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ABOUT THIS GUIDE

Whether you are a member of one of our internal 
global communication teams or one of the agencies 
tasked with helping us promote our brand, we 
appreciate your commitment to ensuring that the 
Cushman & Wakefi eld logo is always reproduced 
in accordance with the usage guidelines outlined 
in this document.

The Cushman & Wakefi eld logo is a valuable brand 
and business asset. As such, it is our responsibility 
to protect it and grow its value.

Our logo should serve as the primary identifying 
unit for all our offi  ces and Cushman & Wakefi eld 
businesses. It should appear at least once in every 
communication. When the Cushman & Wakefi eld 
name appears outside of text, it is to appear in the 
logo format. It must never be re-drawn, distorted
or dismantled. The logo should never be separated 
or used as two pieces. The icon should never be 
used by itself without the Cushman & Wakefi eld 
lettermark attached to it. It must remain as one.

CUSHMAN & WAKEFIELD
INTRODUCTION
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Cushman & Wakefi eld is an innovative and agile global business 
dedicated to surpassing client expectations wherever we do 
business around the world. We aim to establish new standards 
of excellence for our industry by ensuring that our beliefs 
become the drivers for our actions and behaviors.
WHO WE ARE

We are a leading global real estate services fi rm that helps clients transform the way people work, shop and live.

WHAT WE BELIEVE

• Deep local and global knowledge creates signifi cant value for our clients
• Relentless curiosity delivers unseen opportunities
• Every touch point is an opportunity to deliver an exceptional experience for clients 
• Diverse backgrounds, cultures and expertise inspire breakthrough innovation
• Our brand and our people will be the envy of the industry
• Alone we are good; together we are great

WHAT WE’LL ACHIEVE

We will lead the real estate industry with the best talent, the best clients and the best results.

HOW WE’LL WORK

•  A strong bias for action     •  A rigorous focus on results
•  Value created through insight   •  The right people powered by the right platform

CUSHMAN & WAKEFIELD
PURPOSE & BELIEFS
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CHAPTER 1 . 2

LOGO
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LOGO
MASTER BRAND LOGO

OUR LOGO

The Cushman & Wakefi eld master brand logo 
consists of two elements: the Icon and Lettermark.
Never alter it in any way. 

In written form, our company should always be 
referred to as Cushman & Wakefi eld. C&W is not an 
acceptable variation.
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LOGO
MASTER BRAND LOGO

ICON

LOGO

LETTERMARK

MASTER BRAND LOGO

The Cushman & Wakefi eld master brand logo 
refl ects an innovative and agile business, where an 
entrepreneurial spirit thrives and our focus remains 
on our clients.

It is a combination of our business name, presented 
in a unique and distinctive style of lettermark and a 
modern icon.

ICON

The icon represents our commitment to be identifi ed 
as the world’s preferred real estate fi rm. 

LETTERMARK

The lettermark refl ects our proud and established 
brand equity, poised to thrive worldwide.

GUIDELINES

• Our logo should appear at least once in every 
communication. 

• When the Cushman & Wakefi eld name appears 
outside of text, it is to appear in the logo format.

• Our logo must never be re-drawn, distorted
or dismantled. 

• The logo should never be separated or used as 
two pieces. It must remain as one. 

• The icon should never be used by itself, without 
the Cushman & Wakefi eld name attached to it.
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LOGO
MINIMUM SIZE & CLEARSPACE

CLEARSPACE

The logo should always be surrounded by a buff er 
area of clear space to separate it from text and other 
graphic elements, as well as the edge of the page. 
No other elements should infringe upon this space. 

The minimum clear space is equal to the width of 
the right half of the icon, specifi ed in the illustration 
to the left.

MINIMUM SIZE

Minimum size refers to the smallest size the 
Cushman & Wakefi eld logo may be reproduced to 
ensure its legibility. The Cushman & Wakefi eld 
logo may not be reproduced smaller than 1.125in or 
28.5mm in width.

XX X

X X

1 .125in or 28 .5mm
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1

LOGO
LOGO PLACEMENT

LOGO PLACEMENT

A consistent approach to logo placement helps us 
ensure a uniformity to our communications and aids 
in brand recognition. That’s why we have designated
three possible positions for logo placement in all 
applications: upper left, upper right or bottom right. 
The preferred Cushman & Wakefi eld logo placement 
is the upper left or right corner but some applications 
or layouts may require that the logo be placed on the 
bottom right of the page. Do not place the logo in the 
bottom left corner of any application.

1a 1b

2
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LOGO
COLOR VARIATIONS

FULL COLOR

The color application of the Cushman & Wakefi eld 
logo is in Red and Dark Gray. This is the preferred 
variation when applicable.

WHITE

Use the inverted white logo with the preferred 
background color of Red.  You can also use this logo 
treatment on a dark background or image. Do not 
place our white logo on any bright, off -brand colors 
or on busy photographs. 

PRIMARY LOGO

SECONDARY LOGOS

BLACK & WHITE

For restricted or one-color applications, or when 
the Cushman & Wakefi eld  logo cannot be 
reproduced in the preferred color application 
specifi ed above, the logo should appear in 72% black.

2- COLOR REVERSED WHITE

The 2-color reversed white logo is acceptable to use 
when the gray Cushman & Wakefi eld  lettermark does 
not make the necessary impact. Do not place this logo 
on any bright, off -brand colors or on busy photographs. 
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LOGO
SUB-BRAND LOGOS

We have two levels of sub-brands at 
Cushman & Wakefi eld. 

Level One is a position reserved for major legal 
entities that comprise Cushman & Wakefi eld. 
The only approved Level One sub-brands are 
C&W Services and DTZ Investors.

In written form,  these sub-brands should be 
referred to as C&W Services and DTZ Investors, 
respectively. 

Level Two is reserved exclusively for our 
affi  liates. Level Two should not be a place for 
creating internal defi nition through names of 
departments, divisions, units, events, or clubs. 

In written form,  our affi  liates should be referred 
to as Cushman & Wakefi eld/Affi  liate Name, e.g., 
Cushman & Wakefi eld/Oxford Commercial.

All sub-brand logos should be approved by the 
Executive Board and artwork should be created 
by Corporate Marketing - never create your own. 
If a new legal entity is created or purchased, 
contact Krissy Daily.

SUB-BRAND LEVEL ONE

SUB-BRAND LEVEL TWO

Oxford Commerical Pyramid Brokerage Company
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LOGO
MINIMUM SIZE & CLEARSPACE — C&W SERVICES

CLEARSPACE

The logo should always be surrounded by a buff er 
area of clear space to separate it from text and other 
graphic elements, as well as the edge of the page. 
No other elements should infringe upon this space. 

The minimum clear space is equal to the width of 
the icon specifi ed in the illustration to the left.

MINIMUM SIZE

Minimum size refers to the smallest size the 
C&W Services logo may be reproduced to ensure 
its legibility. The C&W Services logo may not be 
reproduced smaller than 1.125in or 28.5mm in width.

XX X

X X

1 .125in or 28 .5mm
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Oxford Commerical

CLEARSPACE

The logo should always be surrounded by a buff er 
area of clear space to separate it from text and other 
graphic elements, as well as the edge of the page. 
No other elements should infringe upon this space. 

The minimum clear space is equal to the width of 
the right half of the icon specifi ed in the illustration 
to the left and should be applied to the affi  liate logo 
as a whole. If the affi  liate name extends past the 
Cushman & Wakefi eld text above it, then the “x” 
space is measured starting after the last letter of the 
affi  liate name.

MINIMUM SIZE

Minimum size refers to the smallest size the 
Cushman & Wakefi eld logo may be reproduced to 
ensure its legibility. The Cushman & Wakefi eld/
Affi  liate logo may not be reproduced smaller than 
2.125in or 54mm in width.

X

X X

X X

2 .125in or 54mm

Oxford Commerical

LOGO
MINIMUM SIZE & CLEARSPACE — AFFILIATES 
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LOGO
CO -BRANDED LOGO — CHINA

L O G O  G U I D E L I N E S

CHINA

Within the Chinese market, always use the custom 
DTZ/Cushman & Wakefi eld  logo lock-up shown 
above. Never alter it in any way. 

In written form, our company should always be 
referred to as to DTZ/Cushman & Wakefi eld.
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LOGO
MINIMUM SIZE & CLEARSPACE — CHINA

CLEARSPACE

The co-branded logo should always be 
surrounded by a buff er area of clear space to 
separate it from text and other graphic elements, 
as well as the edge of the page. No other elements 
should infringe upon this space. 

The minimum clear space is equal to the width of 
the space between the DTZ logo and the 
Cushman & Wakefi eld  logo as specifi ed in the 
illustration to the left.

X
X

X X

X

1 .75in or 44.5mm

MINIMUM SIZE

Minimum size refers to the smallest size the 
co-branded logo may be reproduced to ensure its 
legibility. The co-branded logo may not be reproduced 
smaller than 1.75in or 44.5mm in width.
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LOGO
UNACCEPTABLE USES

G

BA

DC

FE

H

LOGO MISUSE

Proper use of the Cushman & Wakefi eld logo is 
essential for maintaining and protecting the brand. 
The logo should be reproduced according to the 
specifi cations in these standards. 

The examples to the left illustrate misuse of the 
Cushman & Wakefi eld  logo.

DO NOT

Alter the distance between elements

Change the proportions of the elements

Stretch the logo

Distort the logo

Retype or redraw the logo

Outline or recolor the logo

Skew or angle the logo

Use glows, drop shadows or other eff ects

Use the icon separately 

Our social media icon is never allowed to be used 
as a variation of our logo. This stacked version is 
only approved for corporate-sanctioned social 
media accounts.

A

B

C

D

E

F

G

H

I

J

I J
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CHAPTER 1 .3

TYPOGRAPHY
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TYPOGRAPHY
BRAND FONTS

OUR BRAND FONTS

We use two fonts in our brand communications: Gotham, 
a geometric and architectural sans serif, and Chronicle, a 
contemporary and elegant serif. Gotham is our primary font 
while Chronicle is secondary, to be used as an accent, call out 
or headline.  Chronicle may be used as body copy on special 
reports or publications.  

Arial and Georgia are standard windows and mac fonts, and 
should be used in Microsoft products and web applications. 

In Chinese, Microsoft Yafei and Simsun should be used.

HI, 
I’M GOTHAM.
Hello,
I’m Chronicle.
HI, 
I’M ARIAL.
Hello,
I’m Georgia.
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TYPOGRAPHY
FONT USAGE

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz

LIGHT

REGULAR

GOTHAM FONT FAMILY

ARIAL

BOOK

BOLD

MEDIUM

BOLD

ADOBE CREATIVE CLOUD

WEB BASED / MICROSOFT PRODUCTS

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz

ABCDEFGHIJKLMNOPQRSTUVWXYZ

abcdefghijklmnopqrstuvwxyz

ROMAN

SEMIBOLD

MEDIUM

CHRONICLE FONT FAMILY

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz

REGULAR

GEORGIA

BOLD
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TYPOGRAPHY
FONT USAGE / ADOBE CREATIVE CLOUD

THIS TYPE IS SET IN GOTHAM BOLD. THIS 
TYPE IS SET IN GOTHAM BOLD.

This Type Is Set In Chronicle Text Roman. This Type Is 
Set In Chronicle Roman.

This type is set in Gotham Book. This type is set in Gotham Book. This type is 
set in Gotham Book. This type is set in Gotham Book. 

HEADLINE

Gotham Bold is used for all headlines. It establishes 
brand consistency between the type system and the 
logo’s lettermark. It should always be used in upper 
case for all applications.

HEADLINE OPTION 2

Chronicle Text Roman is also used for all subheadlines.  
It should always be used in title case for all applications. 
Do not use all caps or small caps with this font. 

BODY COPY

Gotham Book is used for all body copy, large 
and small. 

This type is set in Chronicle Text Roman. Do not use All Caps or Small Caps with this font. 
This type is set in Chronicle Text Italic. This type is set in Chronicle Text Italic.

ACCENT, CALL OUT and BODY COPY

Chronicle Text Roman can be used as an accent font 
for call outs, headlines and, in some cases, all body 
copy, large and small. Chronicle Text G2 Italics is 
approved to use as well.  Do not use all caps or small 
caps with this font. 

THIS TYPE IS SET IN GOTHAM BOLD.  THIS TYPE IS SET IN 
GOTHAM BOLD.

SUBHEADLINE

Gotham Bold is also used for all subheadlines.  It can be 
used in title case or all caps for subheadline text.
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TYPOGRAPHY
SYSTEM FONT ALTERNATIVES / MICROSOFT PRODUCTS

ARIAL SHOULD BE USED IN MICROSOFT 
PRODUCTS. THIS TYPE IS SET IN ARIAL BOLD. 

Arial should be used in Microsoft products. This type is set in Arial Regular. 

HEADLINE

Use Arial Bold for all headlines. It should always be 
used in upper case for all applications.

SUBHEADLINE

Arial Bold for all subheadlines.  It should always be 
used in title case for all applications.

BODY COPY

Use Arial Regular for all body copy.

Arial should be used in Microsoft products. This Type Is Set In Arial Bold. 

Georgia should be used in Microsoft products. This type is 
set in Georgia Regular. 

HEADLINE OPTION 2

Use Georgia Regular as an alternative for headlines.



23

0 8 . 3 1 . 1 5B R A N D  I D E N T I T Y  G U I D E L I N E S  V E R S I O N  1 . 4

TYPOGRAPHY
EXAMPLE USAGE - ADOBE CREATIVE CLOUD

Cushman & Wakefi eld  GLOBAL VALUATION & ADVISORY 
SUPPORTS ZÜRICH’S GLOBAL PORTFOLIO

THE CHALLENGE

Zürich, through its local legal entities, 
has a global portfolio of properties held 
for investment or business purposes. 
Various local regulatory reporting 
regimes require each property to be 
valued externally on either an annual or 
a three-year schedule. Zürich wanted to 
engage a single-point-of-contact service 
provider across all its geographies to 
gain a consistent high level of service, 
managerial rigor, and cost effi  ciencies 
throughout the valuation process.

THE SOLUTION

As a global organization, Valuation 
& Advisory was able to assemble a 
team for Zürich to mimic its existing 
organizational structure with the 
relationship focused on EMEA, but with 
regional service leadership based in 
New York and Hong Kong. We worked 
with Zürich to hone a reporting template 
to satisfy both its central and local 
reporting needs, and we were able to 
off er a fl at fee throughout the global 
investment geography.

GOTHAM BOLD

Headline

GOTHAM BOLD

Subheadline

CHRONICLE TEXT ROMAN

Body Copy

In 2011, we valued and reported on 67 properties 
located in Belgium, Portugal, Sweden and the United 
States, and we have a forward program of valuations 
for properties located in EMEA, APAC, and the 
Americas.

CHRONICLE TEXT ITALIC

Caption
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CHAPTER 1 .4

COLOR
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COLOR
BRAND COLOR

PMS 185
CMYK: 0.100.93.0
RGB: 228.0.43
HEX: E4002B

PMS COOL GRAY 6
CMYK: 44.36.36.1
RGB: 150.150.150
HEX: A7A8AA

PMS 2955
CMYK: 100.60.10.53
RGB: 0.56.101
HEX: 003865

PMS 629
CMYK: 39.12.2.0
RGB: 155.211.221
HEX: 9BD3DD

PMS 632
CMYK: 93.2.15.7
RGB: 0.147.178
HEX: 0093B2

PMS 187
CMYK: 7.100.82.26
RGB: 166.25.46
HEX: A6192E

PMS 424
CMYK  59.49.49.17
RGB  105.107.107
HEX  686B6B

White
CMYK  0.0.0.0
RGB  255.255.255
HEX  FFFFFF

RED

GREY DARK BLUELIGHT BLUE BLUE

DARK RED

DARK GREY WHITE

PMS 390
CMYK: 34 / 12 / 100 / 2
RGB: 181 / 189 / 0
HEX: B5BD00

PMS 165
CMYK: 0 / 70 / 100 / 0
RGB: 255 / 103 / 31
HEX: FF671F

LIME ORANGE

PRIMARY COLORS

Our primary colors are clean, bold and 
distinguished. This palette should be used 
for all brand applications.

SECONDARY COLORS

The secondary colors  are used to enhance and should 
be used in conjunction with the primary colors. 

ACCENT COLORS

These colors are accents and should be used 
sparingly in such instances as infographics, 
charts and diagrams. By default, you should not use 
both green and orange in the same application.  See 
page 27 for more information.
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PMS 185

PMS 187 PMS 390

PMS 632

PMS 165 PMS 2955 COOL GRAY 6

NO TINTS OF PMS 185

NO TINTS OF PMS 187
70%

70%

70% 70% 70%

40%

40%

40% 40% 40%

20%

20%

20% 20% 20%

ACCENT COLORS APPROVED TINTS

PRIMARY USE COLORS APPROVED TINTSTints shown are approved for use. 

COLOR
BRAND COLOR

PMS 424

70%

40%

20%

PMS 629

70%

40%

20%
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COLOR
INFORMATION GRAPHICS: CHARTS AND GRAPHS

APPROVED COLOR PALETTE

COLOR SCHEMES

STRONG

STRONG

COLOR PALETTE + GREEN

COLOR PALETTE + ORANGE
MUTED

USE ONLY ONE*

PMS 629 PMS 632 PMS 424 PMS 2955 PMS 390 PMS 165

100%
RGB: 155.211.221 

100%
RGB: 0.147.178 

100%
RGB: 105.107.107

100%
RGB: 181.189.0

100%
RGB: 255.103.31

100%
RGB: 0.56.101

40%
RGB: 217.236.235

40%
RGB: 158.200.219

40%
RGB: 171.169.170

40%
RGB: 222.225.170

40%
RGB: 255.197.163

20%
RGB: 208.206.207

20%
RGB: 238.240.211

20%
RGB: 255.226.208

70%
RGB: 86.170.198

70%
RGB: 201.206.113

70%
RGB: 255.152.99

70%
RGB: 82.97.128

Information graphics are used to convey 
complex information visually. All infographics 
should be simple, clear, organized and easy 
to understand. Be selective in what content is 
suited to infographic treatment. Approved colors 
and tints for charts and graphs shown here. 

Complex (20+ segment) graphs:

If necessary, in a complex graphic the additional 
colors of orange and green may be used together 
to help diff erentiate the material.

Charts and Graphs Do:

-  Aim for a clean, simple and easy-to-read 
graphic forms. 

-  Show information graphics as fl at, 
non-dimensional elements.

Don’t:

-  Use a text size that is too small to be legible. 
For PowerPoint, do not use a font size smaller 
than 12pt. 

-  Use both green and orange in a color scheme at 
the same time

- Use gradients. 
- Use pattern fi lls.

MUTED
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CHAPTER 1 .5

BRANDING 
ELEMENT
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THE EDGE 
INTRODUCTION

INTRODUCTION

The Edge is one of the most distinctive graphic features in 
our new design system and is used in most communications. 
It incorporates elements found in the new (and previous) 
Cushman & Wakefi eld logo and the previous DTZ brand.

The Edge element unifi es our brand communications and 
acts as a framework for imagery, color and messaging. It 
will help to build recognition for our company when used 
appropriately. It allows us to visualize our connections and 
solutions in communications. The Edge is a clean, modern 
and simple design element intended to activate page layouts 
by adding another layer of visual interest for the reader. 

The Edge graphic is part of a consistent, fl exible system 
and is used in diff erent ways. It should be used on the front 
page or surface of applications. Avoid overusing the Edge 
graphic on interior pages of communication materials as this 
detracts from the overall impact of the graphic.
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THE EDGE 
HOW TO CREATE

EDGE TREATMENTS 

The primary use of the Edge should appear 
angled on the right side at 27.75 degrees. 

The secondary use of the Edge should appear 
angled on the left side at 307 or -53 degrees.

To create the Edge see instructions below, 
or you can use the supplied CW Library fi le 
available on the Brand Hub. Microsoft users, 
please use the edge elements already built into 
the available templates.

27.75°

0° / 360°

0° / 360°

Step 1: Draw a box or rectangle
Step 2: Transform the shape depending 
on what program you are in: 

Adobe inDesign / Illustrator: Shear Angle = 27.75°
Adobe Photoshop: Skew = -27.75°

307°

Step 1: Draw a box or rectangle
Step 2: Transform the shape depending 
on what program you are in:

Adobe inDesign / Illustrator: Shear Angle = -53°
Adobe Photoshop: Skew = 53°

Microsoft Users = use graphics built into approved templates   //   inDesign Users = there is an inDesign Library with edge graphics built in
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1

2 2

3

1. Create the primary CW edge.

2. Create a secondary edge (2 
above) in the negative space.

3. Right align right edge of 
triangle to right edge of page.

4. Shrink triangle until it’s one 
baseline lower than the CW 
main edge.

5. Create the secondary 
CW edge.

6. Scale until the left edge of 
the triangle hits the left edge of 
the page. Recolor.

THE EDGE 
BUILDING THE MULTIPLE EDGE
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PMS 424
60% OPACITY

PMS 424
60% OPACITY

PMS 632
75% OPACITY

PMS 632
75% OPACITY

PMS 185
Special blend 
see next page

PMS 185
Special blend 
see next page

THE EDGE 
TRANSLUCENT COLOR TINT GUIDE

EDGE TREATMENTS 

To achieve brand consistency, we recommend 
only using these four colors to create the Edge 
shape. Adjust opacity to achieve a similar 
tonal value across colors. Recommended 
opacity percentages to visually match are 
shown here.

PMS 629
85% OPACITY

PMS 629
85% OPACITY
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LAYER 1
PMS 185
75% OPACITY

LAYER 2
PMS 185
MULTIPLY, 
75% OPACITY

=+

THE EDGE 
TRANSLUCENT COLOR TINT GUIDE

THE RED EDGE RULES FOR USE: 

In order to achieve the correct Cushman & 
Wakefi eld Red as a translucent color, often the 
shape must be built with two layers overlaid one 
on top of the other, as specifi ed to the left. On 
certain images, PMS 185 set to multiply alone 
may achieve desired results, but more often 
than not you will need to apply the two layers.  

DESIRED RESULT
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CHAPTER 1 .6

ASSETS & 
RESOURCES
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ASSETS & RESOURCES
ICON LIBRARY

Agency Leasing Capital Markets Construction Due Diligence eComerce Energy & Sustainability  

Services

Facility Management Global Corporate

Services

Healthcare Implementation Investor Services Life Science

SERVICES

FINANCIAL

Bankrupt Calculator Capital Operating 

Plan

Capital Flows Cash Check Forecasting Management Portfolio Advisory Transaction (1) Transaction (2)Check-Calendar

PEOPLE

Investors Partners Person with Tie Person Restrooms Team Tie Team Global ClientsOwners

Portfolio Management Retail BuildingIndustrial Building Industrial Buildings Hospital Campus Government Home Multi-FamilyOffice Buildings Office Buildings (1.2)Office Buildings (1.1)

BUILDINGS

Over 200 icons available in both inDesign and PowerPoint libraries. 



36

0 8 . 3 1 . 1 5B R A N D  I D E N T I T Y  G U I D E L I N E S  V E R S I O N  1 . 4

ASSETS & RESOURCES
INDESIGN SYMBOL LIBRARY

Available for easy drag and drop of logos, edge graphics, markers & more.
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ASSETS & RESOURCES
MEDIA LICENSE IMAGE LIBRARY

Buildings / Architectural Detail

City / Market

Product Specific

Business People, Collaboration
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ASSETS & RESOURCES
HEADER GRAPHICS

Available as JPEGs or inDesign.
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TEMPLATES &
COLLATERAL

CHAPTER 1 .7
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8888 Technology Parkway
Suite 9999
San Francisco, CA 99999

COLLATERAL & TEMPLATES
STATIONERY

B R A N D  I D E N T I T Y  G U I D E L I N E

Address 1
Address 2
City, State Zip
Tel +1 000 000 0000
Fax +1 000 000 0000
cushmanwakefield.com

DD MM YYYY

Firstname Surname
Address 1
Address 2
City Postcode
Country

Dear Name,

Debit quibus ernam non perio velit atur, arumquuntia qui occaeriberi seque dunt aceatia venis simporibus 
doluptatibus mo quaecuptasim iusam que quis rehent ut qui dit omnihiliquid erit molecae nostotatque nest 
omnimus natio elligen tetus, commodiae consequia quas que doluptatus.

Ero blaut rem quae num ne inis estio. Nemporature, vel maximet voluptatem eliae nostem ad quae quam, 
volupti isitis verum inus, inctur re odicto exeroviderum facest, ium ipsape con nis quiandi ipsum nihiti denia aut 
voluptatem quiaessim. 

Vel ipsum aut liatempora dentem es dolorporist rerianduciis eate dipsant, qui temperi orehenis prae plibea 
nobis restorentio que ea qui tem. Landam solupis idelest liae. Labore nonem quo et ommoles rerumque as 
derum aut ut que conemos totatur?

Rum recta quo tem quae num facculparum et as mi, te dolo optatioreris illest, comnia se volorporerum con 
pedianimo tem que voluptusa intiorem il mostio voloriandi undam vit, solupta ssitatae labo. Bis ea num veri.

Yours sincerely

Firstname Lastname
Position

Firstname Lastname Designation
Account Executive
Energy & Sustainability

8888 Technology Parkway
Suite 9999
San Francisco, CA 99999
Direct +1 222 222 2222
Mobile +1 444 444 4444
firstname.lastname@cushwake.com
cushmanwakefield.com

Letterhead 

Business Cards - Global Standard Size

Envelope - various sizes

8888 Technology Parkway
Suite 9999
San Francisco, CA 99999
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COLLATERAL & TEMPLATES
POCKET FOLDER

B R A N D  I D E N T I T Y  G U I D E L I N E

cushmanwakefield.com

Front Back

Inside



42

0 8 . 3 1 . 1 5B R A N D  I D E N T I T Y  G U I D E L I N E S  V E R S I O N  1 . 4

COLLATERAL & TEMPLATES
OFFICE TOOLS

B R A N D  I D E N T I T Y  G U I D E L I N E

First Name Last Name
Title Goes Here
Service Line Goes Here
CA License 00000000

Direct: +1 000 000 0000
Mobile: +1 999 999 9999
Fax: +1 444 444 4444
krissy.daily@cushwake.com

201 California Street, Suite 800 
San Francisco, CA 94111 | USA

LinkedIn | Facebook | Twitter | YouTube | Google+ | Instagram | Blog

 

  

Fax 
To: [To] From: [From] 

CC: [Company] Email: [Email] 

Fax number: [FaxNumber] Ext: [Ext] 

Date: [Date]   

 
Subject:  
 
[Start message here] 

 

SubjecSubject:t:

 

  

Memo 
To: [To] From: [From] 

CC: [Company] Email: [Email] 

Date: [Date]   

 
Subject:  
 
[Start message here] 

 
 

  

Agenda  
 

Subject: 

Time: 

Location: 

Present: 

Apologies: 

 

 
 
 
 
 
 
 

  

Preparation for Meeting    
 

Please read Notes   
Text Text  
Text  Text  
 
 

Open Meeting     
 

Objective Notes  
 

Text Text  
Text  Text  
 
 

Action items from previous meeting         Responsible               Due Date   
 

Text <initial> 
Text  <initial> 
Text  <initial> 

 

Agenda Topic     
 

1. Topic  

2. Topic 

3. Topic   

 

Close Meeting     

 

Signature block

Fax, Memo & Agenda
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COLLATERAL & TEMPLATES
PROFILE / BIO

B R A N D  I D E N T I T Y  G U I D E L I N E

Name, Designation Title

Address | City, ST Zip

Direct: +1 000 000 0000 Mobile: +1 000 000 0000 

Fax: +1 000 000 0000  

first.last@cushwake.com | cushmanwakefield.com

Lic #0000000

Professional Expertise
The full bio (including narrative, list of clients and education)  

should be no longer than two short paragraphs]

Clients Served [if applicable, delete if not] 0

•  Client Name

•  Client Name

Major Transactions [if applicable, delete if not]

•  Client Name/Property Name, and Address - XX,XXX SF

•  Client Name/Property Name, and Address - XX,XXX SF

Professional Affiliations [if applicable, delete if not]

•  [Example:] Member of Real Estate Board of New York (REBNY)

•  Affiliation Name, Name of Chapter

Professional Recognition [if applicable, delete if not]

•  [Example:] CoStar’s ‘40 under 40,’ 2009

•  Award, Year Received

Community Leadership [if applicable, delete if not]

•  [Example:] Member, Community Board 6

•  Position Held, Organization

Education
•  Highest Degree Received, Educational Institution, Honors Received

•  Second-highest Degree Received, Educational Institution, Honors Received

[Example:] Masters of Business Administration, New York University Stern School of Business

Bachelor of Arts, City University of New York, graduated Phi Beta Kappa

Continuing Education in Real Estate, New York University SCPS 
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COLLATERAL & TEMPLATES
POWER POINT TEMPLATE

Presentation Title 
Cover Option 1 
 

9 

Section Headline 

Lorem ipsum dolor sit 
amet, consectetur 
adipiscing elit. Etiam 
volutpat, arcu vel efficitur 
ultrices, turpis dolor 
tempus ipsum, sit amet 
sollicitudin nunc metus 
quis dolor. Mauris vel 
eros facilisis 

Presentation Title 
Cover Option 2 

Client Name   |  Cushman & Wakefield 

Text column 1 
Lorem ipsum dolor sit amet, consectetur adipiscing elit. 
Etiam volutpat, arcu vel efficitur ultrices, turpis dolor 
tempus ipsum, sit amet sollicitudin nunc metus quis dolor. 
Mauris vel eros facilisis, fermentum ipsum ut, tincidunt 
augue.  

Text column 2 
Lorem ipsum dolor sit amet, consectetur adipiscing elit. 
Etiam volutpat, arcu vel efficitur ultrices, turpis dolor 
tempus ipsum, sit amet sollicitudin nunc metus quis dolor. 
Mauris vel eros facilisis, fermentum ipsum ut, tincidunt 
augue.  

 

Title 
Sub heading 

Client Name   |  Cushman & Wakefield 

4.3 

2.5 

3.5 

4.5 

2.4 

4.4 

1.8 

2.8 

2 2 

3 

5 

Category 1 Category 2 Category 3 Category 4

Series 1 Series 2 Series 3

Text column 1 
Lorem ipsum dolor sit amet, consectetur 
adipiscing elit. Etiam volutpat, arcu vel efficitur 
ultrices, turpis dolor tempus ipsum, sit amet 
sollicitudin nunc metus quis dolor. Mauris vel eros 
facilisis, fermentum ipsum ut, tincidunt augue. 
Donec leo mi, convallis et tellus non, tristique 
hendrerit est.  

Title of bar chart example 

Title 
Sub heading 

Presentation Title 
Presentation sub heading 

Click to edit Master title style 
Cover Option 3 
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Client Name / Logo

Proposal Title
Date, 2015

Prepared for:
First Last Name
Title
Company Name

Optional 
Section Divider

Section Header - 2 column layout

Heading 2
Nit et popopula re cla publis andem andiusum in 

sunu viris. Hemque dius hos et? Odi intimus. Vala-

bun culabus huit.

Iridepere fi cierum hus, quo conlos in vivatiu satis-

tam ut inicaes imilis et; nonsum senes horis notiam 

tesse me cones consum cerfecisse in Itam nos, 

facre num simis con tem et; Casdacchuis ac rei iu 

visquodis vatus invocciost ocaesta labis. Furentris, 

unte atuam perobse nsullat ompresimmo erum 

num diis? Palabem ad inerips, condiissus, nortum 

notam atque fortam di pri porum, quo et L. Vales 

stridiussi condactum te, sultorsula ta norion iu 

mus, con vigitil habitiam silicii consus incus inatere 

pere et audere terra pra nostieris sintilis oruntravo-

cus efectus moves bont. Hoste co ut inte in ta, fuid 

adducto ca; inat.

Heading 3
Endeatumum nuniter videsse risquiditum etravolus 

ad consuli civitu vivena, convolicips, consunte cae 

fecon dium vit, et; hoculvi destiam re iam derfi r-

mandum o iam opulocc ibunterivem num inatum 

opublint? Nihilicips, Cupicaudem abus, consul.

Heading 4
Pie et; num pero pratiem, Catquos truntratur, Cati-

usse es ilinum ari iam tem facepopor iae condame 

con terfesitum nescerviu vitum potam conicieni 

patquem tem utem, oc, forum crum il haequitrit, 

convo, nost for lium fi castortiam Romnihili pro-

bunter quem ala ad resulosum is resta inculina-

tis Marberris sulicavenam tante et pubis ina, sa 

nonlocciam quo pratqui terecultora dium ut fachus 

ortericum non dis? quemque nonc octodit, uraed 

cae consus esse, ut coneste rcerica; Cuperis ala re 

mantem publiconfi n trid publina, untra comprac-

chin Itatum sen rei confes octa, quam orum aucto 

pecermandet; iam hoctum auderfi t. Quo Cuppli-

catque ame fi r ure publi, vestuus, viurit, Catilnem, 

ni si tem in se il terum poerferehem diis. Vere 

nostrus speri silicio, utemnes icaequerta teribus, 

inatum poenam patrae tere, optemus, sulis locut 

perum urnica consci inunum prissim ovesse, sen-

trimum me cre num, Aqui aut vendici musdaer ro-

runt, teniae od utem fugia se plaboritia cus dolora-

tur? Udandissimi, acipitiat ad que sapitam erit inis 

aut et, necus maximos di dolorep erovit vendae et 

et abore volo core voluptas excessunt ut asi core 

voluptatat ant mo inihili tiumenis serio iunt, omnis 

andi conseque offi  ctio ex explis auta quam nihitis 

nis saperumet eum aut voluptatur, que quostiis 

eaque nonsequia dellab iur? Eped quis dolorios 

idelecum et, quid utem debitas el id modia nis atis 

eum esequam fugia consed et quis arum fuga. 

Tatium doluptat offi  cium aut posseque pe net 

molutemqui rem volupta sitinus el exeratusam do-

luptas ad ma volut omnisim posanis excerum eici 

illa con eaturis adis que nosame si ulpa con reriosa 

volectem. Elitaquis et is dolorio nsernat ectatus re, 

que nobis pe delis as arum qui offi  ctu rionsequat 

maiorum quam quo quiditiatet optaquiatus.

Nam re, consecto explit mi, cus et dolorion re est 

amus que reptat.

Magnam a conseque solorrum voluptius rem eici-

ures nis rerchiciatis ratiandi sam, odia velloribust 

audicienia sinctat.

Imus. Dandendi rem autestr uptatiuntis arum 

adiate etus suscimo lorrovit id et quiatio quatatem 

iliquasit volupti saped eos dolumqui debitatistem 

consecearum re poria necerib uscimil ma nis do-

luptatin porerrum facerumque volorias dictis eos 

evelent etur at auta nes eatem fuga. Itamendit do-

Section Name

6  |  Cushman & Wakefi eld

Section Header

lorentia consecto dolorrovit aligent laceperias ab 

ilic tem quas enderfero eariosam volent, quibusap-

id quae nus dolut fuga. Pari aute essinus alis apici 

reptae excerum que esti as evendebit quatur?

Dae nectiati conseque perspis simus. Nam re, 

consecto explit mi, cus et dolorion re est amus que 

reptat.

Magnam a conseque solorrum voluptius rem eici-

ures nis rerchiciatis ratiandi sam, odia velloribust 

audicienia sinctt. Nam re, consecto explit mi, cus 

et dolorion re est amus queMagnam a conseque 

solorrum voluptius rem eiciures nis rerchiciatis 

ratiandi sam, odia velloribust audicienia sinctat.

Heading 2
rem utem faciaep rovidebis digentem ut hicil in 

rem qui cori dus dipissimin rerfern aturect ationse-

ro ducium quodi reium arcit pra quia sequiam qui 

dolum, occum debitiora doluptur aligenihite verro 

odis dollias periorr oreperias nobis magnihilias ant 

moloria dolorrum inulla ipid qui culluptaqui od et, 

quo ipsum volor aut dipsusc ipsantin cus dolu.

•  eitiae quias corem di rendi dolorumquia que 

num dolorio coreped exerum eos et di aut 

moloreris mi, cum fugitio quae. Nem elit volor 

suntia consentia as solupti

• verchicitate lias quibusae nullaccusa cones-

to reroreped event volorrum quidenduci 

autatum, cus sam quatem faceaquatem alis 

aliam sinveli tatur? Ria doles del illupta ssimil-

liquis magnis eatem quam, con nonecusda

• pa sum, soluptam, aut ellit ariae et laccae ni 

conem estibus as sendaes tiscia quo occus 

rem sit utectas a aut peritiscita nullesciis 

mintur aut dolorestis pelenestem

• esto intiis et qui omnihilist lautem core end-

unte ra.viduciis alique velignat quae net aut .

Verum eum nonse volo et quam rere eum dolut 

que rem dipsam fugit volorep ereptaecest ad 

quiata apelibust ente laudand andunt repudaest 

omnist aut vel erferuptas mos experumet eum 

harchillam, exces eiciis volores es senima ium rei-

um explibus rest eius volorib eatium qui ipsus, ut 

aut ut list, ut rere evelecae quaepuda dolorehendis 

magnihi lluptur autae am, coribus eturem es dolup-

taque vitatus il ipsum fugiam reptas ab iligendios 

volluptatius maio eum accabo. Lest ratesequid mo-

sanisti alit quostinte re voluptas alignis assit audis 

es dolest ommolorem nem debitiu ntiur?

Me latectium doluptae qui dollacia duciae nobis 

eius earunt.

Untio bearum quaspic ipsaectias doles dem ius 

dipsant et porero mincto eicaturem explatem den-

tio. Ga. Sam eost quia commo dem fuga. Neque ad 

quiae et, tota ni beatur ratur? Totatem veri tem hil 

ius eum, cum dolutaq uaestii ssinctur, seque secab 

ipsam aliatent, quis dent quas dio. Evendit

Eperistrum evel ipsam dolupta tiaspie nducilicil et 

fugia vidunt volupta del modit et dolupta sita-

temporum dem fugitassedi de et occaborum et 

quaspis voluptatem sit, optat fugit et ut quiaestis 

susam reped molorem lautem apelit modiatur, at 

que modigen ihicium sitios aut unt, illuptatus ac-

cum reiunt acculla voluptiunt parum quatempe con 

por aliquam nonsequid min ex eatiae. Eheniatur rat 

ut autes apit faceaque plibusam quunt hitibusam, 

quae volesti sim quia veliquodis amet aut qui delis 

sinvel inume qui beatur, occum dolores totatem 

rem quate es ea eos dolorem aut iliqui conest est 

veri corectem qui undandae. Mus autatis aut laccu.

  Facilities Management  |  7

COLLATERAL & TEMPLATES
PROPOSAL TEMPLATES

B R A N D  I D E N T I T Y  G U I D E L I N E
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Client Name / Logo

Proposal Title
Date, 2015

Prepared for:
First Last Name
Title
Company Name

COLLATERAL & TEMPLATES
PROPERTY FLYER & EMAIL BLAST TEMPLATES

B R A N D  I D E N T I T Y  G U I D E L I N E

Property fl yers also available in landscape orientation.

inDesign, Microsoft PowerPoint & Microsoft Publisher fi le formats.
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COLLATERAL & TEMPLATES
PROPERTY SIGNAGE

B R A N D  I D E N T I T Y  G U I D E L I N E

FOR LEASE

000 000 0000
BROKER NAME 1

cushmanwakefield.com

FOR 
LEASE

000 000 0000
BROKER NAME 1

cushmanwakefield.com

Available in various sizes with banner designs, too.
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cushmanwakefield.com | 1

MARKET NAME

Office Market Snapshot
First Quarter  |  2015

<CITY> OFFICE

Overall Vacancy

Net Absorption/Asking Rent 
1Q TRAILING AVERAGE

Market Indicators
Q1 13 Q1 14 12-Month 

Forecast

Overall Vacancy 10.5% 10.3%

Net Absorption 780K 2.1M

Under Construction 150K 150K

Average Asking Rent $31.25 $30.25

Economic Indicators
Q1 13 Q1 14 12-Month 

Forecast

Raleigh Employment 459k 451k

Raleigh Unemployment 5.2% 6.4%

U.S. Unemployment 7.2% 7.8%

$10

$20
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$40

$50

-800,000

-400,000
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400,000

800,000

1,200,000

2010 2011 2012 2013 Q1 14

Net Absorption Asking Rent, $ PSF

4%

5%

6%

7%

8%

9%

10%

2010 2011 2012 2013 Q1 14

Economy
Xerrum quaectionem volut rentincto quae volorest, quid et 
eiur? Quidus quist mos et et estis pro omnit est, con 
conseque volor aut eates dendistore voloremolor mi, aute 
consequat. Onsequa tesenim labores simolo inveles quo 
beritet officto molupta expeliquam eum eumqui 
doluptatque minis ut ad mo quidenis et vid quiaspisin 
nulluptatur simperum volupta tiumqui tet fugiam verum aut 
ut omnis sus et labor sa voloreptas quias mo eosapident lab 
inveri occusap eroreptat.

Arum este prati omni aut quidel ea volorro blabor re 
conseque dolo berum eum quodit laut lam dolestiam qui id 
essita eum re niminvellor autatis et harcius, cullabo 
rrumquatur, ipsam harum, cus porum harciument dolupta 
temque num quiatet quam hicitem nobis estionecabo. 
Agnimpo reperum a velesecae doluptur? Qui officimus, 
inulpa cus, quasperum sitat. Et eum quas demoluptassi de 
con cus eum ullam quatem faccustotam, verum, cum aut 
eum re omnis ut fuga. Os eum in cus corum quam repudant 
es im et et est dolupta eceriatem undit, quas eatis in et qui 
officium santo culpa vent.

Market Overview
Qui officimus, inulpa cus, quasperum sitat. Et eum quas 
demoluptassi de con cus eum ullam quatem faccustotam, 
verum, cum aut eum re omnis ut fuga. Os eum in cus corum 
quam repudant es im et et est dolupta eceriatem undit, 
quas eatis in et qui officium santo culpa vent. Sequo magnis 
rem veliquo intium dolorepro id mosandit, sunte quis intium 
as ni voluptatio. Uptae repudiores illabor ehenimi. Arum 
este prati omni aut quidel ea volorro blabor re conseque 
dolo berum eum quodit laut lam dolestiam qui id essita 
eum re niminvellor autatis et harcius, cullabo rrumquatur, 
ipsam harum, cus porum harciument dolupta temque num 
quiatet quam hicitem nobis estionecabo. Agnimpo reperum 
a velesecae doluptur? Qui officimus, inulpa cus, quasperum 
sitat. Et eum quas demoluptassi de con cus eum ullam 
quatem faccustotam, verum, cum aut eum re omnis ut fuga. 
Os eum in cus corum quam repudant es im et et est 
dolupta eceriatem undit, quas eatis in et qui officium santo 
culpa vent. Et eum quas demoluptassi de con cus eum.

COLLATERAL & TEMPLATES
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<CITY> OFFICE Economy
Xerrum quaectionem volut rentincto quae volorest, quid et 
eiur? Quidus quist mos et et estis pro omnit est, con 
conseque volor aut eates dendistore voloremolor mi, aute 
consequat. Onsequa tesenim labores simolo inveles quo 
beritet officto molupta expeliquam eum eumqui 
doluptatque minis ut ad mo quidenis et vid quiaspisin 
nulluptatur simperum volupta tiumqui tet fugiam verum aut 
ut omnis sus et labor sa voloreptas quias mo eosapident lab 
inveri occusap eroreptat.

Arum este prati omni aut quidel ea volorro blabor re 
conseque dolo berum eum quodit laut lam dolestiam qui id 
essita eum re niminvellor autatis et harcius, cullabo 
rrumquatur, ipsam harum, cus porum harciument dolupta 
temque num quiatet quam hicitem nobis estionecabo. 
Agnimpo reperum a velesecae doluptur? Qui officimus, 
inulpa cus, quasperum sitat. Et eum quas demoluptassi de 
con cus eum ullam quatem faccustotam, verum, cum aut 
eum re omnis ut fuga. Os eum in cus corum quam repudant 
es im et et est dolupta eceriatem undit, quas eatis in et qui 
officium santo culpa vent.

Market Overview
Qui officimus, inulpa cus, quasperum sitat. Et eum quas 
demoluptassi de con cus eum ullam quatem faccustotam, 
verum, cum aut eum re omnis ut fuga. Os eum in cus corum 
quam repudant es im et et est dolupta eceriatem undit, 
quas eatis in et qui officium santo culpa vent. Sequo magnis 
rem veliquo intium dolorepro id mosandit, sunte quis intium 
as ni voluptatio. Uptae repudiores illabor ehenimi. Arum 
este prati omni aut quidel ea volorro blabor re conseque 
dolo berum eum quodit laut lam dolestiam qui id essita 
eum re niminvellor autatis et harcius, cullabo rrumquatur, 
ipsam harum, cus porum harciument dolupta temque num 
quiatet quam hicitem nobis estionecabo. Agnimpo reperum 
a velesecae doluptur? Qui officimus, inulpa cus, quasperum 
sitat. Et eum quas demoluptassi de con cus eum ullam 
quatem faccustotam, verum, cum aut eum re omnis ut fuga. 
Os eum in cus corum quam repudant es im et et est 
dolupta eceriatem undit, quas eatis in et qui officium santo 
culpa vent. Et eum quas demoluptassi de con cus eum.

Overall Vacancy

Net Absorption/Asking Rent 
1Q TRAILING AVERAGE

Market Indicators
Q1 13 Q1 14 12-Month 

Forecast

Overall Vacancy 10.5% 10.3%

Net Absorption 780K 2.1M

Under Construction 150K 150K

Average Asking Rent $31.25 $30.25

Economic Indicators
Q1 13 Q1 14 12-Month 

Forecast

Raleigh Employment 459k 451k

Raleigh Unemployment 5.2% 6.4%

U.S. Unemployment 7.2% 7.8%
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COLLATERAL & TEMPLATES
EMAIL BLAST ANNOUNCEMENT HEADERS

Announcement  
Headline

Cushman & Wakefield Welcomes

Firstname Lastname

a message from 

Tod Lickerman 
Global Chief Executive Officer

I’ve Joined 
Cushman & Wakefield
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CONTACTS

B R A N D  I D E N T I T Y  G U I D E L I N E S

ANGIE BRENNAN

Creative Director | Cushman & Wakefi eld
Americas
Direct +1 312 470 3809
angie.brennan@cushwake.com

PENELOPE JOHNSON

Senior Graphic Designer| DTZ
APAC
Direct +61 2 9224 8077 | 
penelope.johnson@dtz.com

KRISSY DAILY

Creative Director | DTZ
Americas
Direct +1 415 677 0463
krissy.daily@dtz.com 

KATIE KAKINDIROS

Creative Design, Associate Director  | Cushman & Wakefi eld
EMEA
Direct +44 (0) 7793 808 932
katie.kakindiros@eur.cushwake.com


