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THE COLOPHON

 

The word colophon originally meant "crowning" or "finishing touch." 

In early times a colophon was an inscription at the end of a 

manuscript or book containing such facts as the title of the work, 

the scriber's or printer's name, and the date and place of 

publication. Now that the title pages carry this information, 

colophon has come to mean a pictorial emblem linked with a 

publisher's name and usually found on a book's title page or cover.

The figure of the piping boy on a dolphin that serves as Houghton 

Mifflin Company's colophon has been evolving for more than a 

century. It is rich in symbolism and has long been associated with 

excellence in printing and publishing.

In 1885 Elihu Vedder designed a title page ornament for a special 

editor of The Rubaiyat of Omar Khayyam that showed a boy sitting 

on a river bank, sailing paper boats. The device seemed an 

appropriate symbol for the book's printer, The Riverside Press, 

founded by Henry O. Houghton. A scroll with the motto "Tout bien 

ou rein" ("Do it well or not at all") was added to the design (1), 

which then became the first colophon generally used by the press.

In the 1890s Sidney L. Smith elaborated on Vedder's original 

theme. In this version, the boy used pipes to charm the boats 

ashore, the boats carried lighted candles, the sun rose in the 

distance, and the tree of knowledge spread its boughs over all (2).

Aided by the suggestions of the designer-in-residence Bruce 

Rogers, Smith substantially simplified the design in 1903. The 

piper became a young man seated on an Ionic capital before a 

stylized tree and without riverboats. In later years, many 

variations of this colophon were used. The piper sat on a stone 

bench with the lamp of learning at his feet and an ornately 

branched tree at his side in one, and in another he posed against 

a dark rectangle containing a floral design intertwined with 

dolphins (3).

Bruce Rogers had partially reintroduced the water theme in 1904, 

by adapting the famous dolphin and anchor colophon of the 15th 

century Italian printer, Aldus Manutius. Rogers' version depicted 

the piper perched precariously on an upended dolphin with one 

foot on the animal's snout (4). The design of these two elements 

has also evolved. In 1940 Roland Cosimini showed the piper 

standing before a dolphin, and in 1950 William Barss seated the 

boy with his double pipes on the back of a leaping dolphin (5).

The stylized figure with the single pipe on the leaping dolphin that 

represents Houghton Mifflin Company today was created by Ismar 

David in 1958 (6). For more than a hundred years, the piper has 

played his inspirational tune. The dolphin, chosen by Manutius to 

represent swiftness, has grown increasingly vigorous and playful. 

We know it today to be a friendly creature of great intelligence, 

and as such it is an appropriate symbol for many kinds of 

communication Houghton Mifflin seeks to make accessible to the 

public.
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DOLPHINS IN ART

There are numerous examples of the dolphin motif in art - dolphins 

are found on coins, ceramics, painting and sculpture. Some 

examples of the motif are Eros riding a dolphin, Aphrodite riding a 

dolphin, and Taras of Tarentum on a dolphin. Greek mythology 

abounds with tales revolving around the dolphin. There is, for 

example, the story of Arion, who in the seventh century s.c. was 

returning to Greece from South Italy. The Corinthian sailors with 

whom he was traveling planned to rob and kill him once they 

reached the open sea. As a last request, Arion asked if he could 

sing to his lyre before being thrown into the ocean. The sound of 

his music was so sweet that it summoned the dolphins. When 

Arion was thrown into the sea, one of the dolphins safely carried 

him to the Cliffs of Taenarum. In thanks to Poseidon, Arion erected 

in Taenarum a bronze statue of a dolphin rider.

Silver Greek coins depicting Taras of Tarentum, about 300 B.C. 

Taras was a son of Poseidon. The ancient city in South Italy that 

bore his name was called by the Romans Tarentum. These coins 

are an example of one of many variations of dolphin motifs found in 

ancient Greek art. 

Arion on a sea horse, as pictured by William-Adolphe Bouguereau 

(1855)

Cupid (Eros) riding on dolphin

DOLPHIN AMONG THE STARS

The dolphin was not only viewed as the emblem of philanthropy 

and service by the Greeks and Romans; a well established 

tradition, attested by ancient authors of natural history as well as 

poets, also associates the dolphin with love of music. This 

tradition accounts for the correspondence noted in the constella-

tions between the number of stars in the constellation and the 

nine Muses. The number of stars comprising Delphinus is nine; 

the Dolphin has one star on the mouth; two on the dorsal fin; 

three on the ventral fins; one on the back; two on the tail. The 

total is nine. Because the number of stars (in Delphinus) 

corresponds to the number of Muses, this animal is said to be 

fond of music.

STORY OF ARION'S VOYAGE

Once upon a time there was a harp player called Arion who, in or 

about the year 600 BCE, was court musician at Periander's palace 

in Corinth. Arion was such a good musician that he soon became 

renowned and gradually accumulated a great deal of wealth. After 

some time Arion began to yearn for his homeland and asked 

Periander, the tyrant of Corinth, for leave to visit his family and 

relations. This request was granted, and a ship was equipped for 

Arion's journey there and back. The sailors, however, knew Arion 

was rich and planned to get rid of him once they were on the high 

seas, and pretend that he had met with an accident when 

questioned about his disappearance. Then, they could divide 

Arion's belongings among themselves. Apollo appeared to Arion in 

a dream and warned him of the plot. When Arion was attacked by 

the conspirators he asked to be allowed to sing once more. The 

sailors had no objection and Arion started to sing the most 

wonderful song of praise to Apollo, the God of Music and the Arts. 

Apollo listened and was well pleased. As soon as Arion finished his 

hymn, however, the sailors grabbed him and flung him overboard. 

They then sailed away as rapidly as they could. Apollo, however, 

had seen all of this and he summoned a dolphin to come to Arion's 

rescue. The gentle dolphin raced to the place where Arion had 

plunged into the sea, dived carefully under Arion, and lifted him 

above the water so that he would not sink again. The dolphin then 

swam with his cargo to the coast of Greece, where he let Arion 

safely dismount from his back, and then swam away. Arion went 

overland to Corinth and told King Periander what had happened. 

One can imagine the surprised faces of the crew when they 

arrived and tried to explain that Anon had met with an accident, 

only to find him safe and sound back at the palace of Periander. 

Periander, of course, had the untrustworthy sailors put in prison 

and made them return all that they had stolen from Arion. Arion 

thanked Apollo for his safe return. In Apollo's honor, Arion had a 

little statue of the dolphin made and placed in the temple as a 

memento of the experience. Apollo later placed this statue of the 

dolphin among the stars so that all mankind could see the brave 

and friendly little dolphin forever along with Arion (astride the 

dolphin) and his lyre. This story probably gave rise to the 

widespread boy-on-a-dolphin motif in classical art - a variation of 

the very much earlier myth of the sun-god Baal Hamon.

THE SYMBOLISM OF THE DOLPHIN

The symbolism of the dolphin is linked with that of water and 

metamorphosis. The pirates who tied Dionysos to the mast of 

their ship, got drunk, fell overboard and were changed into 

dolphins. Dolphins became symbols of the power of regeneration. 

They are also emblems of divination, wisdom and prudence and 

their images stood beside Apollo's tripod at Delphi. These 

qualities, in conjunction with their speed through the water, made 

them master voyagers and, like Poseidon. they were often 

depicted with trident and anchor. In pre-Hellenic Crete dolphins 

were given divine honors. Apollo took the form of a dolphin, 

according to the 'Homeric' Hymn, to reach the banks of the Crisa 

on his way to Delphi. Greek art often depicted men riding dolphins. 

This sacred creature undoubtedly played a part in funeral rites, in 

which it was regarded as a conductor of souls. The Cretans 

believed that the dead withdrew to the ends of the Earth, to the 

Isles of the Blessed, and that dolphins carried them on their backs 

to their homes beyond the tomb (Defradas). 

Plutarch has told the story of Arion's voyage, when dolphins saved 

him from the sailors who threatened to murder him and then 

escorted him on his way, carrying him on their backs. Arion dived 

into the sea: but before his body was entirely submerged, dolphins 

swam beneath him, and he was borne upward, full of doubt and 

uncertainty and confusion at first. But when he began to feel at 

ease many dolphins gathering around him in a friendly way came 

into his thoughts, as he said, not so much a feeling of fear in the 

face of death, or a desire to live, as a proud longing to be saved 

that he might be shown to be a man loved by the gods and that he 

might gain a sure opinion regarding them. 

His account contains a wealth of symbols which present no 

difficulty of interpretation. Arion passes from this violent and 

anxious world to immortal salvation thanks to the mediation of the 

dolphins. It is hardly surprising that Christ the Saviour was 

subsequently depicted as a dolphin. On a more ethical and 

psychological level the account depicts the passage from a state 

of nervous stress and imagined terrors to the quietude of spiritual 

enlightenment and contemplation by meditating upon goodness 

(the life-saving dive, the ease and benign appearance of the 

dolphins and so on). Three stages in spiritual development are 

described: the predominance of the emotions and of the 

imagination; the interposition of goodness, love or devotion; 

enlightenment in the glow of inner peace.
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WHITE MOUNTAIN / EL VAQUERO
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SECONDARY PALLETPRIMARY PALLET ALTERNATIVE GRAY

7489 877 METAL. 429 BLACK 40% 1235 2995 267 185

BRAND ELEMENTS

LOGOTYPE, MARK and TAGLINE LOCKUP

MARK and TAGLINE LOCKUP

COLOR PALLET
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EXCLUSION ZONE

The exclusion zone for the Symmons logo lockup is the equivalent 
of “A”, where “A” is the dimension of the letter "O" in the logo.

No element can intrude upon this area
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SHIPPING BOX
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The Symmons logo lockup could be knocked out from dark backgrounds only as demonstrated.

7489 877 METAL.

7489 877 METAL.

7489 877 METAL.

BLACK BLACK 40%.

BLACK BLACK 40%.

PRIMARY COLOR VERSION and  KNOCK OUT

BLACK AND WHITE VERSION and  KNOCK OUT
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Product Description goes here

Technology / Benefits Story

with Temptrol®

Team one is working on the redesign of the 
“Wide Spread Assembly Line” providing a 
better process by eliminating unused and/or 
unnecessary materials to meet the increased 
demand initiated by our Signature product line.
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Symmons Industries Inc.  31 Brooks Drive, Braintree, MA 02184   www.symmons.com  

For customer support call 1.800.SYMMONS
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Product copy goes here
with Temprol®
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image

Product 
image

Product 
image

Product 
image

Product 
image

Product 
image

Appropriate image might be used as a background

7489 877 METAL.

TRUCK
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LOGO AND PRODUCT NAME LOCKUP

The product name font is Gotham Book. 
The space between the Symmons logo and the product name should visually satisfy the exclusion zone, 
as shown in the examples below.
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NETWORKERS 2001 World of Solutions—Style Guide

Event Banner

Partner Marketing Guide

4 PHONE: 800.757.0127
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2001Applications / Marketing

Partner Marketing Guide

2001

2001

1 2 PHONE: 800.757.0127
FAX: 408.487.0945
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For the past two years, Cisco Systems has been asking “Are you ready?”
The answer is yes. Let’s get started. So, technology professionals around
the world are gearing up to equip their respective businesses to discover
all that’s possible on the Internet. And they’re flocking to Cisco’s 
NETWORKERS 2001 to learn, converse and exchange knowledge. 
As a Cisco Systems business partner, you’re invited to take part in the
12th annual NETWORKERS event. 

Los Angeles June 25-29, 2001

Chicago July 16-20, 2001

For 2001, we’ve transformed NETWORKERS
World of Solutions into a dynamic learning
environment. The World of Solutions promis-
es to be overflowing with possibilities and
opportunities to grow your contacts and grow
your business. It’s Cisco’s biggest conference
ever, with 40 percent more exhibitors and
more than 10,000 attendees over two events.

Not only has the conference expanded, but
so has the value of sponsorships, exhibits
and promotional opportunities. Since 2000,
we’ve doubled the size of corporate sponsor
spaces, increased the exhibition capacity 
to hold more exhibitors and invited more 
attendees to make the World of Solutions a
uniquely valuable opportunity for marketers. 

3 4

“This was the best show for us in recent years, We’ll be back next year!”
Motti Kleinmann, President, RIT Technologies 

Meet Face-to-Face with the 
Key Players…

NETWORKERS 2001 is where designers,
implementers, managers and administrators
of today’s most intelligent communication and
data networks will convene to learn how to
turn today’s rapid pace of change to their
advantage. These early adapters, key technol-
ogy decision makers and Internet-savvy influ-
encers are eager to engage in five full days of
technical networking training sessions, stimu-
lating educational forums and social network-
ing opportunities.

Why are 10,000 of the most technically
savvy professionals in the world coming to
NETWORKERS 2001?

• Vision —To gain insight about Cisco and
Cisco’s business partners’ visions for the
future. 

• Knowledge —To learn about the latest net-
working products, services and solutions
available.

• Solutions —To discover how every idea
can be made possible on the Internet.

In fact, nearly fifty percent of NETWORKERS
attendees will purchase additional networking
equipment, products and services within the
next 3 months. And more than seventy-five
percent will purchase over the next 12
months according to our NETWORKERS 
attendee self-reported registration data.

An Opportunity to Educate…

Leverage Your Marketing Dollars

Corporate sponsorships, exhibits, and market-
ing and promotions opportunities allow you to
co-brand your company with Cisco and teach
potential customers about the specific 
solutions you offer. Your participation at 
NETWORKERS 2001 World of Solutions 
communicates that, as a Cisco partner, your
company has the expertise and ingenuity to
deliver superior network solutions.

Cisco Customers Want Your Participation 

Customers are coming to NETWORKERS
2001 to learn from you. Over ninety percent
of past attendees think NETWORKERS and
World of Solutions are important in order to
keep up-to-date with industry trends and help
them do their job better.

Reach Buyers and Influencers Who Need
Solutions Now

Your participation gives you access to a highly
targeted Cisco audience and to customers
who are ready to buy! You’ll have the chance
to meet and educate more than 10,000 of
Cisco’s most valued customers and product
managers, of whom more than 60 percent
recommend and evaluate products for their
companies.

It’s the Conference of Choice for Cisco
Customers

Cisco customers rate NETWORKERS as their
number 1 industry conference!

PHONE: 800.757.0127
FAX: 408.487.0945

w w w . c i s c o e v e n t s . c o m / s o l u t i o n s 2 0 0 1

“Very good show,…we had great traffic flow.”
Greg Gibbs, Regional Sales Director, Ascolta Training Company

2001

The 2001 World of Solutions Schedule of Events is designed 
to maximize your time with these key buyers and influencers
who are attending to learn, compare, analyze and decide on 
solutions for their companies.

Los Angeles, CA Los Angeles Convention Center 

Monday June 25 5:00 p.m. – 8:00 p.m. Welcome Reception

Tuesday June 26 12:00 p.m. – 7:00 p.m. (Beer Bash 4:00 p.m. – 7:00 p.m. in exhibition hall)

Wednesday June 27 10:00 a.m. – 5:00 p.m.

Thursday June 28 12:00 p.m. – 3:00 p.m. 

Friday June 29 Conference only. Exhibition closed. 

Chicago, IL McCormick Place

Monday July 16 5:00 p.m. – 8:00 p.m.  Welcome Reception

Tuesday July 17 12:00 p.m. – 7:00 p.m. (Beer Bash 4:00 p.m. – 7:00 p.m. in exhibition hall)

Wednesday July 18 10:00 a.m. – 5:00 p.m.

Thursday July 19 12:00 p.m. – 3:00 p.m.

Friday July 20 Conference only. Exhibition closed. 

Bring your technical representatives and visionaries, and plan now to take advantage of all the new possibilities for

educating customers and prospects!

NETWORKERS 2001 World of Solutions—Schedule of Events

2001

1

The following graphic standards have been estab-
lished for the 2001 NETWORKERS event for use in all
communication, graphics, signage, manuals and relat-
ed materials. Any questions or variations should be
directed to Cisco Art Director Dennis Mancini.

PHONE: 800.757.0127
FAX: 408.487.0945

w w w . c i s c o e v e n t s . c o m / s o l u t i o n s 2 0 0 1

2001Cisco NETWORKERS 2001 Graphic standards. Discover All That’s Possible

5

Stationery Badge

Tent Card

PHONE: 800.757.0127
FAX: 408.487.0945

w w w . c i s c o e v e n t s . c o m / s o l u t i o n s 2 0 0 1

2001Applications / Marketing

2001

244 Airport Parkway
Suite 400
San Jose, CA 95110

Phone: 800.757.0127
Fax: 408.487.0945

www.ciscoevents.com/solutions2001

World of Solutions

2001

244 Airport Parkway
Suite 400
San Jose, CA 95110

2001

Peter Greenhouse

V.P. of Development
Network Media Group Co.

2001

Sponsor Name
Activity

NETWORKERS 2001 Logo

When using 2001 with the NETWORKERS logo – two
uses are acceptable:

1. Background screen of the 2001 behind the logo
(see last year’s logo/EPS File) 

2. Placed in the black step bar…space permitting
the 2001 should be centered inside the space top to
bottom with space around the number. It should be
flush left with the NETWORKERS logotype. 

Cisco Logo:

Cisco Logo must be placed in upper left hand 
corner of the design piece and across from the 
NETWORKERS Logo.

Discover All That’s Possible

Upper and Lower Case should be used at all times
and the lock up version as supplied should be used
from the advertising campaign (not the annual report).
Do not use 3D effects with the logo or the type.

The Step Bar

The graduated step band should be used across top
cover and all subsequent pages. The thickness should
be 5 pt under NETWORKERS Logo and 1 point 
across page 

Font Use

The font for headlines and body copy is Universe 
regular. Headlines demonstrate stylized text proper-
ties (varying sizes and relationships). Do not use extra
kerning between telephone and fax numbers. All caps
should be avoided.

Colors and elements of 
NETWORKERS 2001 design

The traditional Networkers color palette of black,
white, red, yellow and blue* should be dominant in
the artwork. Photography is used as a major design
element in black and white, full color and in duotones.

Colors are: 
*PMS 485 red, PMS 142 yellow, PMS 659 blue

The Cisco bar, in black only, should be leveraged, as
well as the white space at the top and bottom. 
These are the preferred areas for logo placement.
Please refer to the Cisco branding guides for Cisco
logo usage.

PHONE: 800.757.0127
FAX: 408.487.0945

w w w . c i s c o e v e n t s . c o m / s o l u t i o n s 2 0 0 1

2001

2

6

Signages

PHONE: 800.757.0127
FAX: 408.487.0945

w w w . c i s c o e v e n t s . c o m / s o l u t i o n s 2 0 0 1

2001Applications / Marketing

World of Solutions

John Chambers 5:00

Gary Mcavit 6:00

Break 7:00

World 
of Solutions

Main Hall

John Chambers 5:00

Gary Mcavit 6:00

Break 7:00

Main Hall

Breakouts

John Chambers 5:00

Gary Mcavit 6:00

Break 7:00

Breakouts

2001 2001 2001

3

The large photo collage of the man with telescope in
a rich blue four color image should be used as provid-
ed. Any variations or alterations to the image will
require approval by Cisco Identity office.

Additional photography can be utilized when available
from the current TV ad campaign or from stock pho-
tography which has a similar look and feel. The
Networkers “ball” can be used as an abstract element
within the photographic collages.

PHONE: 800.757.0127
FAX: 408.487.0945

w w w . c i s c o e v e n t s . c o m / s o l u t i o n s 2 0 0 1

20012001 Photos and Imagery

The 6 small photos 

These are a combination of “fake duotones” and B/W halftones and should
be used consistently whenever needed as described below.

From left to right:

Square 1: 60% Black photo overprinting a 20% PMS 659 block of color

Square 2: 70% Black photo. Background color is white.

Square 3: 70% Black photo overprinting a 20% PMS 659 block of color

Square 4: 70% Black photo. Background color is white.

Square 5: 70% Black photo overprinting a 20% PMS 659 block of color

Square 6: 80% Black photo. Background color is white.

7

Promotional Banner Promotional Bus Banner

PHONE: 800.757.0127
FAX: 408.487.0945

w w w . c i s c o e v e n t s . c o m / s o l u t i o n s 2 0 0 1

2001Promotional Templates

2001

Sponsor Ad

2001

Sponsor Ad

8 PHONE: 800.757.0127
FAX: 408.487.0945

w w w . c i s c o e v e n t s . c o m / s o l u t i o n s 2 0 0 1

2001Marketing and Advertising

Cisco Systems 
Annual User Conference

Seoul, Korea
March 22-23, 2001

Brisbane, Australia
March 28-30, 2001

Tokyo, Japan
April 11-13, 2001

Los Angeles, CA
June 25-29, 2001

Chicago, IL
July 16-20, 2001

2001

www.cisco.com/networkers
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example of brand dress use. Corporate brochure

example of brand dress use.

The brand dress, a “fibonacci” symbol, is a 
unifying device that serves as a metaphor 
for PPR’s analytical thinking process and 
should be used in conjunction with appro-
priate imagery.

When creatively used, the brand dress 
conveys PPR’s brand attributes. The brand 
dress also enables PPR to create visual 
characteristics that are unique to our brand.

Note: 
Do not confuse or substitute the brand mark or 
corporate sign-off mark with the brand dress.

5.0 CoRPoRaTe bRanD DRess
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1. Two color chart

3. nine color chart. additional color is 40% of PanTone 306

2. five color chart

4. Complex chart with resulting line, PanTone 1788

background:
Chart background color is Black 10%.

Vertical and Horizontal lines improve readability 
of the Chart. The Vertical lines are Black 20%, 
0.25pt; Horizontal lines are White, 0.5pt, Axis 
line is Black 60%, 0.5pt.

Use of Color:
For line graphs, red should never be used. 

Red should be used to accent trendlines only 
as illustrated in example 4. 

For pie charts, if more than eight colors are 
necessary, gradations of the secondary color 
palette may be used as illustrated in example 3. 

4.2 eXaMPles of Use  
of ColoRs In ChaRTs  
anD GRaPhs

PPR Brand Guidelines 2009 Edition 29 Apr. 2009 Page 14

The sign-off mark can be knocked out of 
the corporate red only as shown.

file name:
PPR_signoff_04-22-09.ai

2.3 The CoRPoRaTe sIGn-off 
MaRk

PPR Brand Guidelines 2009 Edition 29 Apr. 2009 Page 9

for all events and exhibits, the PPR logo 
should always be at the upper left corner of 
any printed surface. This will ensure a cohe-
sive appearance and a strong presence of 
the PPR identity.

13.0 TRaDe shoW

PPR Brand Guidelines 2009 Edition 29 Apr. 2009 Page 35

A

A

A

A

A

A

0.35”

A

A

A

A

how the logo and lockup Were Made
The corporate logo was created by visually 
balancing the negative space between the 
elements.

exclusion Zone
The exclusion zone for the PPR logo lockup is 
the equivalent of “A”, where “A” is the height of 
the letter P. No element can intrude upon this 
area.

Minimum size
To assure legibility, never use the logo when the 
height is smaller than 0.35”.

file names:
PPR_logo_lockup_04-22-09.ai
PPR_logo_04-22-09.ai

2.1 loGo anD TaGlIne loCkUP 
anD MInIMUM sIZe

PPR Brand Guidelines 2009 Edition 29 Apr. 2009 Page 7

PPR domunt nis ea adignim vel eros 
atum dolor ad do odolessectet ullaor 
iure dolorti smodolore ex extex etum 
ing esectem volobor peraesse etum 
dignis essequat. 

Ud tie magna consectem do exer 
sustion velesecte tat alit nulputpate 
consequ iscilla acinisl iriureet nulput 
adit alisl utem zzriustrud tat at. Lenisl 
ullamet inis at velit ver sisl do deliqui-
sim eu faccum zzriust ionsequissi tin-
cin volenia mcommy nos ex elestrud 
modolortin enim quip et landit init 
incinis dolore dit dip exer adipisi.

Alit VeniAtue:

Lesequis eugiametum ilis dolor-
per sequat amcon veniatue tat, si 
tet, sit alit, velit aliscin volorer si.

•	 Ud	exercilis	acillam	etummy	nit,	
suscil illumsan eumsan velit

•	 A	quis	nulla	amet	alit	adiat	vo-
lor am dunt iurem dio endigna 
iure diatet faci 

•	 	PPR	blaor	in	eraesed	delese	
facip ercin ullutat. 

•	 Duipit,	quip	er	sim	vel	dunt

•	 Kra	etue	dolor	adit	ipit	luptatie	
dolortie estie min ea facin ul-
luptatue venit

Sequentum:

•	 Biustion	sequamconse	dunt	
endit num iure diatet et augait

•	 Neo	nis	ea	facilit	eriure	magna	
commod tatuer sed tat luptat 
lut iure diatet 

•	 	Tatum	iurem	aliquat,	ver	si	tin	
ullaore dolestie vullan hent ad 
doloreet prat nulput

eVolore

•	 	Epatue	tie	facin	ute	dipit	
niametuerit atet adio dolum-
sandrem accum dunt adit

•	 Amuse	feugiam	dio	del	iril	do	
eumsandit volore modolore 
dignia iure diate 

•	 Quis	dui	tat	ulla	faccums	 
andrer aliquis dip enibh exet 
ilisim aliquat velisisi.

•	 	Enim	zzrilit	alis	et	voluptat.	
Delesed	modolortisit	vendio	
iure diatet utat.

•	 A	quis	nulla	amet	alit	adiat	vo-
lor am dunt iurem dio endigna 
fac iure diati 

enAmzit utAt:

•	 A	quis	nulla	amet	alit	adiat	
volor am dunt iurem dio en-
digna faci 

•	 	PPR	blaor	in	eraesed	delese	
facip ercin ullutat. 

•	 Duipit,	quip	er	sim	vel	dunt

•	 Biustion	sequamconse	dunt	
endit num iure diatet et 
augait

•	 Neo	nis	ea	facilit	eriure	
magna commod tatuer sed 
tat luptat lut 

Oborper atumsandio od mod min ut 
dolorperatue feugiam, core dunt nul-
putem do dolore eugue dunt velenis 
eugiametuer ad etum dignis nit ius-
cin ut wis amet velit at num at. 

Ut ad ming euis num quamet pra-
tis diam amcommy nonsectet num 
nummy nim doluptat nim quissequis 
augiam dunt veliquam, coreet lorper 
se dui tetue erciduipit, quis eugait 
eniat ullutat, vulput praese tatio od-
olendit vel et pratem dit alit praes-
sent laorper ciliquam quis ex 124 
words 16/20.

Title	goes	Here
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Lumer	Amet	
Doremolor

Demand & Supply (000 SF) Percentage Vacant

(20,000)

(10,000)

0

10,000

20,000

30,000

40,000

50,000

1991 1995 1999 2003 2007 2011 2015

0

2

4

6

8

10

12

Quarterly Change in Demand Quarterly Change in Supply Vacancy Rate

Source: Bureau of Economic Analysis

LARGEST DROP IN CONSUMER SPENDING IN NEARLY 30 YEARS!
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hong kong office mArket fundAmentAlS

um iriureet, vendreet, quat, vel ut vero odo er sustisi scipit nim 
at wis nibh enismodipsum dignim zzriliquisim velenit accum 
iriliqu isisi.

consed esectem quis doluptat, consed endre facilit, quip exer 
suscinibh eugueri liquat wis dolobortis auguera estionsed 

con eugAit lAn utVel ute modex mArket coVArAge

Ut wis dolobor eetuero odolore 
dolor suscilis nulluptat Iliquisi. 
Liquatem quisim augiamcon ver-
cipsum alit inibh eugait wis adit 
vel	ulla	con	velit.Er	sed	molorem.	

Avelit	lore	te	velendr	eetuero	odo	
odolore dolutat, vendre magna 
adio odit lorperos dit iriustis 
dit nisl dit er sit loborer ae-
sectem iustrud tio odolum dolore 
volorerostio dolore feuguerat, 
quismodolore dit, qui bla faccum 
inim ipsusci liquisl iuscidunt dipit, 
consequ iscing exero dipit, vel 
in ullaorp ercilla faci et, quis nos 
nos augait lute dolore velit aut 
ute eraesequat lan et volutat il 
utem	dipit	ilis	alit	luptat.	Amet,	

con ero euissis augiam, con hen-
isse	dolent	ipissequis	euiNonsed	
tis nullaore faccums andigna 
corperaesed eugiat. La feum vul-
laore voluptat. Ure del elit eliquis 
molese feugiat, velit wis nonsen-
digna feuiscin henim venim irit 
incil	ullametummy	nulputat.	Duis	
et num vendipi.

About	PPR

Title	Goes	Here

Dolobor	eetuero	odolore	dolor	
suscilis nulluptat Iliquisi. Liqua-
tem quisim augiamcon vercipsum 
alit inibh eugait wis adit vel ulla 
con	velit.Er	sed	molorem.	

The	velendr	eetuero	odo	odolore	
dolutat, vendre magna adio odit 
lorperos dit iriustis dit nisl dit 
er sit loborer aesectem iustrud 
tio odolum dolore volorerostio 
dolore feuguerat, quismodolore 
dit, qui bla faccum inim ipsusci 
liquisl iuscidunt dipit, consequ 
iscing exero dipit, vel in ullaorp 

Dolobor	 •	 	 •

Hetuero		 	 •	 •

Oodolore	 •	 •	 •	

Idolor		 •	 •	

Ksuscilis		 	 •	 •

Gnulluptat		 	 •	

Hiquisi	 •	 •	 •

Liquatem		 •	 	 •

nelendr eetuero odo odolore dolutat, 
vendre magna adio odit lorperos dit 
iriustis dit nisl dit er sit loborer ae-
sectem iustrud tio odolum dolore vo-
lorerostio dolore feuguerat, quismod-
olore dit, qui bla faccum inim ipsusci 
liquisl iuscidunt dipit, consequ iscing 

Oquisim		 	 •	 •

Naugiamcon		 •	 •	

Evercipsum		 •	 	 •

Jalit	 	 	 •

1 2 3 4 1 2 3 4

dolorpercil dolortie feugiate tie ero dio dunt utat eugait nostrud 
dolore faccum nostrud tem veliquat. na ad euisci blaorem nim 
alis nonsed dolorperil utpatio dolorer cillum iustinit am zzriusto 
dolendre minim do dolor iureetue tion veros nos aliquam-
commy nosto erciduipit, si bla ad diam ver sim delis adipsusto 
conummy nissequ iscilit venit, velit dolutat veliquam volesecte 
min.

ProPertY and Portfolio research north america euroPe asia-Pacific
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Emerging
Europe	
Service 
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front page back page

Please use provided file as template:

PPR_ProductOverview_04-28-09.indd

Production note:
All typographic styles can be found in the InDe-
sign Paragraph Styles Palette. 

8.0 PRoDUCT oVeRVIeW  
TeMPlaTe
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IBM
FORUM 2001 / JAPAN 

The zone marks are the important elements of a
path-finding system. They are based on circular 
pattern to support the idea of the Forum as a 
common place. 
• do not attach any symbolic meaning to the zone
marks
• the marks provide the ease of navigation through
the expo floor and help to identify every zone as an
unique entity

Color coding is a strong device that creates the
instant recognition. The zone colors and bands
together with zone marks  provide the ease of navi-
gation.
• should be used to identify the zone specific infor-
mation only 
• each zone has two assigned colors: lighter tone for
the wall fabric; more saturated for the printed mate-
rials, e.g. zone signs, proof point, e.t.c.
• each color has a Pantone color assign to it and
should be visually matched when printing, 
however for coast saving purpose each color is con-
verted into CMYK mode
• please, refer to the file:
GPJ_IBM_FORUM2001_colors_4c.eps

The grid helps 
• to organize diverse information
• to incapsulate graphically active, foreign elements,
like other companies’ logos or marks
• to create visually clear compositions

IBM Blue

IBM Blue 75%

IBM Blue  >>  

IBM Blue 
C91, M43

IBM Blue 75% 
C68, M32

Pantone 2717
C29, M12

Gray
C10, K30

2717

494 120 1565 623 2705 345

684 600 7520 621 7444 7478

Pantone 494 
M33, Y13

Pantone 684
M17, K2 

Pantone 120
M9, Y58

Pantone 600
Y29

Pantone 1565
M34, Y49

Pantone 7520
M16, Y19

Pantone 623
C32, Y24, K10

Pantone 621
C13, Y10, K2

Pantone 2705
C40, M30

Pantone 7444
C20, M17

Pantone 345
C38, Y32

Pantone 7478
C18, Y14

IBM BRAND ELEMENTS

EVENT BRANDING ELEMENTS ZONE IDENTIFYING ELEMENTS

IBM BRAND ELEMENTS ZONE MARKS

EVENT COLORS AND BAND ZONE COLORS AND BANDS

GRID GRID

KEY VISUAL PHOTOGRAPHS

The IBM logo and e-business logo.
• for proper use of colors, surrounding space, copyright
marks e.t.c. please, refer to the IBM implementation
guidelines 

The FORUM 2001 logo is the most important element of
the event branding.
• shape and use of typography derives from the IBM
global visual identity
• contains event name and six zone marks, helps to con-
vey a message that the FORUM is the place for all part-
ners, sponsors, e.t.c. to get together under one roof
• should be presented on every piece of communications
• please, use file: GPJ_IBM_FORUM2001_LOGO_4c.eps

The use of corporate color is important to brand the
event as a prime IBM show. The striped pattern derives
from the IBM eight-bar logo and from the IBM global
visual identity.
• color scheme is based on the IBM Blue
• should be used to brand the event as a whole, for IBM
specific areas, and as a dominant background tone
• please, refer to: GPJ_IBM_FORUM2001_colors_4c.eps

The grid as a device helps 
• to create a cohesive look with the IBM global image
• to organize diverse information
• to incapsulate graphically active, foreign elements, like
other companies’ logos or marks
• to create visually clear compositions

To brig a “human” element the images of people might
be used.
• Please note: use these images on the collateral materi-
als ONLY! These images should NOT be used throughout
the expo floor!
• to keep the impact use tight crops
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