only for ads.

Radio and Television – Spot announcement costs for 10, 15, 20, 30, and 60 seconds’ advertisements. 

Billboard and Transit Advertising – Space costs for posters.

Exhibits, Displays, Home Shows, and Fairs – Cost of exhibit space. When more than WaterFurnace products are displayed, only 
that portion of the display will be eligible for advertising funds.

Local Consumer or Trade Direct Mail – Cost of materials and postage

Identification Signs – WaterFurnace approved identification signs. Installation charges may not be applied to advertising funds.

Truck Identification – Decals and other WaterFurnace offered truck identification materials. Application costs are not eligible for 
support funds.

Sales Promotion Materials – WaterFurnace produced material, literature, computer software, videos, and sales presentation mate-
rial

Meetings – Approved sales and training meetings, sales and training meeting kits, and meeting rooms are chargeable. Dealer 
sales meetings must be sponsored by a distributor and have a WaterFurnace representative in attendance for reimbursement. 
Reimbursement is only for the WaterFurnace portion of the promotion or training event. 

Software - WaterFurnace approved software from Elite Software, Wrightsoft, or other WaterFurnace designated software provider. 
The software is reimbursed at 50% (does not apply to Gizmo or Sprocket)

Yellow Page Advertising – Existing contracts only for remaining balance of contract.

Advertising/Promotion
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PRIOR APPROVAL REQUIRED FOR THE FOLLOWING

Specialty Apparel and Ad Specialties – Items from the WaterFurnace Merchandise Catalog, or other designated provider

Distributor Incentive Trips – Require written prior approval, meals are not included.

Other – Advertising funds requested for any other advertising or sales promotion, require written prior approval

Contact your territory manager to request changes and/or alterations to previously approved ads under the advertising funds 
program.

MEDIA AND MATERIALS NOT CHARGEABLE

The WaterFurnace Sales and Marketing Departments retain the right to have the final authority in determining if an ad or any other 
expense is chargeable to the advertising fund.

Examples of media and materials not chargeable to the support fund include:

• Meals

• Uniform services will not be reimbursed

• Congratulatory advertisements or donations such as advertisements in bulletins, yearbooks, athletic or theatrical programs,  
 sports team sponsorships, etc.

• Advertising that displays competitive geothermal products or brands in ads or on promotional materials will not be 
 reimbursed

• Local advertising agency fees

• Customer gifts, meals, etc.

• Computer software not recognized by WaterFurnace

• Locally produced signs, unless written prior approval is obtained

• Truck painting and/or repairs

• Shipping, electrical, and labor charges for displays and exhibits, including telephone charges from exhibit

• Shipping charges for any item

• Federal, state and local sales and use taxes

• Office supplies such as price lists, Post-it Notes, purchase orders, service orders, labels and stationery (letterheads, envelopes, 
 scratch pads, business cards), etc

• Distributor- or dealer-prepared catalogs, newsletters, literature or price sheets

• Yellow Page advertising

Advertising/Promotion
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GUIDELINES

• Prominently display the brand name and the correct brand logo in the ad.

• Prominently display the WaterFurnace web address: waterfurnace.com or www.waterfurnace.com

• Do not misrepresent any price of any product.

• Do not misrepresent the mechanical features or benefits of any products.

• Do not misrepresent any warranty on any unit.

• Do not use language in advertising that may tend to offend, mislead, confuse or deceive the customer

Advertising/Promotion
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BRAND STANDARDS

MESSAGE FROM WATERFURNACE

WaterFurnace is North America’s leading manufacturer and distributor of geothermal heating and cooling systems. To leverage that position, 
we must present a consistent message and image through the correct usage of our logo, corporate signature, and tagline. This is how we 
convey to the public who we are and what we stand for as a leader in the industry.

Our tagline, Smarter from the Ground Up TM, represents our key differentiators and communicates our brand promise. The other element 
vital in communicating our corporate philosophy and values is our logo. It represents, in a simple, straightforward way, how geothermal 
technology works. The logo represents a recognizable icon that is easily associated with WaterFurnace and our area of expertise.

Consistently using these elements in our correspondence, advertising, signs, promotional items and all other marketing collateral unifies our 
company’s identity and contributes significantly to WaterFurnace recognition among our customers. It is imperative that we ensure the support 
our brand recognition with the correct usage of our logo, corporate signature, and tagline.

You’ll find guidelines for correctly representing the WaterFurnace Brand and providing a uniform look that reinforces the qualities of leadership, 
premium value and innovation on which our company was founded.If you have questions or if you would like to see the color images, please 
go to waterfurnace.com/marketing (username: marketing; password: geo). 

OVERVIEW

It is important that WaterFurnace visually portray itself in a consistent manner in all communications tools. Every communication piece must 
be consistent with all other pieces (in content and appearance) to ensure that WaterFurnace’s presence in the marketplace is recognizable at 
a glance. 

This document provides rules for and proper usage of WaterFurnace logos, taglines, artwork and colors. 

Why Branding is Important to WaterFurnace

The WaterFurnace logo, corporate signature, and tagline, Smarter from the Ground Up TM, are important in providing our company with a 
consistent and uniform appearance that greatly contributes to public visibility and recognition and sets our product apart from the competition. 
The combination of these three elements helps in clearly communicating who WaterFurnace is and what we do. Each element works together 
in supporting and communicating WaterFurnace’s core values of innovation, environment, quality and premium value.

The WaterFurnace logo including the circular logo/icon and Smarter from the Ground Up™ tagline should be used in all print advertisements 
and TV commercials, and whenever else possible in order to enhance the strength of the position. 

The WaterFurnace Name

The full official name of WaterFurnace is “WaterFurnace International, Inc.” and WaterFurnace Renewable Energy Inc.;” it should be used in 
press releases and legal forms (“International” is not to be included in the logo or graphics). “WaterFurnace” alone should be used in body 
copy, advertisements, magazine, or periodical references, as well as in the email footer of all company emails. WaterFurnace International is a 
separate, parent company and should not be used in any instance.

Brand Standards
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Graphic Standards

The WaterFurnace Web site, waterfurnace.com, is always italicized in headings and body copy. In print collateral, the URL is never preceded 
by www. The WaterFurnace tagline, Smarter from the Ground Up TM, should also be italicized. When using WaterFurnace’s toll-free number, it 
should always appear in the following format: (800) GEO-SAVE. You may use (800) 436-7283 in conjunction with (800) GEO-SAVE.

The WaterFurnace Logo

Never alter the WaterFurnace logo in any way. Any reproductions must be of sufficient resolution and quality so as not to degrade the integrity 
of the logo. The WaterFurnace logo is comprised of the WaterFurnace type treatment and the geothermal icon. Both elements are integral parts 
of the logo. Neither portion should be used separately. In order to maintain the integrity of the logo and corporate identity, both elements must 
be displayed together and only in the approved orientations.

For flexibility in usage, there are two approved orientations of the WaterFurnace logo.

There is a horizontal version, in which the WaterFurnace type treatment is located to the immediate left of the house icon. In this version, the 
Smarter from the Ground Up TM positioning tagline is located directly below the WaterFurnace type treatment, and is aligned with the type 
treatment in a flush-right manner.

There is also a vertical orientation, in which the WaterFurnace type treatment is centered below the house icon. The Smarter from the Ground 
Up positioning statement is centered below the WaterFurnace type treatment.

Whenever possible, the WaterFurnace logo should be used in conjunction with the Smarter from the Ground Up TM positioning statement. If 
it is not possible to include the positioning statement with the logo, due to reproduction or legibility concerns, the logo may be used separate 
from the positioning statement.

Brand Standards

Horizontal

Vertical without tagline

without tagline



9

Logo Sizes

The WaterFurnace logo must be reproduced at a size sufficient to maintain its integrity and text legibility. When reducing the logo size, the 
width of the logo should not be smaller than 1.75” across for the horizontal logo, and 1.25” across for the vertical (stacked) logo. For the 
horizontal logo, the total width includes the measurement of the WaterFurnace type treatment, plus the width of the geothermal icon. For 
the vertical logo, this measurement includes the width of the WaterFurnace type treatment. These minimum sizes are important to ensure the 
integrity of the logo and legibility of the Smarter from the Ground Up TM positioning statement.

Exceptions may be made on an individual case basis for promotional items.

Areas of Isolation

When using the WaterFurnace logo, allow for an adequate amount of space around it. The purpose for an Area of Isolation is to maintain the 
integrity of the logo, and avoid the intrusion of photos or graphics, which might detract from the logo’s importance as an identifiable symbol 
of branding.

For the WaterFurnace logo, the area of isolation is equal to the x-height of the text in the word “Furnace”. The x-height is the distance between 
the baseline of a line of type and tops of the main body of lower case letters. No graphics or text would be allowed in this area. 

The area of isolation is measured from the outermost boundaries on each edge of the WaterFurnace logo. This includes the WaterFurnace type 
treatment, the geothermal icon, and the Smarter from the Ground Up TM positioning statement.

In cases where the WaterFurnace logo is used without the Smarter from the Ground Up TM positioning statement, the same area of isolation 
must be allowed on each side of the logo. 

Brand Standards
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Horizontal 4-Color, with BLACK (positive) positioning statement

Horizontal

Vertical

Horizontal 1-Color, with BLACK (positive) positioning statement

Horizontal 4-Color, with WHITE (reverse) positioning statement

Horizontal 1-Color, with WHITE (reverse) positioning statement

Horizontal 2-Color, with BLUE positioning statement

Vertical 4-Color, with BLACK 
(positive) positioning statement

Vertical 2-Color, with BLUE 
positioning statement

Vertical 4-Color, with WHITE  
(reverse) positioning statement

Vertical 1-Color, with BLACK (positive) positioning statement Vertical 1-Color, with WHITE (reverse) positioning statement

Corporate Logo Color Variations

For flexibility in usage and printing, there are several color variations of the WaterFurnace logo and accompanying positioning statement. 
Illustrated below are the approved positive and reverse color options for the WaterFurnace logo and positioning statement. Positive signatures 
may be applied to backgrounds ranging from white to 49 percent value of black as measured on a gray scale. Reverse signatures are applied 
to backgrounds ranging from 50 percent value of black to solid black. Included are logos for 4-color, 2-color and 1-color reproduction. Select 
the appropriate option to fit the reproduction specifications.

Brand Standards
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Unacceptable Logo Treatments

The only acceptable uses of the WaterFurnace logo are outlined in this manual. The WaterFurnace logo may not be modified in any way from 
its original proportions or type style.

Modifying Proportions

Do not scale the logo horizontally or vertically, skew or distort.

Other Modifications

1. Do not separate the icon from the type graphic.

2. Do not change the color or screen back the logo.

3. Do not use outlines.

4. Do not place on a background that reduces readability.

5. Do not reproduce the logo in a low-resolution or pixilated form.

6. Do not reset the logo text or change the typeface used in the logo.

Brand Standards
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