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Introduction.........

AT&T is undergoing a strategic shift in our
business to become a leading “provider of
choice” for networking and communications
services in the business marketplace. As a
result, AT&T is now an enterprise-focused IP
networking company, delivering powerful
networks, applications and capabilities to
business customers worldwide. We are
dedicated to helping companies find better
ways to do business through networking.

In support of this business transformation, it

is critical that we evolve the AT&T brand. The
brand is an important asset that must be
invested in and evolved along with the business.
While we want to signal a strategic change, we
also want to build upon the strength and equity
already existing in our current brand system.
Therefore, we have leveraged the best of what
we currently use while infusing some new
strategic brand elements — such as typography,
color and imagery — to build our image as a
leading networking and communications
service provider for businesses. Ultimately,
this will insure a common, consistent look

and feel for AT&T.

The AT&T brand is not simply our logo or
name, but it is one of our primary tools for
expressing the corporation’s business strategy
to all audiences. The brand reflects the
experiences that people have with AT&T, our
products and services, as well as our employees.
Perceptions of the brand are built each time a
customer interacts with AT&T through channels
such as advertising and sales. Brand perceptions
are also built when a customer uses our
technology, during a customer service
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Our marketing communications play an
important role in shaping and reinforcing the
desired view of AT&T with our customers.
Therefore, it is critical that all marketing
efforts express the intended brand messages
and imagery. Speaking with one consistent
voice to all audiences, internal and external,
will build a stronger and better positioned
AT&T for the future.

This brand identity book is your guide

to using the system correctly and effectively.
Our goal is an optimal balance of structure
and flexibility for creating compelling,
preference-building marketing communications.




Brand Vision. .. ... ..

Brand Messaging

AT&T’s brand represents the strategic
direction of AT&T and our focus on serving
business customers. AT&T will deliver on the
promise of integrated, intelligent networks so
that business customers can most efficiently
and cost effectively manage and transform
their businesses.

We are investing billions in network upgrades,
expansion and integration to migrate to a
global IP infrastructure. We are focusing our
efforts around technology, innovation, |P
leadership and prowess in business services.
We have streamlined our processes to make it
easier for customers to manage their networks
and have more control over their networks.

AT&T provides the networking and technology
leadership, as well as the full suite of technology
platforms ranging from security to business
continuity, which is needed by businesses to
succeed in these challenging, interconnected
times. No other company in our industry can
match the breadth, depth and scale of AT&T and
the products and services we bring to the
global marketplace.

Our tagline, “The world’s networking
companySM”, clearly supports our positioning
and eloquently communicates AT&T’s
leadership in business networking solutions.
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Brand Attributes

AT&T delivers on the promise of integrated,
intelligent networks through a commitment

to four key brand values fundamental to our
success. Two of these values, trust and reliability,
are rooted in our heritage and valued by our
customers. The other two, customer-focused
and innovative, are attributes critical to our
success and differentiation in the marketplace.

Trustworthy

AT&T is known as a company that can be
trusted. By consistently delivering high quality
service to our customers throughout our
history, AT&T has built a well-deserved
reputation of trust.

Reliable

For more than 125 years, AT&T has been
known for unparalleled quality and reliability
in communications. Customers can count on
AT&T — our people, our technology, and our
products and services.

Customer-focused

Everything we do is centered on exceeding
our customers’ needs and expectations by
being a valued business partner.

Innovative

Through our strong research capabilities and
adoption of leading-edge technologies, we are
constantly innovating to help our customers
proactively plan for and manage the ever-
changing, complex networking world.
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Brand Elements....

Brand
Architecture

OneBrand,One AT&T

As part of our efforts to ensure that all
marketing messages are well understood by
customers, we employ a single brand

system — meaning a single-minded branding
approach where the AT&T brand precedes all
product and service names. We only use one
logo, the AT&T globe symbol and AT&T
custom-drawn logotype, on all communications.
This means we avoid creating new graphic
elements (colors, shapes, etc.) that detract

from or confuse customers from recognizing
and focusing on the AT&T brand. By speaking

to all audiences as one AT&T, we can ensure that
all of our marketing investment is building equity
into repositioning the AT&T brand in alighment
with our business transformation.

= ATaTl
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Logos

The AT&T brand is one of the company’s
most valuable assets. The AT&T
Masterbrand and the AT&T Corporate
Logo are important components that
help to energize and differentiate

the brand.

Masterbrand

The AT&T Masterbrand is composed of
two elements: the AT&T globe symbol
and the AT&T custom-drawn logotype.
The AT&T Masterbrand should only be
used in limited applications. (See page |9
for permitted masterbrand applications.)

Corporate Logo

The AT&T Corporate Logo is composed

of two elements: the AT&T Masterbrand
and “The world’s networking companySM”
tagline. The AT&T Corporate Logo should
be used on all AT&T business, consumer
and corporate advertising, marketing
communications, customer communications,
and employee communications materials.

&

Always use approved reproducible
artwork which is available for

download from the AT&T Brand
Center at www.att.com/brand.

For additional information about
the go to
in the resource section.

L

Masterbrand

Globe Symbol Logotype

|
ATsT

Corporate Logo

Masterbrand

% AT&T

The world's networking company=

Tagline

ee source from Butter Branding Company



Logo Examples Confi gurations

Preferred

The AT&T logo system organizes the
logos based on confi guration, color
variation, and positive or reverse versions.
There are 24 approved versions of the

AT&T Corporate Logo. ﬂ&T

Configurations The world's networking company=

There are three AT&T Corporate Logo
confi gurations: preferred, horizontal
and centered.

Preferred - Should be used whenever
possible for all applications. Horizontal
Horizontal - Should be used in
horizontal spaces when the preferred
confi guration cannot be used
(example: horizontal banner ad).
Centered - Should be used in

square spaces when the preferred ) )
confi guration cannot be used ATsl The world's networking company:~

(example: television sign-off).

Always use approved reproducible Centered

artwork which is available for
download from the AT&T Brand
Center at www.att.com/brand.

For visuals and fi lenames of the a—
complete % A.I-&T

go to in the

resource section. .
The world’s networking company=-

ee source from Butter Branding Company



Color Versions

There are four AT&T Corporate Logo
color versions: full-color gradient,
two-color gradient, two-color solid,
and one-color solid.

Full-Color Gradient - Should be used
whenever possible for all applications.
Two-Color Gradient - Should be used
when printing is limited to two colors.
This is the preferred version for two
color printing.

Two-Color Solid - Should be used
when printing is limited to two colors
and printing limitations do not allow
the use of the two color gradient.
One-Color Solid - Should be used
when printing is limited to one color.
One-color logos should always appear
in either black or white.

Positive and Reverse
All of the AT&T Corporate Logos are
available in positive and reverse versions.

Positive - Should be used on white or
light backgrounds.
Reverse - Should be used on black or
dark backgrounds.

Drop shadow versions of the
AT&T Corporate logo have been
eliminated from the system.

Always use approved reproducible

@ artwork which is available for
download from the AT&T Brand
Center at www.att.com/brand.

Color Versions

Full-Color Gradient

——

i

% ATsTl

The world's networking company=

Two-Color Gradient

e

%AT&T

The world's networking company=

Two-Color Solid
— ATal
= The world's networking company*
One-Color Solid

= ATeT

™ The world's networking company=

Positive and Reverse

Positive

%AT&T

The world's networking company*

Reverse

& ATeT

The world's networking company=




Color Specification

Positive Full-Color Gradient Logos

Globe Symbol — Process Cyan, Process Black
& Process Magenta

AT&T Logotype — Process Black

Tagline — 50% Process Black

Reverse Full-Color Gradient Logos

Globe Symbol — Process Cyan, Process Black

& Process Magenta
AT&T Logotype — Knocked out to white
Tagline — Knocked out to white
Positive Two-Color Gradient Logos
Globe Symbol — Process Cyan & Process Black
AT&T Logotype — Process Black
Tagline — 50% Process Black
Reverse Two-Color Gradient Logos
Globe Symbol — Process Cyan & Process Black
AT&T Logotype — Knocked out to white
Tagline — Knocked out to white
Positive Two-Color Solid Logos
Globe Symbol — Process Cyan or Process Blue
AT&T Logotype — Process Black
Tagline — 50% Process Black
Reverse Two-Color Solid Logos
Globe Symbol — Process Cyan or Process Blue
AT&T Logotype — Knocked out to white
Tagline — Knocked out to white
Positive One-Color Solid Logos
Globe Symbol — Process Black
AT&T Logotype — Process Black
Tagline — 50% Process Black
Reverse One-Color Solid Logos
Globe Symbol — Knocked out to white
AT&T Logotype — Knocked out to white
Tagline — Knocked out to white

Always use approved reproducible
artwork which is available for

download from the AT&T Brand
Center at www.att.com/brand.

Color Specifi cations

Positive Full-Color Gradient

== ATeT
The world's networking company

Reverse Full-Color Gradient
= Alal
" The world's networking company
Positive Two-Color Gradient
—
—= ATal
-

The world's networking company=
Reverse Two-Color Gradient

—— .\ [
" The world’s networking company=
Positive Two-Color Solid
== ATsT

The world's networking company=

Reverse Two-Color Solid

ATl

The world's networking company*

Positive One-Color Solid

== ATsl
" The world's networking company=
Reverse One-Color Solid
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Background
Color

Correctuseofbackground colors
enhancestheimpactofthe AT&T
CorporateLogoandhelps to differentiate
the AT&Tbrandfromthe competition.

Positive Logos

Should be used onawhite orlight-color
background (whiteispreferred).
Reverse Logos

Should be used onablack ordark-color
background (blackispreferred).

&
@

Do not place logos on textured
or patterned backgrounds,oron
colors that detract fromordonot
give enough emphasis tothelogo.
Always make sure thereisenough
contrast between the background
color and the corporatelogo.

Positive Logos

Positive on white background
—
= ATeT
The world’s networking company=

Positive on light-color background

——

ATel

The world's networking company*

Reverse Logos

Reverse on black background

& ATeT

The world's networking company=

Reverse on dark-color background

ATsl

The world's networking company=

ee source from Butter Branding Company




\;

Minimum Size

To ensure thattheAT&T Corporate Logo
is always legibleandaccurately reproduced,
a minimum sizehasbeendetermined.
Never reproduceAT&TCorporate Logos
at sizes less thanthesizeshown.

Gradient Logos

To accuratelycapturethefine detail of
the gradientglobe,neverreproduce an
AT&T gradientlogolessthan 3/8”
globe height.

Solid Logos

Thesolid logoscan bereproduced smaller
thanthe gradient logos.The smallest
approved solidlogo is1/4” globe height.

When determining the
reproduction size always
keep in mind the readability
of “The world’s networking
companySM” tagline.

Gradient Logos

Positive

(9.5;1181; [% ATal

The world's networking company=

Reverse

ATeT

The world's networking company

Solid Logos

Positive

4T =
(6.4mm) [g AveT

The world's networking company

Reverse

ATeT

The world's networking company ™

ee source from Butter Branding Company




C|ear Space Globe Width

Clear space around the AT&T Corporate
Logo ensures that it has maximum visibility

and impact on every communication. Avoid X (slobe width) =

crowding the logo with other graphic (globe wid) AmT

elements such as typography and imagery. The world's networkinq companys
As illustrated, the diameter of the globe

(x) has been chosen as the standard unit

of measurement for calculating the logo
clear space. Print and Electronic Media

Print and Electronic Media

At least one full globe width (x) of clear
space should encompass the AT&T X X
Corporate Logo. Follow this standard for
all media except those listed below.

ATel

Signs, Banners, Exhibits and The world's networking company=

Space Limitations
At least a half globe width (x) of clear X X
space should encompass the AT&T
Corporate Logo. Follow this standard for
signs, banners and exhibits, or when there
are space limitations.

Signs, Banners, Exhibits and Space Limitations

Permanent applications such as

@ building facades, directory signs 3% X
and window etchings should
use the AT&T Masterbrand
(without the tagline) (see page |9 M&T

for masterbrand usage). The world's networking company*
5X .5X

ee source from Butter Branding Company



Placement

The consistent placement of the AT&T
Corporate Logo helps build brand
recognition.

Prominent Positioning

The AT&T Corporate Logo should be
placed in one of four corners of any given
application. The preferred placement of
the AT&T Corporate Logo is the upper left
or the lower right corner at least a globe
width (x) from the edge.

Prominent Positioning

X

ATl

The world's networking company=

—
ATsT

The world's networking company=

X

ee source from Butter Branding Company
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Placement

Preferred Logo

Preferred logo versions should be used
whenever possible. This version appears
best visually when it is placed in the upper
left or lower right corner.

Horizontal Logo

Horizontal logo versions should be used in

applications where the design space is
very horizontal and the preferred logo
cannot be used.

Centered Logo

Centeredlogo versions should be used in
applications where the design space is
very square and the preferred logo cannot
be used.

Preferred Logo

Horizontal Logo

Augustus aegre divinus adquireret vix concubine, quod
plane bellus oratori praemuniet matrimonii, semper
rures bellus praemuniet suffragarit chirographi.

%H&T The world's networking company®

Centered Logo

Parsimonia fiducia suisus cel
eriter vocificat fera adfabilis
sem pera bellus praemuniet
suffragarit chirographi.

%AT&T

ee source from Butler Branging Companynpany-
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Media Usage Logo Versions

Full-Color Gradient

This chart provides recommended media —

use of the various AT&T Corporate Logos ATsT

on specific applications. The chart applies The world's networking company™
to all versions of the AT&T Corporate Two-Color Gradient

Logos: preferred, horizontal and centered .

in both positive and reverse. = ATeT

The world's networking company®

. . . Two-Color Solid
For any questions or issues with

media usage, please contact the =

AT&T Brand Center by e-mail — ATsT

at brandcenter@att.com or ~ The world's networking company
by calling 1-877-813-4218. One-Color Solid

Always use approved reproducible
artwork which is available for
download from the AT&T Brand
Center at www.att.com/brand.

= ATeT

"~ The world’s networking company*

Media Usage Chart

full-color | two-color| two-color | one-color
gradient | gradient solid solid

full-color printing
two-color printing
one-color printing
electronic media
word processing

elevision

ee '[l‘:ll:: om B o =an

O‘ecommended version Q alternate version
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A\/Oid | ng Improper Usage Examples
A
Common

Er ror s ATeT Business Services

The world's networking company:-

The AT&T Corporate Logo is one of
AT&T’s most valuable corporate assets
and the equity in the AT&T identity must
not be depreciated in any way. Adhering
to these guidelines helps to ensure proper AT&T
reproduction and application of the AT&T
Corporate Logo. The following examples
illustrate some of the most common
application errors. C

The world's networking companys

A The world’'s networking companys

.
DO NOT lock up the AT&T logo with % ATarl

other elements.

B

DO NOT change the color of any of the
AT&T logo elements.

D
C
DO NOT change the relationship of any % ATaeT

of the AT&T logo elements.

D The world's networking company=*-

DO NOT condense, stretch or distort any
of the AT&T logo elements.

=

DO NOT change the proportions of any
of the AT&T logo elements.

=

ATl

The world's networking company-=-

F

DO NOT use the AT&T globe symbol
by itself.

ee source from Butter Bra




AVOid | ﬂg Improper Usage Examples

s ————
@elaglaglely
Errors

G

DO NOT change a positive AT&T logo
into a reverse logo. Always use the
positive versions for white or light-color
backgrounds and reverse for black or
dark-color backgrounds.

H

DO NOT change a reverse AT&T logo
into a positive logo. Always use the
positive versions for white or light-color
backgrounds and reverse for black or
dark-color backgrounds.

= AT

—

The world's networking company=

DO NOT place the AT&T logo on a
background with insuffi cient contrast.

J

DO NOT place the AT&T logo on gradient,
uneven, textured or refl ective backgrounds.

K

DO NOT place a white circle behind a solid
reverse logo.

L
DO NOT place the AT&T logo on colors -
that will detract from the logo. =a= ATeT

The world's networking company




Avoiding
Common
Er rors

M

DO NOT use the AT&T globe symbol,
logotype or the tagline artwork in

body copy. Instead, typeset AT&T in the
same typeface used in the text. It may be
boldfaced or italicized for emphasis.

N

DO NOT crowd the AT&T logo with
other elements.

O
DO NOT use two or more AT&T logos
on the same page.

P

DO NOT create new logos to represent
AT&T businesses, services or internal
organizations.

Q
DO NOT use the AT&T globe symbol as
the letter “O” in a word or in a number.

Improper Usage Examples

M

= suis celeriter The world's networking company*~
% praemuniet suffragarit chirographi divinus be
adquireret vix suis /AT&T celeriter vocificat adfabilis
semper bellus praemuniet

'WIRELESS INTERNET ACCESS

ATET

CALLYANTAGE

Phona service for broadband

Q

Illinsis

ee source from Butter Branding Company
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Masterbrand NS
Applications

The AT&T Masterbrand should only be
used in limited applications. The AT&T
Corporate Logo is AT&T’s primary identity.
There are four general exceptions for use
of the AT&T Masterbrand:

Permanent Applications - The AT&T
Masterbrand should be used for all Limited S
permanent applications such as building ed >pace

facades, directory signs and window etchings. JENUEIRNEEIS N TN Vertical Web Banner
Limited Space - The AT&T Masterbrand

S AT
should be used when space is limited and

the use of the full corporate logo lessens 1| - pT&T
. usiness
the impact of the brand. kx . internet

ser vices

Promotional Items - The AT&T Masterbrand
should be used for promotional items when

space, size and/or production limitations

v B
1 -
y /|
lessen the impact of the brand. . — iets

Promotional Items
Pen

Co-branding - The AT&T Masterbrand
should be used in co-branding situations
when the tagline may not be appropriate.

Masterbrand, follow the same

standards outlined for the DSL Router Box
AT&T Corporate Logo on pages
8-18. (color versions, color
specifi cations, background color,
minimum size, clear space,
placement, media usage,

avoiding common errors)

The full library of AT&T
Masterbrand artwork may

be obtained from the AT&T
Brand Center by e-mail :
at brandcenter@att.com or

by calling |-877-813-4218. cablelns" Hﬂllter
Drop sivadoy versions ol the C \:Hn UG LOTT .i}ii;iﬂfrand 4-port switch
AT&T Masterbrand have been
eliminated from the logo system.

@ When using the AT&T Co-branding




Sub-brand

Device Disaster | AT&T

recovery
. rnomen
The AT&T Sub-brand Device provides a and security gove ent

consistent visual presentation of AT&T services SOIUtlonS
product, service and organizational names,
communicating the name “at a glance” and
highlighting key marketing concepts.

Print Application Example

The device features a specifi ¢ product,
service or organizational name in a fi xed
graphic relationship with a vertical rule

thatmay or may not include a supportive D | ATET
ipti ey | gOVErnment
copydescription. e | Slutions
Our AT&T Center-Based Recovery Services
provide conditioned office space facilities
AT&T Sub-brand Device templates éT&T Based tha ae ocaned close 0 &n agency’s ore
and guidelines may be downloaded enter' ase operations, and enable personnel to relocate
Recove r Se rvi ces to the AT&T-provided facilities and quickly
fro m th (S AT&T Bran d C (S nte r at y resume operations in the event of a disaster
AVYAVVAVV att‘ coO m/b ran d . or disruption at the agency’s location. To
support recovery from the disaster or
. disruption, elements of the service may
The AT&T Sub-brand Device must oon Semen e ’
@ always be used with the AT&T T "
ully-operational computers witl
COI‘PO rate LOgO . | [ networking capability (“hot sites”)
« environmentally-prepared computer
. n o space, properly equipped to support
Always use aPProved reprOdUCIbIe 3 :- installation of computer systems
. . . (“cold sites™)
artwork which is available for +pX
download from the AT&T Brand " netwerlc services
C e nte r at WWW.a.tt .com /b ran d . = 1 In addition to space, equipment, and voice
! FS and data communications lines, our Center-

Based Recovery Services include complete
call center voice recovery, with call recording

and customer support functions.

The world's netwerking company*=

ee source from Butter Branding Company




Service
|dentifier

Selected strategic initiatives such as
AT&T CallVantage can be identifi ed with
specialized service identifi er artwork. Use

of new service identifi ers requires approval

fromAT&T Brand Management.

Never use the service identifi er
artwork without the AT&T
Masterbrand.

For current AT&T Service

@ Identifi er artwork and guidelines,

and new service identifi er
approvals please contact the
AT&T Brand Center by e-mail
at brandcenter@att.com

or by calling 1-877-813-4218.

artwork which is available for
download from the AT&T Brand
Center at www.att.com/brand.

@ Always use approved reproducible

AT&T CallVantage®

AT&T CallVantage

Phone service for broadband

Use and Placement Examples

Online Banner

AT&T CallVantage’

Phone service for broadeand

UNLIMITED

LOCAL & LONG DISTANCE = ATeT

CLICK HERE TO LEARN MORE! | |

Print Advertisement

A BREA IN
PHONE SERVICE IS HERE

Butter Branding Company

AT&T CallVantage %m

Phone service for broadband



Look, Feel, Tone
& Manner

The AT&T look, feel, tone and manner is a
brandedAT&T image, achieved by leading with
our brand, by prominently displaying our
corporate logo and by using the approved color
palettes, typography and imagery in all of our
marketing materials. This demonstrates our pride
in the AT&T brand and the equity we have built
into it. This also helps customers to immediately
identify AT&T as the company speaking to them.
In order to best leverage the investment we put
into marketing, all AT&T materials should be
immediately recognizable through a consistent
look, feel, tone and manner. This means that all
AT&T communication materials should use a
similar color palette, related imagery, the same
typefaces, and display the AT&T Corporate Logo
prominently in a consistent way.

For AT&T, creativity in the materials should be
achieved within the confi nes of the approved
color palettes, typography and imagery. Using
new colors, different typefaces and unrelated
imagery does not build on the AT&T equity

and only confuses customers since there is

no similarity to our established look and feel.

The AT&T look, feel, tone and manner should
communicate our positioning as a company
leading the way in networking services and
solutions for the business services market. It
should be professional and take networking
seriously as this is a critical component of our
customers’ business success. It should always
strive to put a human face on technology and
understand that our target is a person — and not
just a business person. It should also understand
that the implications of networking can stretch
far beyond the boardroom and the production
line. It can change the way we live.

By reinforcing a consistent AT&T look, feel, tone
and manner, we effectively maximize our spending
on the AT&T brand and differentiate ourselves
from the competition.

22



rrimary raictic

ThePrimary palette should dominate all print material.
Secondary and tertiary

palettes may be used with the primary palettes but
should not overwhelm them. Tints of the primary color,
may be used but should not exceed 50%.

C @) | or Primary Colors
Palettes PRIES S

75C/10M/0Y/0K 85C/40M/0Y/0K

PrimaryColors

The primary colors should dominate all
print materials. Supporting and accent
colors may be used with the primary
palette but should not overwhelm it.
Tints of the primary colors may be
used but should not exceed 50%.

SupportingColors

The supporting colors should be used
with the primary palette but should not Supporting Colors
overwhelm it. Tints of the supporting
colors may be used but should not
exceed 50%.

att.com (web pages) have their

own specifi ¢, complimentary

color palettes.

For specifi c color palettes related
@ to packaging go to page 34. PMS 279 PMS 287 PMS 2728

@ Packaging, business collateral and

60C/27M/0Y/0K 60C/27M/0Y/0K 100C/70M/0Y/0K

For specifi c color palettes related
to Business Collateral and att.com
(web pages) contact the
corresponding resource in the
resource section on pages 40 & 41. PMS 28| Black
100C/78M/0Y/40K OC/ORIOIO0IC

ee source from Butter Branding Company




Color
Palettes

Accent Colors

The accent colors should be used along
with the primary palette and supporting
palette but should not overwhelm either
one. Tints of the accent colors may be
used but should not exceed 50%.

&
S
]

Packaging, business collateral and
att.com (web pages) have their
own specifi ¢, complimentary
color palettes.

For specifi c color palettes related
to packaging go to page 34.

For specifi c color palettes related
to Business Collateral and att.com
(web pages) contact the
corresponding resource in the

resource section on pages 40 & 41.

Accent Colors

PMS 327
100C/5M/50Y/0K

PMS 144
0C/48M/100Y/0K

PMS 241
27C/100M/0Y/2K

PMS 272
58C/48M/0Y/0K

PMS 361
69C/0M/100Y/0K

PMS 555
75C/OM/60Y/55K

PMS 173

0C/69M/100Y/4K

PMS 201
0C/100M/63Y/29K

PMS 2607
81C/100M/0Y/7K

ee source from Butter Branding Company

PMS 336

100C/0M/67Y/47K

PMS 450

60C/50M/100Y/22K

PMS 145

0C/50M/100Y/30K

PMS 242
10C/100M/0Y/49K

PMS 261

48C/100M/0Y/40K




1ypography

Typography plays an important role in
communicating overall tone and quality.
Gill Sans continues to be our primary
typeface. AT&T has built considerable
equity through extensive use of Gill Sans
and we will leverage the recognition
already established in the marketplace.

In addition to Gill Sans, Trade Gothic and
Minion typefaces can be used to further
express our brand personality and to signal
our strategic business transformation.

* Use Gill Sans Regular, Bold or Ligh

for either headlines, subheads,
captions or body copy.

* Use Trade Gothic Medium or Bold

for headlines, subheads or captions.
DO NOT use for body copy.

* The Minion Typeface Family may bs

used for readability when copy is
extensive or a serif typeface is needed.

&

NEVER use all three typefaces
together (Gill Sans, Trade Gothic
and Minion).

Primary Typeface

Use for headlines, subheads, captions or body copy

Gill Sans Bold
ABCDEFGHIJKLMN
OPQRSTUVWXYZ

a bedefghijkimnopqrstuvwxyz

123456789

Gill Sans Regular

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopgrstuvwxyz

123456789
Gill Sans Light

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijkimnopgr stuvwxyz

123456789

Secondary Typefaces

Use for headlines, subheads or captions

Trade Gothic Bold
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijkimnopqrstuvwxyz

123456789

Trade Gothic Medium
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopgrstuvwxyz
123456789

Use for readability when copy is intensive or a serif
typeface is needed

Minion Regular
AB CDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopgrstuvwxyz

123456789

Minion Italic

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz

eej?:\x;pj 8?6591tter Branding Company




Imager y

Imagery plays a big role in the quality
and the look and feel of our marketing
communications. Key visuals should help
reinforce product and service offers, as
well as, customer benefi ts.

Photographs and images should always add
meaning to, and reinforce the point made.
If you cannot easily convey the entire
thought with just one picture, use two.

Select photography and images that refl ect
the diversity of the customers we serve and
the role AT&T plays in achieving their goals.
Use images showing product and service

use that fi lls the customers’ everyday needs,
though never in a staged way.

Examples




Co-br anding

Co-branding is a very effective way to

build the AT&T brand. Widespread exposure
and associations with other powerful brands
will help to make AT&T important and
meaningful to customers. Similarly, co-branding
with AT&T enhances brand awareness for our
associates and makes our joint offers more
compelling to customers. At the same time,
AT&T must ensure that its co-branding
activities move the company in the right
direction — and that they support the

AT&T brand and business strategy.

What is co-branding?

The term co-branding encompasses a wide
range of marketing activities and relationships
between AT&T and associate companies.

So that the marketplace understands AT&T’s
branding relationships with other companies,
we may permit them to use the AT&T brand
when they market relevant products and
services. In the same way, we may use our
associates’ brands in our programs and

communications. Either scenario results in
co-branding. These relationships contribute
to brand health and business success by
enhancing our brand value performance and
stretching the AT&T brand to meet the
needs of our customers.

AT&T participates in many types of

branding relationships across a wide range
of companies and industries. Most often, a
co-branding relationship involves AT&T and
one other brand, though occasionally multiple
brands may be involved.

AT&T Co-branding Guidelines
@ are available for download

from the AT&T Brand Center

at www.att.com/brand.

Far A& T T brandisg antywizak;

please contact the AT&T Brand Center
@ by e-mail at brandcenter@att.com

or by calling 1-877-813-4218.

Examples
PhoneCard

2| Qm
ATET PrePaid

800

MINUTES

Packaging

ATET CallVantage’

Fhoae service fer broadband

Broadband Router ... .. r..

WIRED

MgHome A O e Go  Swal & Medum Business

MCisco.

Powered

Vel 181

Winlcome iz the [P Revolution.

ATAT and Cisco have joined forces: 1o provide business customers like you with a
suite of industry leading IP Telephony sohations. From home offices and bekewarkers
1o mudti-mational businesses, our sohutions: are designed to meet your business
P

e e e MO

vid secure, reliable connections. Cisco, an induslry leader in Ielecommunications
equipment, provides a complete porioks of true IP Business phones to configure
YOUF CLEILOR COMMUMCAtoNT: Lolution.



Naming

The AT&T brand differentiates our
products, services and offers from our
competitors, helping customers make
choices for their personal and business
needs. By using “descriptive” and
“suggestive” names to identify AT&T
products, services, offers and domain names,
the communicative focus and emphasis is
kept on the AT&T brand. The AT&T naming
policy is consistent with and supports the
AT&T branding strategy, enabling us to build
and expand the value of the AT&T brand,
while leveraging its equity to sell products,
services and offers.

The goal of the AT&T naming policy is to
create synergy, leverage equity and clarify
products and services.

The AT&T Naming Review process is
web-based and begins with the

submission of a Name Request Form
www.att.com/brand and requires review
and approval by AT&T Brand Management
and AT&T Trademark Law.

Make sure to review the naming

@ policies on the AT&T Brand
web site at www.att.com/brand
before submitting a naming request.
A naming form MUST be filled out
for a name to be evaluated.

@ AT&T naming policies and naming
request forms are available from
the AT&T Brand Center

@ at www.att.com/brand.

Example of Online Naming Form

Naming Approval Request
Applicant information

1. Name:

2. Phone:

3. Email:

4. Manager:

5. Manager phone:

Jim Johnsan

000- D00 -000

{iohnson@att.com
Susan Jones

000-000-000

6. Manager email: sjones@att.com

7. Organizational code: XxX000000

8. Accounting FML code: 00000000
Agree to charges: -agree

9. Location code: N1

10. Which business do you belong to? Business

:::;:;1015 your Business Unit Jeff Gordon

Product information

11. Date of initial request: 5/10/2005

12. Date approval needed: ASAP

13. Expected launch date;

14, Proposed goods/services to be
marketed:

15. Customer benefits:

16. Differentiators:

17. Target market:

18, The requested name used in a
sentence:

19. Similar products offered by the
compaetition:

20. Competitor Brand Names:

I need to reserve the following URLs
for use with our customer portal for
the upcoming new offer

Speed and accuracy

ee source from Butter Branding Company
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Brand Applications

Print Examples

Adver tising

Print

Print is one of our most visible and varied
communications media. Therefore, our goal
is to build a unifi ed look and feel for AT&T,
yet allow fl exibility based on the needs and
objectives of each communication. Below
are some general guidelines when
producing print applications.

* Follow imagery guidelines.

* Typeface should always be Trade Gothic.
* Use Trade Gothic Light for headlines.

* Close all spots with the AT&T

Corporate Logo.
* Branding should be proud and prominent.

T ferd vax b WAL ey mg s
b b g 1 -
-

The two examples demonstrated to the
right are from the “Can your Network do
this?”” campaign. Both examples maintain
and support the integrity of the binary
mnemonic, it should always: be telegraphic,
support messaging and represent network.

be present on every standard print
execution, and at the sign off of
every standard television and

web execution.

Do not use the AT&T Corporate
Logo more than once on any given
page of communication.

For all of AT&T’s ongoing and
current advertising campaigns

go to www.att.com/advertising.

@ The AT&T Corporate Logo MUST

de b




Adve I _tl S| ng Design System Examples

Online

The Internet is an integral element of =

AT&T’s marketing communications. To éﬂ'ﬂ' e e b —
ensure consistency in our communications, . T

it is important to integrate the visual
elements, style and tone of our traditional Can your network

transform your business?

advertising with our online messaging.
By projecting a consistent image on

all web sites, AT&T will build a strong SUEVEER PR NSRS DN B

identity on the Internet. Below are some

general guidelines for producing online el e fesincs Comer
advertisements. Covermen: i Redenn | e

* Brand every frame with the AT&T Wholesa ; ; ATAT Phane store e

o0

Corporate Logo.

* Leverage the sight, sound and motion
of the Internet medium to reinforce
the active, real-time attributes of
the network.

» Leverage print and TV advertising
creative elements for online .
executions to help build an integrated Enterprise Business
messaging platform.

Y a Exchance * mnewmhmhe? PRl AR P Do
o Il Fisenst crtull it comate
These examples leverage the “Can your bt ’?‘{r} L e el |
network do this?”’ campaign. Specifi ¢ e e e . N
creative elements used are the tone and
manner, pixilated background, binary code, et e e
. . v )
“Can your network do this?” themeline i, InchDs ReOTESAERd WICO vt I Vol gy weh
d tagline Nﬂmﬁmﬂﬁ!l Aﬂmﬂlﬂl CRING pRINE B B Al 51t O
an . o

ITpORBN| PiorTRaban about Cabiortel Aned Lo
I'nnt:almalbuml.nm Cormeiseson Is i
P @I CONCHITE BDOUT B Nequis! by 0 grossp ﬁ'mﬂm(ﬂow
B PR BOR Tob CURRNEDACK-UD DN 1 S000TE 310 30 SO With 35 Afad

oode crarkay.
ATAT BuisrwisDeneci R | Naed Bidl Cudlomar Pomal By The Yafled
The AT&T Corporate Logo MUST ;::mm_i;_m_mmwiﬂmm“r
be present on every standard T

print execution, and at the sign-
off of every standard television
and web execution.

For design system standards
related to att.com (web pages)
go to att.com in the resource
section on page 4|.

e source from Butter Branding Company




CO| |a'te r‘al Business Collateral Example

By projecting a consistent image
throughout all media and collateral,
AT&T will build a strong identity. The
example to the right is an illustration
of a business collateral piece.

For questions or comments about
AT&T Business Collateral, pleasevisit
the AT&T Corporate and Business

Creative Development Centerat
www.att.com/corp_ab_guidelines.

Direct Mall

When AT&T communicates one-on-one AT&T Business Network
with our clients and prospects, direct mail e
and e-mail establish an immediate impact. B vt s rom v
. £ L ATEY Business Netwers [ABM), your voice. dai and
The look and feel in these components . e e
should be synergetic with other AT&T NS s N——"
advertising and collateral, conveying E'f!“ll_ﬂi e
a Consistent, Surround'sound |mage. A o Pingee g + Feobusiporiolia of services incleding Lecal Loy
Duginnce, High Spesd Paciet Sarvices, Tedldres.
S 3heT abirk Hptaari Aceews. IPIVES Sanvices ed Nesesriing,
24x] o-Servicing Prrvase Line. INCE ang DR
+ D45y MANIgE CRAROE ST BIRENS SERiCES
& Viohama DACING N DACHUNENG BasEd 0N Four oA
T W L
» COmpettve MIBMAMONM rated Dlul Bal-rale 200ng
For questions or comments about e
. . . . . —— - 3
AT&T direct mail and e-mail visit
. EWHAWCE YOUR PRODUCTHTY WITH THE
the AT&T Corporate and Business — e L A
Creative Development Center at = v e sl ot o
www.att.com/corp_ab_guidelines. e e s

Pl e contact ma & nd ot man atout ow ABN and
ATAT BeianassChirecl Can g Josr BUsiness 1ave bme
B POy

For additional information about
the AT&T Corporate and Business
Creative Development Center
refer to Business Collateral

in the resource section page 40.




D e m OS Demo Example

AT&T has developed general guidelines
for Flash Demo executions to help
provide direction and consistency
when representing the AT&T brand.
The guidelines should be used by AT&T
managers and agencies whenever
interactive demo executions are being
created for use at customer briefings,
AT&T events/customer meetings and
when placing demos on www.att.com
or www.business.att.com.

<3 FLEXIELE COMPUTING ENVIRDNMENT TECHROLOEY

For questions or comments about
AT&T Demos and the AT&T
Demo Guidelines, please contact
Joan Dowling at jdowling@att.com
or visit the AT&T Corporate and
Business Creative Development
Center at www.att.com/corp_ab_

guidelines. AT&T demo guidelines

Demo Guidelines

standards & applications

01010101

The world’s networking company=




Presentations [l

In our continuing efforts to position AT&T
as “The world’s networking companySM,”
we have created a PowerPoint Template Title of the Presentation
System geared to developing and
delivering presentations with a consistent
brand image. The system allows flexibility Sub-title of the presentation
in customizing presentations for all AT&T
audiences — while providing graphics to
ensure a unified look and style across

all applications.

Our PowerPoint Template System is :
extremely versatile — and can be used Qﬂﬂ' The world's natworking company =
across a variety of applications such as
print, screen projection and TV.

Presented by

Electronic AT&T PowerPoint
Templates and Guidelines

are available for download from
the AT&T Brand Center at
www.att.com/brand.

pe source from Butter Branding Company
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Stationery Bamples

etternead an usiness

The AT&T stationery system delivers a 1
consistent brand image and a unified look
and style across all AT&T stationery
applications.

(i

Room 1234A1
123 Any Street

business cards, letterhead, note
pads and envelopes should never
be re-created.

@ AT&T stationery items such as

AT&T stationery items should be

@ ordered online from the ATTBUYS
- Stationery Direct web site

at http://attbuys.smd.att.com/
readytobuy/AdminSupplies/bus_

stationer y_cards.htm.

For questions regarding AT&T
stationery specifi cations or
templates please contact the
AT&T Brand Center by e-mail
at brandcenter@att.com Firt . Lot

or by calling 1-877-813-4218. Spian L2

S

Envelope 2

_—

ATTBUYS - Stationery Direct AT Eive
go to page 43 in the
resource section.

“ For additional information about _ I

W
2

-
|lImll" ,Omp y
P




Signage e

The AT&T Masterbrand (without the
tagline) should be used in most cases for
building signage. The AT&T Masterbrand
must always be shown prominently and
have the proper amount of clear space
encompassing it (see page |2 for clear
space). If additional elements such as
typography appear with the AT&T
Masterbrand they must follow brand
standards (see page 25 for typography).

using a variety of finishes and
materials including: full, two and
one color printing, one and two
color painting, decals and raised One-Color Decal
elements (such as metal, Plexiglas
and plastic).

@ AT&T signage may be produced

Raised Element Sign

For questions regarding
@ AT&T brand applications on

signage, please contact the

AT&T Brand Center by e-mail

at brandcenter@att.com or
by calling 1-877-813-4218.

AT&T Masterbrand artwork World

may be obtained from the Headquar ters
@ AT&T Brand Center by e-mail One AT&T Way

at brandcenter@att.com or Bedminster, NJ

by calling 1-877-813-4218.




EXh | b |‘tS Examples

Either the AT&T Corporate Logo or
AT&T Masterbrand may be used on
structures for tradeshows and other
events. The AT&T Corporate Logo or
AT&T Masterbrand must always be shown
prominently and have the proper amount
of clear space encompassing it (see page
|2 for clear space). If additional elements
such as typography or graphic elements
appear with the AT&T Corporate Logo
or AT&T Masterbrand they must follow
brand standards (see pages 22-26 for
color, typography and imagery).

For questions regarding
@ AT&T brand applications on

VolP & Accessor|
P, - cts TBD

exhibits, please contact the
AT&T Brand Center by e-mail
at brandcenter@att.com or
by calling 1-877-813-4218.

122 AT&T Masterbrand artwork
ﬁ may be obtained from the
AT&T Brand Center by e-mail
at brandcenter@att.com or

by calling 1-877-813-4218.

pe source from Butter Branding Company




B

P rO m O_t | O n a| Promotional Items
ltems

The AT&T Corporate Logo or the AT&T
Masterbrand may be used on
promotional items. Use of the AT&T
Corporate Logo is preferred but should
not be used if space, size and/or
production limitations lessen the impact
of the brand. In these cases, use of the
AT&T Masterbrand is permitted.

AT&T promotional items
@ may be purchased from
Corporate Express
Promotional Marketing at
Www.onecompany-store.com
or by calling 1-800-446-9119.
For help with custom merchandise,
call AT&T’s dedicated team at ATsT
1-800-644-4004. The warld's networking compan=
Always use approved reproducible
artwork which is available for
download from the AT&T Brand
@ Center at www.att.com/brand.
AT&T Masterbrand artwork
may be obtained from the
AT&T Brand Center by e-mail
at brandcenter@att.com or

@ by calling |-877-813-4218.

The world's networking company=

ee source from Butter Branding Co




Resources

B ran d Ce n'te r‘ Online Brand Center

The AT&T Brand Center is both an online
and staffed resource that broadly addresses
and manages the brand identity needs for

) : AT&T Brand Cente
all of the AT&T companies and licensees Ak -

on a worldwide basis. The brand center T e s O
primarily insures the accurate, consistent Naming e e i o
and proper use of AT&T logos, marks, look e mm&*:wm,mwm
and feel and naming conventions in Ao ﬁﬁﬁ?ﬁﬁmﬁmmwﬁ
all applications by providing direction, tew

ATAT s integrated, global IP-based network peovides the full swite of
technology platforms, ranging from security o business continuity,
neided by busingsses 1o sSucceed in these challenging.
Irltmomlﬂwumu Mo olfser company in our indusiry can match

breadth, depth and scale of ATAT and the products and services
wa biing 1o the global markelplace. Ouwr lagiine, “The word's

Contact Information Bvischon ccmpaly iy uppts ATATe etiorka s
sin h Click hene for more informaition
To download AT&T Corporate Logos . e

guidance and properly built artwork.

[WhatsWew ]
and AT&T Brand Identity Guidelines, or

for general brand identity information,
please go to the AT&T Brand Center at

Brand ldentity Guidelines

The ATAT Brand |dentity Guidelines have been nevamped in support
of ATAT's strategic transfomation to “The world's networking
company ™.~

Maming Form

The ATAT Naming Form has been sireamlined and updated to

www.att.com/brand.  For  additional gy 1ho naming procss.

AT&T brand identity support, inquires Tho ATAT Braniing Ratcnsps Section hos boan edefned o
. bettes comimunicate the benefits and methods of illustraling ATETS

and special requests, or to obtain other cotaboraton with ther companies.

AT&T brand artwork or guidelines, Ty ATAT Logs Dovnicaders b o oo s 3 o e

an "Image Re-sizer for custom .gif arwork

please contact the AT&T Brand Center

by e-mail at brandcenter@att.com or by
calling 1-877-813-4218.

ee source from Butter Branding Company
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BU S| N eSS Collateral Communications Style Guide
Collater al

The AT&T Collateral Communications
Style Guide provides key information
requirements for collateral development.
The collateral communications style
guidelines cover the messaging,
communications architecture, design
rationale, graphic elements and use,
typographic style, color palette and

image criteria to ensure a consistent

brand experience.

The collateral architecture has been
designed to support a high degree of
communicative versatility while maintaining
brand continuity across the brand platform,
regardless of product, service , market
segment or global region.

Al Home & Oe the Go Small & Modun Buinets

53“ Thib wadld's aelwirking compaay=

Contact Information

. . . . >Home ContactUs Change Password Log Out
To obtain guidelines, electronic templates,
fonts and artwork, including photography AT&T Corporate and Business Creative Development Center s
go to the AT&T Corporate and Business Advwisitig’. | Weolcesus N ATIEH Ot o Sovtasis Crontiin Dusls pmant Cono¥
Creative Development Center at Sy 3nd Dusiness Markeing Communico0ons SIatedy. ThS st rovides vou withs 1y
Corpor: i Pri adverti ! ized ATET
www.att.com/co rp abgu idelines. Template Library :nmmﬁ:;mm% s 2) Eaufmffﬁummmfﬂ 3 o
— templates, in US and A4 formats, as downloadable files; and 4) ATAT awned iconic
For assistance regarding the Image Library Iml?ef-; I—Mplmngraﬂu and network disgrams. This web site was designed for ease-of-
use in mi 9
AT&T Corporate and Business For other ATAT branding assets and information, such as the official Corporate Signature
. coliection, Co branding policy, Licensing Information, etc., please visit the ATAT Brand
Creative Development Center, web site (login="innovative", password="expert’).

To viewforder completed collateral, please visit the ATET Corporate an
| Collateral Ordering Sysiem.

contact Kristen Vest by e-mail at
kristenvest@att.com or by calling
908.658.8768.

TeIma & Conamisns  Privagy Policy  CHRESY US
3055 ATET. Al rghts masnesd.

ee source from Butter Branding Company




a_t_t. cCOm att.com Home Page

AT&T's corporate web site at
www.att.com is a resource for AT&T's

company information, investor relations, I

products, services, directory assistance Bt s Pl e

and customer service. f o Can Your Network i
e Eliminate Bottlenecks?

Design System L2 oMY ] e, WY EAT posteraber

The att.com Design System provides a 00 ©° 5 D]  oetiwing oo your plpeins free and clom

high-level overview of the current
guidelines for site design and creation

on all AT&T business unit platforms. - Order | Accountservicing
These guidelines maybe obtained at ' : ; . Resigemrial Cusmmers
F . . P About AT&T
www.att.com/web. i Company nfetmasion
i : 7 [
Conta’Ct |nforma‘tion Terms & Conditions Privacy Policy Ceontact Us
For any questions regarding the att.com Hosced g ATET. T

Design System, please contact Rebecca
Taylor by e-mail at rdntaylor@att.com or

by calling 760-720-03 1 |.
For any questions regarding the Web
Standards Initiative (WSI), please contact

by e-mail at wsi@att.com.

Please visit www.att.com, www.business.

att.com and www.att.com/att to see how
the design system has been applied.

ee source from Butter Branding Company




Creative
Ser vices

AT&T Creative Services functions as an
in-house, full-service agency providing a
wide range of integrated communications

services to AT&T clients worldwide.
They know AT&T because they are
AT&T... their team of designers, video
producers, writers, event planners and
technology experts provide a menu of
services to help translate your business
communications needs into affordable
and effective media solutions.

Services Provided
* Video and audio production
* Interactive design
*Web site development
*Webcasting
*Executive presentations
*Town Meetings/Events
*Writing projects
*Duplicating services

Contact Information

For additional information about Creative
Services and for project examples, please
go to the creative services web site at
cservices.pubrel.att.com.

For more information on how to schedule
a capabilities demonstration personalized
for your business needs, or for questions
about any of our services, please contact

Sam Ellis by e-mail at samellis@att.com

or by calling 908-234-7926.

Project Examples

TTV / Video Production

Messaging

Event Posters

"!\‘L‘Ei:n rewards.
/ | MR
3664 EXCEQ_EEAT\E;?L?&J__I

L \\ﬁ | =rer




ATTB UYS ATTBUYS - Stationery Direct

Stationery Direct

Employees can order standard and
personalized business cards, letterhead,
envelopes, memo pads and labels online.
Within |5 minutes, you can create and

submit an order from your offi ce PC. | Gt i e e 10T

Compared to ordering with traditional T s

paper forms, Stationery Direct provides e e B g
signifi cant savings in time and money. e~

this site you must use your

@ To order AT&T Stationery from
AT&T Procurement Card.

Contact Information

Toorder AT&Tstationery go to

ATTBUYS - Stationery Direct at
http://attbuys.smd.att.com/readytobuy/

AdminSupplies/bus_stationery_cards.htm.

For assistance regarding AT&T stationery,

please contact Lori Privett by e-mail at
laprivett@att.com.

ee source from Butter Branding Company
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