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these products are nearly limitless and can be
customized to complement any architectural style
and décor. Recent additions to Loewen are two
collections that represent unique extensions of the
Loewen brand.

The Loewen Cyprium Collection features cop-
per and bronze clad windows and doors that are
unique in design and construction. These hand-
wrought living surfaces develop distinct patinas
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manufacturer to receive FSC (Forest Stewardship
Council) chain of custody certification for an
entire line of Douglas Fir products.

Loewen is committed to reducing the impact it
makes on the environment while providing peace
of mind for environmentally conscious cus-
tomers. As public policy and personal values fol-
low the green movement, Loewen strives to be not
only an environmental steward but also a socially

consistency while providing flexibility for dealer
partners to be individual business entities.
Loewen is fiercely dedicated to the pursuit of
reaching the architectural community. This focused
approach extends beyond sensory appeal through
the use of imagery in advertisements and online
environments. Loewen marketing materials provide
architects with a clear statement of the brand that
builds partnerships, recognition and awareness of

that adopt and define the individual aesthetic char-
acter of the homes to which they belong.

The Loewen Bella Vista Collection features
custom-designed, hand-finished wood windows
and doors for luxury residential and light com-
mercial markets. The Collection includes a vari-
ety of wood species including Incense Cedar,
Alder, Fir, Mahogany and other available hard-
woods. A complete portfolio of interior and exte-
rior door styles are available, and custom window
styles include Inswing, Sliding and
Bifold windows.

RECENT DEVELOPMENTS

As the Loewen brand identity

exhibits increased awareness,

Loewen strives to maintain con-

sistency in all the environments

in which a customer experiences

Loewen — including the show-

rooms that allow customers to

view the exceptional products in

person. The organization developed the Showroom

Aesthetic Program to address the consistency of

their showrooms by implementing a standard aes-

thetic which ensures brand consistency.
Environmental stewardship is closely aligned

with many of the core values at Loewen. In 2006,

Loewen became the first major window and door

responsible corporation. Through responsible
design and manufacturing processes that eliminate
waste, Loewen demonstrates leadership in energy
conservation and environmental protection.

In 2007, Loewen announced the addition of
the Loewen LiftSlide into its standard product
line and introduced the Loewen Bella Vista
Collection. These investments also mark a signif-
icant point in the company’s history as they
are two of the largest acquisitions that Loewen

has made. These additions greatly
enhance the already strong product
portfolio and open the door to
more possibilities in the future.

PROMOTION
Loewen’s comprehensive market-
ing campaign includes advertising
(both print and online), public
relations, tradeshow presence
and promotional tools which con-
tribute to the success of the Loewen brand and
increase its reach and awareness.

The key message that appears on all Loewen
advertisements and promotional materials allows
the company to build brand awareness. It carries
the Loewen message of luxury positioning and
emphasizes a clear understanding of who the tar-
get segments are. The tagline, “Design. Create.

Inspire.” is the definitive
description of Loewen and the
fundamental display of the
brand’s character.

While national advertis-
ing conveys the well-defined
brand and message of Loewen,
the dealer network is a
strong contributor to reaching
the desired target audiences.
Through the expansion of the
current distribution system,
Loewen is able to provide
exceptional customer service
and still retain control over
the brand aesthetic and brand

——

the Loewen brand. To facilitate this essential con-
nection with the architectural community, Loewen
introduced Loewen Architectural Services, which
offers a comprehensive suite of solutions to make
architectural relationships efficient and effective.

BRAND VALUES

Loewen brand values are the culmination of every-
thing that relates to the brand — from the product
that Loewen produces to the messages relayed
through advertising to the guiding principles that
lead the organization. Loewen brand values are
Design, Precision Craftsmanship and Partnership.
The Loewen brand is a blend of the company’s val-
ues, products, history, image and visions. The brand
communicates an arrival to luxury.

For luxury homeowners — and the architects,
designers and custom builders who create their
dreams — Loewen is the brand that delivers an
unrivaled combination of artisanship, experience
and environmental sensibility in an extensive line
of Douglas Fir, FSC Douglas Fir and Mahogany
windows and doors.

THINGS YOU DIDN’T KNOW ABOUT

LOEWEN

O The first national marketing campaign
was the publication of a beekeeping equip-
ment catalogue.

O Some of Loewen’s first employees earned
between 12 and 20 cents per hour.

O The Loewen manufacturing facility is the
equivalent size of seven Canadian football
fields or ten American football fields.

O Loewen provides scholarships and bur-
saries to support employees and children
of employees.

O Loewen was the Recipient of the Eterne
Award from the Tree Canada Foundation
in 2001.
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