
Honeywell’s powerful brand is one of the company’s most valuable asset. Building and protecting the brand by adhering to our standards is everyone’s 
job. The Honeywell Brand Guidelines takes you step by step through our commitment to the brand strategy, the brand architecture, and to Honeywell’s 
brand management. Citrix Systems, Inc. and its affiliates (collectively “Citrix”) count their brands among their most valuable corporate assets.  Brand 
attributes define Citrix, and proper and consistent use of Citrix’s trademarks is vital to protect the Citrix brands.  These guidelines have been developed 
to help licensees and other third parties answer common questions about proper use of Citrix’s trademarks.  The status of Citrix’s trademarks is subject 
to change, and it may be necessary to revise these guidelines from time to time.  It is your responsibility to comply with the most current version of these 
guidelines.  Please refer to the Citrix.com web site for updated versions of these guidelines. If you are a licensee, you must consult your agreement with 
Citrix for any additional or different requirements applicable to your use of Citrix’s trademarks.  In the event of a conflict, the terms of your agreement 
control.  Positioning Massey as a strong brand  helps the University to differentiate itself from other providers  and gives Massey a long-term competitive 
advantage. The brand is  crucial to the university’s long-terms success, so we all  need to take responsibility for protecting the Massey University  brand. 
These Brand Identity Guidelines have been developed to help Massey  University’s staff and suppliers maintain a consistent, high-quality  visual brand 
identity in target markets and the wider community. In order to maintain consistency and preserve the Google  brand identity, the only acceptable version 
of the Google logo is the  one that appears after implementation of Google Free. Please note:  if you are using Google Free SafeSearch, your graphic 
will be a special  Google SafeSearch logo that is embedded in the code and will have the  word SafeSearch underneath the Google logo. FRANK has 
been designed to have a very clean, simple and confident look and feel. The black and white design on recycled paper and the street-style illustrations 
are easy on the eye, rather than being glossy or authoritative. They’re easy to photocopy too. It’s all about getting the facts across with a human tone, 
rather than talking down to anyone. It’s a good idea to read your words out loud when writing on behalf of FRANK, to make sure FRANK sounds warm 
and friendly rather than cold and patronising. When you are writing a FRANK title or writing in a FRANK tone, try to be short, clear and warm. So ‘FRANK 
Brand Guiance’ becomes ‘How to be FRANK’ – it does the same job but in a friendlier way. ABCDEFGHIJKLMNOPQRSTUVWXYZabcdefghijklm-
nopqrstuvwxyz1234567890!?@£%&(),.:; ABCDEFGHIJKLMNOPQRSTUVWXYZ abcdefghijklmnopqrstuvwxyz 1234567890!?@£%&(),.:; A number of 
documents are available to support organisations who have permission to use the Institute’s brand. The Brand Guidelines provides detailed guidance on 
using the Institute’s logo and strapline. The Application of the Chartered Management Institute Brand Image provides practical examples of the Institute’s 
brand in use on a range of promotional materials.  The general rule is that the CPA logo is for member-to-member or administrative applications; while the 
brand logo would be used for promotion of the profession of physiotherapy to consumers, clients and other external stakeholders.  Please do not hesitate 
to contact either Anthony Fuchs (afuchs@physiotherapy.ca) or Kathy Hay (khay@physiotherapy.ca), if you have any questions about this distinction. 1.   
 The brand logo must always be reproduced from the official reproduction material provided. The symbol and tagline are one entity and as such, may not 
be used separately. All artwork has been supplied to make application as easy as possible. 2.  It is highly recommended that the standard sheets, guide-
lines and images be made available to all communications and graphic artists with whom you work to ensure the use is smooth, consistent and in keeping 
with The Brand System. 3.While English-only and French-only logos have been provided, the complete identity is bilingual.4.   To allow for flexibility when 
applying the brand identity, we have developed standards that provide alternative formats or variations on the core elements. The approved variations to 
the brand logo are identified on the Branding Standards sheet. 5.  The ball is always to be printed in red, unless the production is black and white only. No 
other colour is acceptable. 6. The colours of the CPA corporate logo and the brand logo have been matched to ensure that stationery continues to be 2-
colour productions (red is PMS 485 and black; the shadow of the path of the ball is a screen of black, not another colour, except in unique applications).
7.   The size and space relationships between the symbol and tagline must never be altered. 8. Caution should be taken to ensure good quality production 
of the brand identity at all times, for example with fax cover pages. 9. Animation of the brand identity for application on web sites is strongly discouraged 
unless done in consultation with National Communications. We have, however, developed an interactive screensaver program. These standards and 
guidelines have been developed to s. The BuyIT.gov name and mark, including our slogan, embody and reflect the professionalism and focus we apply to 
our work every day. It is incumbent upon all BuyIT.gov contractors and subcontractors to aspire to the highest levels of quality, service and integrity in all 
business dealings and endeavors with the Government. After all, that is why you were pre-qualified to offer services through BuyIT.gov in the first place. 
Because trademarks are such valuable assets, they must be treated with the kind of care one would show any valuable possession. This publication 
explains the relatively simple rules that must be followed to ensure that the BuyIT.gov marks remain strong. These rules should be followed on all business 
documents, correspondence, advertisements, brochures, and other forms of communication allowable. By honoring these simple rules, all BuyIT.gov 
contractors and subcontractors help assure the integrity of the term: BuyIT.gov, The better way to BUY IT.  The brand that should appear on end credit 
sequences is BBC Wales. This applies to all programmes from all departments, including Sport and News. Any mention within programmes (including 
any visual branding) should refer to BBC Wales for English language programmes, or BBC Cymru Wales if there is a joint use of footage with a Welsh 
language programme. This includes graphic panels for interviews in the foyer of a theatre, for instance. There is a separate set of guidelines for Welsh-
language only programmes, which have to conform to S4C’s brand guidelines. ALOVE is The Salvation Army for a new generation. It’s a new sub-brand 
of The SalvationArmy for young people and young adults. It’s the expression of The Salvation Army’s youth ministry strategy for the UK and Republic 
of Ireland. Honeywell’s powerful brand is one of the company’s most valuable asset. Building and protecting the brand by adhering to our standards is 
everyone’s job. The Honeywell Brand Guidelines takes you step by step through our commitment to the brand strategy, the brand architecture, and to 
Honeywell’s brand management. Citrix Systems, Inc. and its affiliates (collectively “Citrix”) count their brands among their most valuable corporate assets.  
Brand attributes define Citrix, and proper and consistent use of Citrix’s trademarks is vital to protect the Citrix brands.  These guidelines have been de-
veloped to help licensees and other third parties answer common questions about proper use of Citrix’s trademarks.  The status of Citrix’s trademarks is 
subject to change, and it may be necessary to revise these guidelines from time to time.  It is your responsibility to comply with the most current version of 
these guidelines.  Please refer to the Citrix.com web site for updated versions of these guidelines. If you are a licensee, you must consult your agreement 
with Citrix for any additional or different requirements applicable to your use of Citrix’s trademarks.  In the event of a conflict, the terms of your agreement 
control.  Positioning Massey as a strong brand  helps the University to differentiate itself from other providers  and gives Massey a long-term competitive 
advantage. The brand is  crucial to the university’s long-terms success, so we all  need to take responsibility for protecting the Massey University  brand. 
These Brand Identity Guidelines have been developed to help Massey  University’s staff and suppliers maintain a consistent, high-quality  visual brand 
identity in target markets and the wider community. In order to maintain consistency and preserve the Google  brand identity, the only acceptable version 
of the Google logo is the  one that appears after implementation of Google Free. Please note:  if you are using Google Free SafeSearch, your graphic 
will be a special  Google SafeSearch logo that is embedded in the code and will have the  word SafeSearch underneath the Google logo. FRANK has 
been designed to have a very clean, simple and confident look and feel. The black and white design on recycled paper and the street-style illustrations 
are easy on the eye, rather than being glossy or authoritative. They’re easy to photocopy too. It’s all about getting the facts across with a human tone, 
rather than talking down to anyone. It’s a good idea to read your words out loud when writing on behalf of FRANK, to make sure FRANK sounds warm 
and friendly rather than cold and patronising. When you are writing a FRANK title or writing in a FRANK tone, try to be short, clear and warm. So ‘FRANK 
Brand Guiance’ becomes ‘How to be FRANK’ – it does the same job but in a friendlier way. ABCDEFGHIJKLMNOPQRSTUVWXYZabcdefghijklm-
nopqrstuvwxyz1234567890!?@£%&(),.:; ABCDEFGHIJKLMNOPQRSTUVWXYZ abcdefghijklmnopqrstuvwxyz 1234567890!?@£%&(),.:; A number of 
documents are available to support organisations who have permission to use the Institute’s brand. The Brand Guidelines provides detailed guidance on 
using the Institute’s logo and strapline. The Application of the Chartered Management Institute Brand Image provides practical examples of the Institute’s 
brand in use on a range of promotional materials.  The general rule is that the CPA logo is for member-to-member or administrative applications; while the 
brand logo would be used for promotion of the profession of physiotherapy to consumers, clients and other external stakeholders.  Please do not hesitate 
to contact either Anthony Fuchs (afuchs@physiotherapy.ca) or Kathy Hay (khay@physiotherapy.ca), if you have any questions about this distinction. 1.   
 The brand logo must always be reproduced from the official reproduction material provided. The symbol and tagline are one entity and as such, may not 
be used separately. All artwork has been supplied to make application as easy as possible. 2.  It is highly recommended that the standard sheets, guide-
lines and images be made available to all communications and graphic artists with whom you work to ensure the use is smooth, consistent and in keeping 
with The Brand System. 3.While English-only and French-only logos have been provided, the complete identity is bilingual.4.   To allow for flexibility when 
applying the brand identity, we have developed standards that provide alternative formats or variations on the core elements. The approved variations to 
the brand logo are identified on the Branding Standards sheet. 5.  The ball is always to be printed in red, unless the production is black and white only. No 
other colour is acceptable. 6. The colours of the CPA corporate logo and the brand logo have been matched to ensure that stationery continues to be 2-

Brands: a 
workshop
Friday 8th April | 2:00-6:00pm | Small Hall | Goldsmiths College | University of London

Centre for the Study of Invention and Social Process 
Department of Sociology | Goldsmiths College | University  of London
New Cross | London SE14 6NW 
Tel: +44 (0)20 7919 7731 | Fax: +44 (0)20 7919 7713
Email: csisp@gold.ac.uk | web: http://www.goldsmiths.ac.uk/csisp/ 

�����������������������
����������������������������

Speakers include:

Adam Arvidsson
Visiting Fellow | ESRC Cultures of Consumption programme
Media Studies | University of Copenhagen

Alexandra George
Law | Queen Mary College and former trade mark lawyer

Celia Lury
Sociology | Goldsmiths College

Liz Moor
Media and Cultural Studies | Middlesex University

Don Slater
Sociology | London School of Economics


