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What is Redwood?

Redwood is the name of our product and brand 
design system.

 

But Redwood is much more than a collection of 
colors, components, and best practices. It’s an 
ecosystem of distinctive ideas and practical tools 
designed to help you create a differentiated, yet 
consistent, brand expression for every customer 
touchpoint.

 

Redwood is rooted in a global perspective that 
reflects our shared humanity along with Oracle’s 
more than four decades of experience as a 
leading technology company. Our brand combines 
warmth with strength. It’s thoughtful, easily 
accessible, and always relevant.

 

The goal of everything we do—and every element 
of Redwood—is to put our people and customers 
at the center of one, undeniably Oracle story.

Data
Driven by



We are human, sophisticated, aspirational, and intelligent.

This is your brand filter.



These four core characteristics should be used as a 
filter to shape every interaction we have through our 
people, products, and communications.

 

You can adjust the balance of our brand attributes to 
meet the needs of different situations and to match 
your audience’s mindset.

 

For example, while an experience may call for a 
more sophisticated and intelligent expression, it’s 
still essential to incorporate human and aspirational 
elements to achieve an on-brand feel.      

Redwood brand attributes
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empowering, accessible, optimistic



At every touchpoint, we motivate, inspire, 
and connect people to the possibilities 
data and insights can unlock. Our 
optimism always leads to action.

Aspirational

warm, personal, humble



We show that people are at the 
center of everything we do through 
the humanity in our approach. We 
embrace a thoughtfully global 
perspective through warmth of 
colors, depth of content, and 
richness of meaning  

Human

intuitive, relevant, helpful



In each moment, we meet people in 
their context, role, and situation. The 
brand feels alive and responsive, ready 
to help people do less to achieve more.

Intelligent

modern, refined, strong



A refined strength in details, 
texture, and touch helps every 
interaction stand out in a sea of 
sameness. Our brand feels like an 
experienced and premium 
enterprise.

Sophisticated

Redwood
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If you’re a designer, apply our brand 
filter to every visual expression and 
follow the usage notes for creating on-
brand visuals and graphics.

Who is this guide for? 

Everyone at Oracle and external 
partners who communicate on 
behalf of our brand.

If you’re a marketer, use this guide 
to understand how your teams can 
deliver brand-compliant assets.

If you’re an agency partner, follow these 
guidelines as the Oracle brand team would 
and work with your Oracle stakeholder to 
ensure brand consistency.

Not all sections of this guide include the full extent of that topic’s content. Links to 
expanded and supporting guidelines are included at the back of this guide.

The Redwood Brand Style Guide covers the fundamentals of 
our design system, as well as marketing communications 
style and best practices. Use this resource to understand how 
to express our brand across all experiences.

How to use this guide



Logos and lockups
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It’s important to understand how our logos, lockups, 
and branded graphic elements work together—as well 
as with customer and partner logos—to maintain a 
consistent, clear, and credible brand identity.



Oracle logo

The Oracle logotype is our primary brand mark. The size, color, 
and placement of the logo will depend on the format, function, 
and purpose of your design layout.  

�

� Minimum size: 17.5 mm / 0.696 in / 57 px.�

� Never include a registration mark ® symbol�

� Don’t recreate or modify the Oracle logo.



Clear space

The minimum clear space to the left and right of the logo is 
equal to the cap height of the letter “O” in the logo. The clear 
space above and below the logo is equal to the height of the “O.”



Colors

The primary Oracle logo color is Oracle Red. On red or darker 
backgrounds, use the secondary reverse/white Oracle logo. Use 
black or bark for one-color print applications.

Logos and lockups 

Oracle Red is the primary color choice and should be 
used whenever possible when accessibility allows.

The reverse/white logo can be used on 
Oracle Red or darker backgrounds when 
accessibility allows.

Primary logo
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Use these lockups when promoting specific products and services within 
our apps and infrastructure ecosystem. Not all products and services 
qualify for a logo lockup.

Product and service logo lockups

Use when promoting top-level product and service offerings or business 
units. The Oracle Cloud logo should only be used with prior marketing 
leadership or brand approval.

Line-of-business logo lockups

Use our primary brand mark for the broadest audience, across all 
products and services, and at the corporate level.

Primary brand logo mark
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The logo and lockup examples on the right illustrate our brand 
logo hierarchy. Find the full taxonomy of Oracle product and 
service logos on Oracle Media Manager. 



Primary brand logo mark 

The Oracle logo is the default choice when speaking to the 
broadest audience, at a corporate level, or in cross-product 
marketing promotions. 



Line-of-business logo lockups  

Product line, industry, and subsidiary or business unit logo lockups 
should be used when promoting a specific product or service 
group to a more targeted audience.



Product and service logo lockups

Our product and service names appear below the Oracle logo in 
Oracle Sans Regular. Use Oracle Red for the brand logo and the 
color bark for the product or service name lockup. 



Don’t create your own logo lockups: Contact the Brand 
Experience team on Wrike to request design support for a new 
product or service logo lockup.


Logo hierarchy

https://omm.us.oracle.com:11443/otmm/ux-html/index.html?p=home
https://www.wrike.com/workspace.htm?acc=1572003&wr=1#/forms?formid=507550
https://www.wrike.com/workspace.htm?acc=1572003&wr=1#/forms?formid=507550


Partner logo lockup template

Customer examples

Partner examples

Customer logo lockup template
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Customer logos support content highlighting our customers’ 
achievements, so their logos always appear first, to the left of 
the Oracle logo. Lockups may be horizontal or vertical.

 

Keep in mind that the plus sign is a constant visual element 
that should not be scaled, distorted, or altered independently 
of the lockup.



Partner logo lockups 

Partner logos support content about how Oracle works with 
others to innovate, and they appear to the right of the Oracle 
logo. Lockups may be horizontal or vertical.

 

Note: Customer and partner logos should appear equal in 
scale to the Oracle logo. 


Customer and partner 
logo lockups



The clear space from the O-tag to the 
right edge of an asset should be equal 
to the width of the O-tag. 

The “O” in the O-tag should never be 
larger than the “O” in the Oracle logo.

The clear space from the O-tag to the right edge of a 
placement should be equal to the width of the O-tag. 



Position the O-tag in the bottom right corner 
of the asset or experience.

Lorem ipsum dolor sit 
amet adipiscing elit
Monday, December 15 
at 10:30 a.m. PT

Button
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The O-tag is a signature element in the Oracle design language 
that may be used in digital and analog marketing, as well as in 
our product user experiences.

 

The O-tag isn’t a replacement for the official logo. When using 
the O-tag for the first time in an asset or design, always use it 
with the full Oracle logo or with “Oracle” spelled out in the 
accompanying content.

 

Note: For social media posts published on Oracle-owned 
channels with a branded profile image, the O-tag can appear 
alone on graphics without an Oracle logo to avoid redundancy. 

 

Placement 

Position the O-tag in the bottom right corner of the asset or 
experience. If placing the tag in the bottom right isn’t feasible, 
position the tag in the upper right corner. The margin or 
padding between the right edge of the tag and the right edge 
of the asset should be equal to the width of the tag.

 

Sizing 

Sizing varies by application. However, the O-tag should always 
be a supporting element and never distract from the key 
message. The “O” in the O-tag should never be larger than the 
“O” in the Oracle logo in any given use case. 

O-tag



Unacceptable usage

Stretch or 
contort

Texture fill

Unauthorized color

Decorative elements

Fill

Angle

Chat bubble

Frame

Break

More than one

Official “O” graphic
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The “O” graphic, also referred to as the “racetrack,” originates 
from the letter “O” in the Oracle logo. Use it as a supporting 
element to reinforce the Oracle brand or provide a quick visual 
nod to the brand.   

 

The “O” graphic isn’t a replacement for the official logo. Always 
use the full Oracle logo with the first instance of the “O” graphic 
in an asset. 

 

Usage notes�

� Use the official “O” from the design library to create 
compositions.�

� Don’t stretch, angle, or otherwise distort the “O” graphic.�

� Always treat the “O” graphic with respect, as you would our 
full Oracle brand logo.



Do not create your own “O” graphic

Any stylization or illustration involving the Oracle logo and any 
of its parts, including the “O” graphic or O-tag, must first be 
reviewed and approved by the Brand team.



 



“O” graphic



Don’t

Change the color of the logo


Don’t


Stretch the logo


Don’t

Use the old logo or ® 
registration mark


®

Don’t


Put the Oracle logo inside any 
shape or confined block of color


®

Don’t


Rotate the logo


Don’t


Redraw the logo


Don’t


Create your own product 
or service lockups


Cloud 
ERP

Don’t


Create your own partner 
or customer lockups


Things to avoid

The examples on the right illustrate common 
logo and lockup mistakes to avoid. 
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Don’t


Place the O-tag in 
unauthorized positions


Lorem ipsum dolor sit 
amet adipiscing elit
Monday, December 15 
at 10:30 a.m. PT

Button
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The Redwood color palette was inspired by the beauty 
and resilience of nature. Our colors help us stand out 
from competitors by bringing a sense of warmth and 
unexpected delight to every user experience.

Color



Brand colors

Corporate, cross-product, GIU color palette

Our core Redwood brand colors are Oracle Red with supporting 
secondary colors. Use our main brand color palette for corporate, 
cross-product, and global industry unit (GIU) communications.   



Product color palettes

Oracle’s key product areas have their own color themes, designed 
for accessibility, contrast, and light-to-dark usage. 



For example, the color palette for Oracle Cloud Infrastructure (OCI) 
and Oracle Database is pine; for ERP, EPM, and SCM, it’s teal; for 
HCM, it’s rose; and for CX, it’s plum.   

Oracle Health and Oracle NetSuite have more detailed brand 
identities beyond their color palettes.



How and when to use Oracle Red

In product-specific as well as cross-product designs that use 
supporting brand colors and palettes, Oracle Red appears as a 
grounding element that helps build brand equity. Use Oracle Red 
mindfully, never as the dominant color in a composition�

� Use Oracle Red for our brand logo, O-tag, and as an accent 
color to build brand equity�

� Avoid using Oracle Red in text. Exceptions include when 
emphasizing a single word in ad copy headlines, statistics, or 
text-only calls to action.�

� Don't use tints of Oracle Red without Brand’s approval. 

Corporate, cross-
product, GIU

Slate 150
HEX: #3C4545

PMS: 447 C

CMYK: 61/42/45/57

Slate 100
HEX: #697778

PMS: 4187 C

CMYK: 60/42/41/12

Slate 50
HEX: #C2D4D4

PMS: 5527 C

CMYK: 16/4/9/9

Oracle Red
HEX: #C74634

PMS: 180 C

CMYK: 3/91/86/12

Brand Yellow
HEX: #F1B13F

CMYK: 0/21/77/0

Neutral 30
HEX: #F1EFED

PMS: Cool Gray 2 C

CMYK: 2/4/3/5

Tech, OCI

Pine 170
HEX: #1E3224

CMYK: 67/35/70/73

Pine 140
HEX: #33553C

CMYK: 71/34/77/47

Pine 100
HEX: #4C825C

CMYK: 66/23/71/19

Brand Yellow 170
HEX: #F0CC72

PMS: 134 C

CMYK: 0/12/60/0

Neutral 30
HEX: #F1EFED

PMS: Cool Gray 2 C

CMYK: 2/4/3/5

 CX

Neutral 30
HEX: #F1EFED

PMS: Cool Gray 2 C

CMYK: 2/4/3/5

Plum 170
HEX: #36293C

CMYK: 78/79/46/47

Plum 140
HEX: #594564

CMYK: 48/53/10/46

Plum 100
HEX: #846A92

CMYK: 46/51/10/9

Ocean 90
HEX: #558EA4

CMYK: 62/21/18/12

HCM

Neutral 30
HEX: #F1EFED

PMS: Cool Gray 2 C

CMYK: 2/4/3/5

Rose 170
HEX: #41242B

CMYK: 49/69/56/65

Rose 130
HEX: #7A4753

CMYK: 44/71/51/29

Rose 100
HEX: #A36472 

CMYK: 36/64/42/9

Plum 100
HEX: #846A92

CMYK: 46/51/10/9

ERP, EPM, SCM

Neutral 30
HEX: #F1EFED

PMS: Cool Gray 2 C

CMYK: 2/4/3/5

Teal 170
HEX: #1E3133

CMYK: 89/54/55/61

Teal 140
HEX: #315357

CMYK: 85/52/52/31

Teal 100
HEX: #4F7D7B

CMYK: 71/32/40/9

Pine 90
HEX: #5C926D

CMYK: 63/20/65/11

(ERP, EPM)

Sienna 60
HEX: #DEB068

CMYK: 13/31/60/0

(SCM)

Neutral 30
HEX: #F1EFED

PMS: Cool Gray 2 C

CMYK: 2/4/3/5

Sky 150
HEX: #06485F

CMYK: 100/61/35/25

Sky 120
HEX: #00688C

CMYK: 93/45/26/10

Sky 30
HEX: #E4F1F7

CMYK: 13/0/3/0

Sky 60
HEX: #8FBFD0

CMYK: 49/9/14/0

Sienna 50
HEX: #99C2A6

CMYK: 6/20/43/0

Health

Neutral 30
HEX: #F1EFED

PMS: Cool Gray 2 C

CMYK: 2/4/3/5

Ocean 180
HEX: #13212C

CMYK: 98/69/48/46

Ocean 120
HEX: #36677D

CMYK: 65/22/13/40

Ocean 60
HEX: #94BFCE

CMYK: 38/9/10/2

Ocean 30
HEX: #E7F2F5

CMYK: 12/2/3/1

Brand Yellow 160
HEX: #E2C06B

CMYK: 12/22/69/0

NetSuite
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Things to avoid

The examples on the right illustrate 
common color mistakes to avoid. 

Don’t

Use colors outside of the 
Redwood palette


Oracle and Accenture 
teamed up to prep you 
for the AI revolution 

Download the ebook

Don’t

Use gradients


Don’t

Make yellow a dominant color


( )*
>

Don’t

Use colors outside of the assigned 
product palette (OCI’s palette is pine)


Lorem ipsum dolor sit 
amet consectetur quisque
Lorem ipsum dolor sit amet consectetur nulla 
faucibus eget morbi sit bibendum quis at.

Don’t

Make Oracle Red a dominant color


Don’t

Overuse color


OCI’s superior price 
performance advances 
governments’ missions

Don’t

Use any color outside of yellow or 
Oracle Red for the dash


Explore Oracle Cloud 
Infrastructure in-depth with 
Technical Case Studies

Blog

E V E N T

Oracle Federal Forum
Lorem ipsum dolor sit amet 
consectetur nulla faucibus eget 
morbi sit bibendum quis at.

April 25, 2024  |  Washington, DC 

12–13 March 2024

Register Now
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Don’t

Recolor illustrations


Lorem ipsum
dolor sit amet consectetur nulla

faucibus eget morbi sit bibendum

Don’t

Use contrasting color combinations 
that cause visual vibration

CTA lorem

Lorem ipsum dolor 
sit amet, consectetur
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The combination of our two typefaces, Oracle Sans 
and Georgia Serif, is what makes our communications 
feel quintessentially “Redwood.”

Typography



Oracle Sans
Light / Regular / Semibold / Bold / Extra Bold
Weights

abcdefghijklmnopqrstuvwxyz 0123456789

ABCDEFGHIJKLMNOPQRSTUVWXYZ ?><”:}{+_?!@#$%&*;:’”

Uppercase/lowercase Special characters/numbers

Oracle

Database 

World
October 26–27, 2021

Americas

2024
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Primary typeface: Oracle Sans

Oracle Sans is our brand’s primary and proprietary typeface, 
created expressly for the Redwood design system. It features 
sharp, angular wedges tempered by refined curves.

 

Weights

You can use a mix of different weights of Oracle Sans in 
headlines, headings, and paragraphs in digital, motion, or 
static media.

 

When mixing weights, be sure to select weights with a distinct 
visual difference. Limit this practice to just once within a single 
user view to maintain a visually sophisticated, clean look.  



Color contrast

When choosing colors, always check to see if they pass web 
accessibility standards. You can test to see if your color 
choices meet standards using the tools provided in the Oracle 
Accessibility Guidelines. 

Our typefaces 

https://confluence.oraclecorp.com/confluence/pages/viewpage.action?pageId=435980327
https://confluence.oraclecorp.com/confluence/pages/viewpage.action?pageId=435980327


Georgia
Weights

Regular


Uppercase and lowercase Special characters and numbers

0123456789
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz

[”:}{+_?!@#$%&*;
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Secondary typeface: Georgia 

Georgia Serif (Regular) is our secondary typeface. Georgia Serif 
features typographic elements that both complement—and act as 
a counterbalance to—Oracle Sans. As a serif font, it feels less “big 
tech,” and it’s warmer and more personal than a sleek sans serif.



Usage notes�
� Georgia Serif works best in headlines, quotes, and graphic 

callouts�

� Use sparingly and never in body copy or long blocks of text�

� Only use regular weight, never bold�

� Don’t use it in numbered lists�

� Don’t mix Georgia with Oracle Sans in a single statement



Our typefaces 



We use a typographic hierarchy system to establish an order of 
importance within text-based content so readers can easily find 
the information they need. Always use the fewest levels of visual 
hierarchy and the smallest number of type styles needed to 
effectively deliver your message.  



Notes on headline style �
� While there are some exceptions, we generally use sentence 

case for editorial headlines, with no ending punctuation, to 
align with our approachable, conversational voice and tone�

� When using sentence case, only capitalize the first word of 
the headline and any proper nouns (for example, product, 
publication, or event names). Example: Learn from experts 
and your peers at Oracle CloudWorld

Type hierarchy
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Things to avoid

The examples on the right illustrate 
common typography mistakes to avoid.

Don’t

Use sans serif typefaces 
other than Oracle Sans


Introducing the 
next class of cloud 
infrastructure

Don’t

Use serif typefaces other 
than Georgia Serif


Introducing the next class 
of cloud infrastructure

Don’t

Mix Oracle Sans and Georgia Serif 
within a single phrase or sentence


Introducing the 
next class of cloud 
infrastructure

Don’t

Mix weights and type sizes within 
a single phrase or sentence


Introducing the 
next class of cloud 
infrastructure

Don’t

Mix type weights and all caps within 
a single phrase or sentence


Introducing the 
NEXT CLASS of 
cloud infrastructure

Don’t

Add drop shadows or outlines 
or warp or skew the text


Don’t add drop shadows

Don’t outline

Don’t

Use all caps


Introducing the 
next class of cloud 
infrastructure

Don’t

Use tight leading


Don’t

Highlight multiple words or phrases


The first cloud built and optimized specifically 
to support workloads, Oracle 
Cloud enables companies of any size to run 
their most mission-critical, , and 
high-performance database and applications.

enterprise-class 

high-volume

The first cloud built and optimized specifically 
to support enterprise-class workloads, Oracle 
Cloud enables companies of any size to run 
their most mission-critical, high-volume, and 
high-performance database and applications.
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Every interaction people have with our brand should 
feel human, sophisticated, aspirational, and intelligent
—and our brand voice plays a critical role. 

Voice and tone



Whether connecting with people through live events, 
advertising, or product messaging, our voice should 
sound like it’s coming from one familiar and credible 
source who understands their audience’s needs.  

If voice is an extension of our core personality, tone is 
how we express that voice. While our brand voice is 
always human, sophisticated, aspirational, and 
intelligent, our tone of voice should shift to suit the 
message’s context and our audience’s mindset.  

Study these four tone tenets to understand how they 
work together and how you can dial them up or down 
for different audiences and situations.

Tone of voice 

Open and engaging, our language is relatable, but it shouldn’t be 
so friendly that it makes interactions feel forced. We respect and 
earn our audience’s time by considering their needs before ours.



Human is welcoming, personal, respectful, sincere

Human isn’t cold, overbearing, whimsical

Human

We speak confidently and with integrity, staying on topic and 
getting to the point. Our language is refined, but not formal or 
self-important. When our audience’s needs call for complex 
solutions, we deliver them in precise detail.



Sophisticated is strong, refined, current

Sophisticated isn’t complex, superior, dull

Sophisticated 

We don’t just talk about the future—we describe how to get 
there. We use a hopeful, positive tone that makes someday 
achievements feel tangible today. Our words should inspire 
and empower action for everyone.     



Aspirational is accessible, empowering, optimistic, grounded 

Aspirational isn’t self-centered, boastful, difficult 

Aspirational 

We consider our audience’s context so we can offer relevant 
information. We’re tuned in to their needs and understand how 
to support them. While we sound smart, we don’t sound like 
we know it all—or expect them to.   



Intelligent is intuitive, relevant, direct, responsive 

Intelligent isn’t unclear, arrogant, impatient 

Intelligent 

D�
� Connect with and engage your 

audience. Acknowledge their needs 
before promoting Oracle�

� Tip: Use contractions (“we’re,” not 
“we are”) for a more natural, 
conversational feel.

Don’�
� Boast or lead messaging with self-

promoting language�

� Overuse exclamation points, which 
can read as insincere or overbearing�

� Use slang or cultural   references 
unfamiliar to a global audience.

D�
� Remove complex constructions and 

word clutter�

� Be discerning and concise. Prioritize 
quality (words and information) over 
quantity�

� Use clear value statements. Back up 
claims with relevant details.

Don’�
� Use dated terms of business formality.�

� Talk over readers’ heads, condescend, 
or use unnecessarily complicated 
language�

� Use passive voice, which both adds 
complexity and weakens your tone.

D�
� Use specifics when referencing 

future technology or ingenuity�

� Reinforce messaging with clear 
calls to action.

Don’�
� Speak in vague, broad, or hypothetical 

terms. Don’t use a phrase such as 
“future-ready” without backing it up 
with specifics�

� Use tech industry and business clichés. 

D�
� Be clear and stay on topic�

� Be proactive. Anticipate and address 
your audience’s needs and context�

� Give your audience credit for being 
smart, regardless of technical skill level. 

Don’�
� Use overly technical language or industry 

jargon for nontechnical audiences�

� Use clever language, such as metaphors or 
puns, that might confuse your audience.
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Achieving an on-brand and situationally appropriate tone of 
voice depends on structure, style, and word choices. Here are 
three basic things to keep in mind as you write�

� Think about your audience: What tone of voice fits their 
needs and mindset? Always speak to your audience in a 
relevant and helpful way�

� Think about your channel: How should your tone of voice 
shift for the communication type or setting�

� Think about the context: What other factors might affect 
how your message will be received?



Use the tips on the right as a checklist when writing Oracle 
communications. For more detailed tips, download the full 
Oracle Voice and Tone Guidelines. 




Writing for our voice
Check your tone of voice against your audience’s mindset and context.


Address customer needs before describing product capabilities.


Give readers a clear next step with actionable and in-context call to 
action (CTA) copy.


Use contractions (“we’re” instead of “we are”) for a more casual tone.


Use sentence case instead of title case in headlines.


Be conversational and friendly, but don’t overdo it with slang, 
exclamation points, jokes, or clever language.


Avoid business or industry jargon, clichés, and overused marketing 
words (for example, “cutting edge,” “automagically,” “best in class”).


Avoid biased, outdated, gendered, or ableist language.


Fact-check and support any claims with specific proof points that can 
be substantiated.
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https://omm.us.oracle.com:11443/otmm/ux-html/index.html?p=folders%2F40104419%40JTIwUmVkd29vZCUyMGJyYW5kJTIwYXNzZXRz%253A_%253AARTESIA.PUBLIC.TREEN%253A40000277%253A40104419%40%400x200xdescxNAME%40%40bm9uZQ%253D%253D%40bm9uZQ%253D%253D%40ZW5fVVM%253D%40%40JTIyJTdCJTVDJTIyZmFjZXRzJTVDJTIyJTNBJTVCJTVEJTdEJTIy%40%2522%257B%257D%2522%40bm9uZQ%253D%253D%2F40669928%40MetaData


Use active, not passive, voice (Marta drove the car, not The car was 
driven by Marta).


Don’t use ending punctuation on headlines unless it’s a question.


Use subheads and paragraph breaks to help readers quickly scan 
content.


Use parallel sentence/phrase construction within a bulleted list. 


Close up spaces before or after hyphens-, en dashes–, and em dashes—.  


Don’t use an ampersand (&) in place of the word “and.” 


Use the serial (Oxford) comma in lists of more than two things. 


Put calls to action (CTAs) in sentence case with no ending punctuation 
(proper names/titles should still be capitalized). 


Read, review, and revise.

Consistency in how we use language is as critical to Oracle’s 
brand as consistency in our design. Refer to the tips on the 
right for some basic brand style and punctuation rules.



Download the Oracle Brand Editorial Style Guide for a 
comprehensive listing of industry- and business-specific 
terminology as well as grammar and punctuation usage rules 
unique to Oracle. The simplest way to use this guide is to use 
the search function to find what you’re looking for.



Notes on headline style �
� While there are some exceptions, we generally use sentence 

case for editorial headlines, with no ending punctuation, to 
align with our approachable, conversational voice and tone�

� When using sentence case, only capitalize the first word of 
the headline and any proper nouns (for example, product, 
publication, or event names). Example: Learn from experts 
and your peers at Oracle CloudWorld




Editorial style
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https://omm.us.oracle.com:11443/otmm/ux-html/index.html?p=folders%2F41176080%40RWRpdG9yaWFsJTIwc3R5bGUlMjBndWlkZQ%253D%253D%253A_%253AARTESIA.PUBLIC.TREEN%253A40000277%253A40104419%253A41176080%40%400x200xdescxNAME%40%40bm9uZQ%253D%253D%40bm9uZQ%253D%253D%40ZW5fVVM%253D%40MA%253D%253D%40JTIyJTdCJTVDJTIyZmFjZXRzJTVDJTIyJTNBJTVCJTVEJTdEJTIy%40%2522%257B%257D%2522%40bm9uZQ%253D%253D%2F41673879%40MetaData
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Redwood textures and shapes signify that data is in 
everything we do, and the hand-drawn original designs 
display a human touch inspired by global art. Each unique 
texture helps create a differentiated brand experience.

Textures and shapes



Use data textures to give depth and visual interest to 
backdrops or to highlight a particular design element. 
Texture should always aim to enhance, not distract. 
Don’t create your own data textures.

Data textures

Sample selection of data textures

Data Texture_01 Data Texture_02 Data Texture_03 Data Texture_04

Data Texture_05 Data Texture_06 Data Texture_07 Data Texture_08
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Redwood offers a set of abstract shapes that can be used as 
building blocks to create unique compositions in background 
graphics or to frame content.

 

Like data textures, abstract backgrounds add a sense of depth 
and visual interest. The organic shapes in these backgrounds help 
balance out technical or complex content with a human touch. 
  
Abstract backgrounds should never interfere or compete with key 
ideas or messages. Use these elements sparingly and 
intentionally to enhance, frame, or ground the main content.

 

In most cases, you’ll use these backgrounds to frame content. In 
some cases, you may need to use them as a supporting visual 
when there isn’t an image that fits the message.

Abstract shapes and 
backgrounds

Sample selection of abstract shapes

CROs gain 
competitive edge 
with Oracle Cloud
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Things to avoid

The examples on the right illustrate common 
texture and shape mistakes to avoid. 

Don’t

Scale data textures up or down to 
the extent they lose their meaning


Don’t

Use too many different data 
textures in the same composition


Don’t

Overlap data textures


Oracle Lorem ipsum 
dolor sit teuer elit

Don’t

Use colors outside of the 
Redwood palette in data textures


Don’t

Distort data textures


Lorem ipsum

L O R E M  I P S U M

Oracle Lorem ipsum 
dolor sit teuer elit

Oracle Lorem ipsum 
dolor sit teuer elit

Oracle Lorem ipsum 
dolor sit teuer elit

Don’t

Redraw shapes

CTA lorem

Lorem ipsum dolor 
sit amet, consectetur

Don’t

Redraw data textures


82%
of lorem ipsum 
dolor sit amet 
consecteteur
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Don’t

Use colors that will affect copy legibility


Don’t

Overuse shapes


Oracle Lorem ipsum 
dolor sit teuer elit



Our photography is photojournalistic and authentic, 
featuring relatable and relevant situations and settings. 
Images are uncluttered, with an easily identifiable point 
of view. And the people pictured are just like the rest of 
us—focused on what matters most.

Photography
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Photography helps us tell a richer story and create stronger 
connections with our audiences. Whether we’re highlighting our 
customers, industry settings, products, or everyday moments, 
our images should make viewers feel as if they've been 
transported into the scene.



Choosing between photography and illustration

Use photography to show real-world industries, situations, and 
people and bring additional warmth to marketing 
communications. Use illustration to help communicate abstract 
or technical concepts and scenarios that can’t be depicted in 
photography.



Respect copyright laws

You must license and purchase stock images. 
Preferred stock vendors include Getty and Shutterstock. 
Don’t use free stock image sites (Pexels, Unsplash, and so on).



If you need any additional rights guidance, please contact the 
Oracle Legal Trademark and Copyright Group and review the 
Oracle Copyright Compliance Policy.




Photography
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https://mysites.oracle.com/legal/legal.html
https://my.oracle.com/site/legal/cnt788052.pdf


Consider how your viewers’ context should influence your imagery 
and then use our four brand attributes as a filter to help you choose 
or create images that resonate with your audience.



Human

Images reflect the world we live in, filled with real people and 
relatable moments that feel like situations we could find ourselves in.



Sophisticated

Images are free of unnecessary details, with a clear, intentional focus 
on the main subject that viewers can easily understand.



Aspirational

Images express possibilities and achievable goals while inviting 
viewers to see themselves as a participant in the story.



Intelligent

Images communicate that we deeply understand the topic and what 
matters to the people involved in the story as well as our viewers.

Photography tenets 
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� Capture the in-between gestures or motions of facial 

expressions, poses, and interactions�

� Consider diversity and inclusion to represent our global 
community�

� Show people engaged in realistic situations�

� Ensure people don’t look like models—they should have natural 
imperfections and unique qualities.

� Select spaces with distinguishing details that add industry 
context�

� Style empty rooms so they look like an active living space or 
workspace�

� When needed, select or shoot images with angles that help 
interiors feel uncluttered�

� Use people placed in the scene to show environmental or 
industrial scale�

� Feature people who are engaged and interacting with their 
surroundings�

� Use natural lighting, especially during dawn, dusk, “the 
golden hour,” or cloudy days that create soft and short 
shadows.

� Realistically reflect how people interact with technology�

� Use close-ups on hands holding devices to show context 
and purpose related to the workplace�

� Represent technology as helping people work�

� Display actual, current product UI in visible device screens�

� Capture subjects holding devices while still engaged with 
others or their surroundings instead of only looking at a 
screen.
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Don’t

Use photos in which the backs of 
devices are the primary focal point


Don’t

Use photography with superimposed 
graphics or fictional UX


Don’t

Use images with obviously staged 
scenarios or compositions, studio 
settings, and unnatural angles

Don’t

Use images where lighting is overly 
dramatic or contrast is tonally too stark


Don’t

Use images with blown-out 
backgrounds (for example, a 
shot taken directly into the sun)


Don’t

Show devices with blank screens 
or featuring non-Oracle UI


Don’t

Crop images so closely that 
the context becomes unclear


Don’t

Use unrealistically perfect 
or clearly altered images


Don’t

Use images with no point 
of focus or interest


Things to avoid

The examples on the right illustrate 
common photography mistakes to avoid. 
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Illustrations should be uncluttered and clear, with a 
focus on key elements that support the accompanying 
messaging. They’re intended to enhance, not describe. 
Avoid overcomplicating illustrations with detailed 
backgrounds or environments.

Illustration



Key illustration ingredients

�� An organic, intentionally imperfect feel with hand-drawn 
shapes and lines, visible brush strokes, and rough edges�

�� Redwood data and overlay textures that selectively add visual 
interest and impact and are artfully applied to compositions�

�� Redwood abstract shapes with integrated data textures that 
bring focus and clarity to the central concept�

�� Redwood design system colors that add a rich, warm, and 
inviting tone to our brand and product communications.
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Redwood illustrations include four foundational visual elements.

1

3

2

4



Find the complete library of Brand-approved Redwood illustrations on Oracle Media Manager.
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https://omm.us.oracle.com:11443/otmm/ux-html/index.html?p=folders%2F40104515%40UmVkd29vZCUyMGlsbHVzdHJhdGlvbnM%253D%253A_%253AARTESIA.PUBLIC.TREEN%253A40000277%253A40104419%253A40104515%4012775%400x200xdescxNAME%40%40bm9uZQ%253D%253D%40bm9uZQ%253D%253D%40ZW5fVVM%253D%40%40JTIyJTdCJTVDJTIyZmFjZXRzJTVDJTIyJTNBJTVCJTVEJTdEJTIy%40%2522%257B%257D%2522%40bm9uZQ%253D%253D
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Expressive enough for stylized use on a larger scale—
yet minimal enough to be used in smaller spaces such 
as websites and diagrams—our icons add supporting 
context without distracting from the main content.

Iconography



Detect
changes from 
digital signals

A distributed cloud that can be wherever you need it
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Our primary icon collection is designed for use in 
marketing materials—presentations, infographics, 
and so on—to help explain complex ideas and 
concepts, especially when space is limited.

 

Find an extensive library of Redwood marketing icons 
on Oracle Media Manager.



Usage notes�
� Check the color contrast for web accessibility 

standards�

� When using multiple icons, use the same line 
weight for each icon.



Note: If you’re looking for product and service icons 
for use in technical diagrams, contact the 
Documentation team through their Confluence page.  

Marketing icons

https://omm.us.oracle.com:11443/otmm/ux-html/index.html?p=folders%2F40661723%40UmVkd29vZCUyMG1hcmtldGluZyUyMGljb25z%253A_%253AARTESIA.PUBLIC.TREEN%253A40000277%253A40104419%253A40661723%4048067%400x200xdescxNAME%40%40bm9uZQ%253D%253D%40bm9uZQ%253D%253D%40ZW5fVVM%253D%40%40JTIyJTdCJTVDJTIyZmFjZXRzJTVDJTIyJTNBJTVCJTVEJTdEJTIy%40%2522%257B%257D%2522%40bm9uZQ%253D%253D
https://confluence.oraclecorp.com/confluence/display/DLPP/Request+a+graphic+or+diagram


Don’t

Use colors outside the Redwood palette


Don’t

Fill in icons


Don’t

Make patterns with icons


Don’t

Change line thickness


Don’t

Use gradients on icons


Don’t

Use textures on icons


Don’t

Stylize the stroke


Don’t

Use non-Redwood icons


Don’t

Combine multiple icons


Things to avoid

The examples on the right illustrate 
common iconography mistakes to avoid. 
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We use minimal video graphics to help frame the 
context of the story and provide additional information 
that advances the narrative. Graphics should never feel 
disruptive or distract viewers from the story.

Video graphics



Video graphics

Titles:�
� Video title screens aren’t required�

� If you do include an on-screen title, it may be in sentence case or 
title case, depending on the context of your content�

� Titles appearing on video thumbnails should always be in title case�

� Use either Georgia or Oracle Sans for video titles.    

 

Lower thirds:�

� Use lower thirds to identify on-screen subjects the first time they 
appear�

� Speaker names should be in Georgia and their titles can be in Oracle 
Sans, either in sentence case or all caps�

� Don’t add drop shadows to the text.  

 

Supers:�

� On-screen copy conveys additional information not provided by 
speakers or in a voiceover�

� Use Oracle Sans Bold for superimposed copy.  

 

Lists:�

� Animated lists are used to highlight product details and key points�

� Use Oracle Sans Light for list copy and text colors that are easy to 
read against backgrounds.   


 

End slates:�

� Every video should close with an ending sequence that animates 
the “O” graphic into the full Oracle logo�

� Look for background shots where the logo will stand out without 
competing with the footage or interfering with people’s faces. If no 
suitable shot is available, use an opaque end slate. 

Titles Lower thirds

Supers

End slate End slate with customer

Lists
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Built to

Win
Happy Year of the Rabbit

May this year bring you hope, peace, and good fortune.

AI is changing everything. Make sure it’s the change 
your business wants.

Oracle

9,458,301 followers

Promoted

AI for business results

oracle.com

AI is changing everything. Make sure it’s the change 
your business wants.

Oracle

9,458,301 followers

Promoted

See the benefits of embedded AI (not 
bolted-on AI)

Intelligence 

with intent

We’ve gathered several real-world examples of the 
Redwood design system put to work in marketing creative 
for events, advertising, and more marketing expressions.
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Brand expressions



Brand expressions
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Brand expressions
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New match

Data
Driven by

CLOUD PARTNER

Learn why ›

4 of the top 5 US grocers trust 

Oracle Cloud Applications

Global Strategy Update FY25

The Oracle
AI Advantage

Nominations opening soon

Oracle APAC Partner 
Solution Innovation 
Award 2023



Brand expressions
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Brand expressions
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Oracle Fusion Applications marketing asset examplesOracle Fusion Applications App 
Store home screen  

Lorem Ipsum Dolor  
Sio Amet Con Sec

Lorem ipsum dolor sit amet consecte 

tur adipiscing elit integer comet.

Please select your product interest

To download the guide, select the technology you’re interested in and provide your contact details.

Submit

Vorem ipsum dolor sit amet, 
consectetur adipiscing elit.

Rorem ipsum dolor sit amet, consectetur adipiscing elit. Etiam eu turpis 
molestie, dictum est a, mattis tellus. Sed dignissim, metus nec fringilla 
accumsan, risus sem sollicitudin lacus, ut interdum tellus elit sed risus. 
Maecenas eget condimentum velit, sit amet feugiat lectus. 

Oracle Applications graphics

Our brand marketing expression for Oracle 
Applications uses graphics inspired by the product 
colors and interlocking shapes of Oracle's apps 
icons, which were designed by the Product UX 
Design team to uniquely identify the suite’s 
connected products and services.

Note: These icons aren’t intended for use as a 
product or application logo.

Fusion 
Apps

NetSuiteOracle 
Health

Supply Chain 
Management

Human Capital 
Management

Enterprise 
Resource 
Planning

Customer 
Experience

Enterprise 
Performance 
Management
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Brand Experience Team Site


Contact  
Marcy Kelley, Director of Creative Operations

Work with us

Video thumbnail image specs 


Oracle Accessibility Guidelines


Redwood PowerPoint templates


Redwood Word templates

Brand assets (logos, fonts, colors, etc.)


Social Media Marketing Style Guide


Field Marketing Events Kits


Redwood Product UX Design 

Redwood Brand Photography Style Guide


Redwood Typography Style Guide


Oracle Voice and Tone Guidelines


Brand Editorial Style Guide

All links require Oracle SSO or VPN to access. If you’re an agency partner, please 
work with your Oracle contact to request assets and guidelines.


Tip: Want to keep track of updates to the Redwood style guide and brand assets? 
Just click the Subscribe icon on a folder or asset in Media Manager to receive email 
notifications when assets are uploaded.

Resources

https://mysites.oracle.com/BrandExperience/
https://mysites.oracle.com/corp-mkg-video-hosting/resources-a-z/thumbnail-guidelines---template.html
https://confluence.oraclecorp.com/confluence/pages/viewpage.action?pageId=435980327
https://omm.us.oracle.com:11443/otmm/ux-html/index.html?p=folders%2F40485278%40UG93ZXJQb2ludCUyMFRlbXBsYXRlcw%253D%253D%253A_%253AARTESIA.PUBLIC.TREEN%253A40000277%253A40104419%253A40104513%253A40485278%40%400x200xdescxNAME%40%40bm9uZQ%253D%253D%40bm9uZQ%253D%253D%40ZW5fVVM%253D%40MA%253D%253D%40JTIyJTdCJTVDJTIyZmFjZXRzJTVDJTIyJTNBJTVCJTVEJTdEJTIy%40%2522%257B%257D%2522%40bm9uZQ%253D%253D
https://omm.us.oracle.com:11443/otmm/ux-html/index.html?p=folders%2F40485277%40V29yZCUyMFRlbXBsYXRlcw%253D%253D%253A_%253AARTESIA.PUBLIC.TREEN%253A40000277%253A40104419%253A40104513%253A40485277%40%400x200xdescxNAME%40%40bm9uZQ%253D%253D%40bm9uZQ%253D%253D%40ZW5fVVM%253D%40MA%253D%253D%40JTIyJTdCJTVDJTIyZmFjZXRzJTVDJTIyJTNBJTVCJTVEJTdEJTIy%40%2522%257B%257D%2522%40bm9uZQ%253D%253D
https://omm.us.oracle.com:11443/otmm/ux-html/index.html?p=folders%2F40104419%40%40%400x200xdescxNAME%40%40bm9uZQ%253D%253D%40bm9uZQ%253D%253D%40ZW5fVVM%253D%40%40JTIyJTdCJTVDJTIyZmFjZXRzJTVDJTIyJTNBJTVCJTVEJTdEJTIy%40%2522%257B%257D%2522%40bm9uZQ%253D%253D
https://omm.us.oracle.com:11443/otmm/ux-html/index.html?p=folders%2F41154221%40U29jaWFsJTIwbWVkaWElMjBtYXJrZXRpbmclMjBndWlkZWxpbmVz%253A_%253AARTESIA.PUBLIC.TREEN%253A40000277%253A40104419%253A41154221%40%400x200xdescxNAME%40%40bm9uZQ%253D%253D%40bm9uZQ%253D%253D%40ZW5fVVM%253D%40MA%253D%253D%40JTIyJTdCJTVDJTIyZmFjZXRzJTVDJTIyJTNBJTVCJTVEJTdEJTIy%40%2522%257B%257D%2522%40bm9uZQ%253D%253D%2F42179808%40MetaData
https://oradocs.oracle.com/documents/link/LF1C36C4AC79767668B65684843A629CCFCD3DA4E2AB/folder/F2049D773E1DDE45048ACC6833E66B9E852CC87FDEC8/_Field_Event_Kits_Design_Assets___Source_Files
https://redwood.oracle.com/
https://omm.us.oracle.com:11443/otmm/ux-html/index.html?p=folders%2F42154284%40R3VpZGVsaW5lcw%253D%253D%253A_%253AARTESIA.PUBLIC.TREEN%253A40000277%253A40104419%253A42154284%40%400x200xdescxNAME%40%40bm9uZQ%253D%253D%40bm9uZQ%253D%253D%40ZW5fVVM%253D%40MA%253D%253D%40JTIyJTdCJTVDJTIyZmFjZXRzJTVDJTIyJTNBJTVCJTVEJTdEJTIy%40%2522%257B%257D%2522%40bm9uZQ%253D%253D%2F42603519%40MetaData
https://omm.us.oracle.com:11443/otmm/ux-html/index.html?p=folders%2F40104419%40JTIwUmVkd29vZCUyMGJyYW5kJTIwYXNzZXRz%253A_%253AARTESIA.PUBLIC.TREEN%253A40000277%253A40104419%40%400x200xdescxNAME%40%40bm9uZQ%253D%253D%40bm9uZQ%253D%253D%40ZW5fVVM%253D%40%40JTIyJTdCJTVDJTIyZmFjZXRzJTVDJTIyJTNBJTVCJTVEJTdEJTIy%40%2522%257B%257D%2522%40bm9uZQ%253D%253D%2F41108713%40MetaData
https://omm.us.oracle.com:11443/otmm/ux-html/index.html?p=folders%2F40104419%40JTIwUmVkd29vZCUyMGJyYW5kJTIwYXNzZXRz%253A_%253AARTESIA.PUBLIC.TREEN%253A40000277%253A40104419%40%400x200xdescxNAME%40%40bm9uZQ%253D%253D%40bm9uZQ%253D%253D%40ZW5fVVM%253D%40%40JTIyJTdCJTVDJTIyZmFjZXRzJTVDJTIyJTNBJTVCJTVEJTdEJTIy%40%2522%257B%257D%2522%40bm9uZQ%253D%253D%2F40669928%40MetaData
https://omm.us.oracle.com:11443/otmm/ux-html/index.html?p=folders%2F41176080%40RWRpdG9yaWFsJTIwc3R5bGUlMjBndWlkZQ%253D%253D%253A_%253AARTESIA.PUBLIC.TREEN%253A40000277%253A40104419%253A41176080%40%400x200xdescxNAME%40%40bm9uZQ%253D%253D%40bm9uZQ%253D%253D%40ZW5fVVM%253D%40MA%253D%253D%40JTIyJTdCJTVDJTIyZmFjZXRzJTVDJTIyJTNBJTVCJTVEJTdEJTIy%40%2522%257B%257D%2522%40bm9uZQ%253D%253D%2F41673879%40MetaData



