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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 & Wakefield logo is 
always reproduced in accordance with the usage 
guidelines outlined in this document.

The Cushman & Wakefield 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 offices and Cushman & Wakefield 
businesses. It should appear at least once in every 
communication. When the Cushman & Wakefield 
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 & Wakefield 
lettermark attached to it. It must remain as one.

CUSHMAN & WAKEFIELD
INTRODUCTION
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LOGO
MASTER BRAND LOGO

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

OUR NAME
‘Cushman & Wakefield’ should be written in 
full whenever we go to market externally. 
This distinguishes our brand from the 
competition and their use of acronyms, and 
from other firms across various industries 
who use the initials ‘CW’ or ‘C&W’.  The use 
of ‘Cushman & Wakefield’ leverages brand 
name awareness and the prestige of our 
formal name.

In legal contracts, after the first use of 
‘Cushman & Wakefield’ you are permitted to 
use C&W thereafter.

Abbreviation to ‘C&W’ is occasionally 
permitted in social media  or digital 
marketing where space restrictions exist.

OUR TENSE
‘Cushman & Wakefield’ is always written 
in the singular tense. This means you must 
write:

•	 Cushman & Wakefield is      
•	 Cushman & Wakefield has
•	 Cushman & Wakefield was
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LOGO
MASTER BRAND LOGO

ICON

LOGO

WORDMARK

MASTER BRAND LOGO
The Cushman & Wakefield master brand logo 
reflects 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 
wordmark and a modern icon.

ICON
The icon represents our commitment to be 
identified as the world’s preferred real estate firm. 

LETTERMARK
The wordmark reflects our proud and established 
brand equity, poised to thrive worldwide.

GUIDELINES
•	 Our logo should appear at least once in every 

communication. 
•	 When the Cushman & Wakefield 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 & Wakefield name 
attached to it.

Red: 	 PMS 185

Gray: 	PMS 424
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LOGO
CLEARSPACE & MINIMUM SIZE

CLEARSPACE
The logo should always be surrounded by a buffer 
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, specified in the 
illustration to the left.

MINIMUM SIZE
Minimum size refers to the smallest size the 
Cushman & Wakefield logo may be reproduced 
to ensure its legibility. The Cushman & Wakefield 
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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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 
& Wakefield 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 & Wakefield 
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 & Wakefield  logo cannot be 
reproduced in the preferred color application 
specified above, the logo should appear in 100% 
black.

2-COLOR REVERSED WHITE
The 2-color reversed white logo is acceptable to 
use when the gray Cushman & Wakefield 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
CO -BRANDING LOGOS

vertically center  
other company logo

If the partnering logo is square or appears too small next to our logo when using 
the above approach, it is acceptable to extent the height of the partnering logo 
to the top and / or bottom of the gray rule like shown at the right.

.75 pt PMS 424 Grey rule line

A

AA

A

CO-BRANDED
In co-branding situations, such as a conference 
sponsorship or joint listing, the Cushman and 
Wakefield logo may be used in concert with the 
partnering company.

In these situations, please follow this guidance 
or share our appropriate co-branding guidance 
with the other party.  Always ensure our logo 
appears visually equal to the partnering logo, so 
adjustments to reflect this should be made as you 
see fit.

Other Co.
Logo

Other Co.
Logo
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LOGO
GREATER CHINA LOGO

CHINA
Within the Chinese market, always use the custom 
Cushman & Wakefield  logo lock-up shown above. 
Never alter it in any way. 

In written form, our company should always be 
referred to as to Cushman & Wakefield.
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LOGO
MINIMUM SIZE & CLEARSPACE — GREATER CHINA

CLEARSPACE
The co-branded logo should always be 
surrounded by a buffer 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. 

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.

X

X

X X

X

1.75IN OR 44.5MM
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LOGO
SUB-BRAND LOGOS

SUB-BRANDS 
We have four approved sub-brands at Cushman & Wakefield, 
C&W Services, DTZ Investors, C&W Design + Build,  and 
Cushman & Wakefield Asset Services. Sub-brand logos are 
reserved for major legal entities of Cushman & Wakefield. 

In written form, these sub-brands should be referred to 
as C&W Services, DTZ Investors, C&W Design + Build, and 
Cushman & Wakefield Asset Services, respectively. 

C&W Design + Build is a separate legal entity in Europe 
which will provide a turnkey delivery model for our clients. 
It is an integral part of Cushman & Wakefield’s existing 
Project & Development Services (PDS) platform. This brand 
is only approved for use in EMEA and in relation to the legal 
entity. Do not use C&W Design + Build logo if the services 
are provided to a client through a Cushman & Wakefield 
entity. For questions, contact Katie Kakindiros.     

Cushman & Wakefield Asset Services is a separate legal 
entity and is an approved sub-brand at Cushman & 
Wakefield. This brand is only approved for use in Canada
by the business formerly known as 20 VIC Management 
Inc. and by the people in Canada employed or engaged by 
Cushman & Wakefield Asset Services formally known as 20 
VIC Management Inc. This logo is not to be used by those 
professionals who are associated with our U.S. based Asset 
Services offerings.

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.

C&W
DESIGN + BUILD
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LOGO
MINIMUM SIZE & CLEARSPACE — SUB-BRANDS

CLEARSPACE
The logo should always be surrounded by a buffer 
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 specified in the illustration to the left.

MINIMUM SIZE
Minimum size refers to the smallest size the  
sub-brand level one logo may be reproduced 
to ensure its legibility. The logo may not be 
reproduced smaller than 1.125in or 28.5mm in 
width.

NOTE:
The clear space indicated on this page is the 
same for DTZ Investors and our other approved 
sub-brand logos.

XX X

X X

1.125IN OR 28.5MM
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Chronicle Text, G2 28pt
space equal to AA

ICON
HERE

ALLIANCE
COMPANY

Gotham Bold All Caps 36 pt font

19 pt* kerning (*starting at)
space equal to A 25  pt leading

A

ALLIANCE / AFFILIATE CO-BRANDS 
The two co-brand logo options on this page are 
reserved exclusively for our  alliance and/or affiliate 
members. These logos should not be a place for 
creating internal definition through names of 
departments, divisions, units, events, or clubs. 

In written form,  our alliance / affiliate members 
should be referred to as Cushman & Wakefield 
Alliance Name, e.g., Cushman & Wakefield Pacific 
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.

LOGO
ALLIANCE / AFFILIATE LOGOS
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CLEARSPACE
The logo should always be surrounded by a buffer 
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 specified in the 
illustration to the left and should be applied to 
the affiliate logo as a whole. If the affiliate name 
extends past the Cushman & Wakefield text above 
it, then the “x” space is measured starting after 
the last letter of the affiliate name.

MINIMUM SIZE
Minimum size refers to the smallest size the sub-
brand level two may be reproduced to ensure its 
legibility. The logo may not be reproduced smaller 
than 2.125in or 54mm in width.

X

X X

X X

2.125IN OR 54MM

LOGO
MINIMUM SIZE & CLEARSPACE — ALLIANCE / AFFILIATE LOGOS

NOTE:
The clear space indicated on this page is for 
both versions of the Alliance logos.
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LOGO
UNACCEPTABLE USES

G

BA

DC

FE

H

LOGO MISUSE
Proper use of the Cushman & Wakefield logo 
is essential for maintaining and protecting the 
brand. The logo should be reproduced according 
to the specifications in these standards. 
 
The examples to the left illustrate misuse of the  
Cushman & Wakefield  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 noticeable drop shadows

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 or call out.  Chronicle should be used 
sparingly and never as a headline.  

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

If available, the Montserrat Font Family can also be 
used for web in replace or Arial.

In Chinese, the following fonts should be used:  
Noto Sans (for Adobe) and Simhei (for Microsoft).

HI,  
I’M GOTHAM.
Hello,
I’m Chronicle.

HI,  
I’M ARIAL.
Hello,
I’m Georgia.

UPDATED
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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 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. Uppercase 
should be used for headlines unless there is a 
character count over 36. See page 26 for more 
details.

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 OR CALL OUT
Chronicle Text Roman can be used as an accent 
font. 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 Medium and Bold can be used for all 
subheadlines.  It can be used in title case or all 
caps for subheadline text.

UPDATED



23

1 0 . 0 1 . 1 8

B 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  2 . 0

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. 
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TYPOGRAPHY
FONT FORMATTING STANDARDS

Headline 
GOTHAM BOLD
34pt size, 32pt leading, all caps

Subheadline
GOTHAM MEDIUM
17pt size, 18pt leading, title case

Subheadline
GOTHAM MEDIUM
14pt size, 15pt leading, all caps

Alternate Headline - when exceeds  
more approximately 36 characters
GOTHAM BOLD
25pt size, 26pt leading, title case

FONT FORMATTING STANDARDS
Tight leading, and tight kerning adjustments, 
gives a bold and powerful look to our headline 
text.  Optical (as opposed to metrics) kerning is 
suggested. Note, when the font size increases, 
adjustments must be made to leading to keep 
the compacted look.

If the headline is more than approximately 36 
characters and around four lines, the alternate 
headline style of Title Case is suggested to avoid 
overcrowding and allow for easier viewing.

Avoid sentence case in subheadlines.

Only Gotham (or Arial) should be used for 
headlines and subheadlines; Chronicle (or 
Georgia) should only be used as an accent font 
and sparingly. 

While tight leading is recommended for 
headlines and subheadlines, alternatively, wider 
leading maybe be used for body copy. It is 
recommended that tight kerning that be used for 
all copy.

UPDATED

DELIVERING 
VALUE, 
MANAGING 
COMPLEXITY

Building for the Future, 
Supporting a Unique 
Mission, and Achieving 
Thoughtful Workplaces

COWORKING 
AND FLEXIBLE 
OFFICE SPACE
Additive or Disruptive  
to the Office Market?

AUGUST 2018
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TYPOGRAPHY
FONT FORMATTING STANDARDS

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 efficiencies 
throughout the valuation 
process. 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 offer a flat fee throughout 
the global investment geography. 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 efficiencies 

throughout the valuation process.  Zürich, 
through its local legal entities, has a global 
portfolio of properties held for investment or 
business purposes.  

GOTHAM BOLD
Headline
19pt size, 18pt leading, all caps

GOTHAM BOOK
Body Copy
10pt size, 15pt leading

Nes prem hilland 
aerferrorion nis ea a 
autem et es quis inum 
faceatia erferion con 

porepudia conse ne 
elignam, nam, consed que 

quaepro ratur.

CHRONICLE TEXT 
ITALIC
Call Out
14pt, 18pt leading

COWORKING AND FLEXIBLE OFFICE SPACE

ADDITIVE OR DISRUPTIVE TO THE OFFICE MARKET? GOTHAM BOLD
Subheadline
14pt size, 13pt leading, all caps

UPDATED
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TYPOGRAPHY
WHAT’S NEXT COPY UPDATED

COPY & FORMATTING STANDARDS
The designs on this page illustrate three 
approved ways that the ‘What’s Next’ 
headlines may be written. Remember, ‘What’s 
Next’ and all headlines should be written 
in all caps. Please refer to all corporate 
provided templates for proper formatting 
and note that especially for advertising, we 
do not want to alter the headline formatting 
from what is built into the templates.

1.	 When part of a longer headline, the 
‘What’s Next’ should appear slightly 
larger for emphasis; the hierarchy 
helps simplify the visual and allows the 
message to be retained faster. 

2.	 As a stand alone headline, ‘What’s 
Next’ should appear as all caps and the 
placement of the words are staggered as 
shown. 

3.	 An alternative variation to add more style 
to your headline, you may visualize the 
word WHAT in a smaller and lighter font 
to place emphasis on the word NEXT, 
both uppercase. This style may only be 
used with a solo ‘What’s Next.’ 

To keep the integrity of the size relationship 
and placement of these words, we have 
created an asset library you may download 
here. These text blocks have also been added 
to an InDesign library available here.

AT THE 
CENTER OF 
WHAT’S  
NEXT WHAT’S

NEXT

WHAT’S 
NEXT

Please note: When we feature the word ‘Center’, it has been written in American English. 
Please localize this for your country so it is written for the appropriate audience. 

For more information on approved ‘What’s Next’ headlines in advertising,  
please visit our Advertising Campaign Guideline document. 
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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: 35.29.28.0
RGB: 150.150.150
HEX: A7A8AA

PMS 2955
CMYK: 100.78.36.28
RGB: 0.56.101
HEX: 003865

PMS 629
CMYK: 38.3.12.0
RGB: 155.211.221
HEX: 9BD3DD

PMS 632
CMYK: 91.24.23.0
RGB: 0.147.178
HEX: 0093B2

PMS 187
CMYK: 22.100.89.15
RGB: 166.25.46
HEX: A6192E

PMS 424
CMYK  57.47.48.14 
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: 34.12.100.0
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.

Note: it is recommended that you use black or  
80% black instead of PMS 424 for text smaller  
than 10pt for increased legibility .

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 30 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%

Black may be used for headline text when used with a red background. 

It is recommended that you use black or 80% black instead of PMS 424 for text smaller than 10pt for 
increased legibility, especially when design for online.

Please do not use black as primary color in your designs as it is not one of our approved corporate colors. 

WHAT’S
NEXT

UPDATED
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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: 195.196.196

70%
RGB: 150.152.152

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 differentiate the 
material.

Charts and Graphs Do:
- �Aim for a clean, simple and easy-to-read  

graphic forms. 
- �Show information graphics as flat,  

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 fills.

MUTED
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CHAPTER 1 .5

BRANDING  
ELEMENT
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THE EDGE 
INTRODUCTION

THE EDGE DESIGN ELEMENT 

A key asset to our brand is the Edge design 
element which is a unifying visual that ties all of 
our collateral and communications together. It is 
a contributor to what identifies us as Cushman & 
Wakefield and helps to build recognition for our 
company when used appropriately. The Edge 
graphic is part of a consistent, flexible system 
and can be used in different ways. 

To the left and throughout this document are 
samples of how the Edge treatments should be 
applied across a single- or multi-channel 
campaign/project. It demonstrates how you can 
use the elements in various placements but with 
a consistent visual message. 

There are specific parameters to use when 
working with one of the Edge treatments to 
maintain the integrity of this important brand 
asset. Please familiarize yourself with these 
standards on the next few pages.

AT THE 
CENTER OF 
WHAT’S  
NEXT

WHAT’S 
NEXT
Technology supports us. Research informs us. 

But insights and ideas? They come from our 

people. We work together to deliver the insights 

and expertise our clients need to be ready for 

what’s next.

WHAT’S      
NEXT
Technology supports us. Research informs us. 

But insights and ideas? They come from our people. 

We work together to deliver the insights and expertise 

our clients need to be ready for what’s next.

WELCOME TO  
THE CENTER OF 
WHAT’S NEXT
This is where the power of real 
estate is unleashed on your behalf.

UPDATED
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THE EDGE 
INTRODUCTION

GUIDELINES FOR USAGE

Consider the three Edges should be used and maintained 
in the following way:

1.	 Edge 1 (E1) can be used across all our materials in 
print and digital. For digital applications where the 
orientation is long and rectangular, E1 should be used 
primarily and should house our corporate logo (top 
left for online purposes) and any descriptive copy. 

2.	 Edge 2 (E2) sits on the baseline of documents and 
should be used as the main element in all print and 
most digital materials. It houses the corporate logo 
and forms great consistency across all our materials. 
E2 should be used in publications, brochures, 
invitations, presentations and large format artwork. 
When designing in horizontal format, depending 
on the height of the document, you may find that 
using E2 in its entirety limits the space in the layout 
where you need to place text and graphics. It is 
recommended that Edge 1 is used when designing, for 
example, a web banner or social media graphic where 
the pixel ratio lends itself to a  long, rectangular 
shape. 

3.	 Edge 3 (E3) is a complimentary element that can 
be used at your discretion as an additional design 
element on both print and digital. It should never be 
used alone and should accompany E1, E2 or you may 
use all three.

Please review the parameters for how to create the three 
Edge elements on the next page.

Templates for the designs shown here are available on 
Brand Center. 

AT THE 
CENTER OF 
WHAT’S  
NEXT

WE ARE  
A FORCE 
FOR ACTION
Fueled by ideas, expertise and passion 
across borders and beyond service lines, 
we create real estate solutions to prepare 
our clients for what’s next

WHAT’S 
NEXT
Technology supports us. Research informs us. 

But insights and ideas? They come from our 

people. We work together to deliver the insights 

and expertise our clients need to be ready for 

what’s next.

AT THE 
CENTER 
OF WHAT’S 
NEXT

PRESENTATION  
TITLE GOES HERE

NOTE: Part of our Brand 2.0 update includes the introduction 
of a new Edge element that we refer to as Edge 2 or E2. Our 
Primary and Secondary Edge elements have been renamed to 
Edge 1 (E1) Edge 3 (E3) respectively. 

UPDATED
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THE EDGE 
HOW TO CREATE THE EDGE

PARAMETERS TO CREATE

The primary use of the Edge should  
appear in one of two ways:
•	 Angled on the left side at 27.75 degrees as 

shown in Edge 1 (E1).
•	 Angled on the right side at 77 degrees as 

shown in Edge 2 (E2).

The secondary use of the Edge, Edge 3 (E3), 
should appear at 307 degrees and should always 
accompany E1 and/or E2.

The left hand side of E2 should be at least 0.5in 
or 12.7mm high, not to exceed 0.75in or 19mm, 
and be placed accordingly on the bottom of the 
page when working in standard print and web 
sized document. For large format, please adjust 
accordingly to keep the ratio in line with the 
above standards.

It is recommended to simply use our approved 
Cushman & Wakefield templates or supplied 
inDesign libraries. To create the Edge elements 
yourself, see the instructions to the left. 
Microsoft Users please use graphics built into 
approved templates.

0° / 360°

EDGE 1 (E1)
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°

0° / 360°
27.75°

EDGE 3 (E3)
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°

0° / 360°307°

77°

0° / 360°

EDGE 2 (E2)
Step 1: Draw a box or rectangle
Step 2: Transform the shape depending  
on what program you are in:  

Adobe InDesign / Illustrator: Rotate = 13°
Adobe InDesign / Illustrator: Shear Angle = -77°
Adobe Photoshop: Skew = -77°

UPDATED
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WE ARE  
A FORCE 
FOR ACTION
Fueled by ideas, expertise and passion 
across borders and beyond service lines, 
we create real estate solutions to prepare 
our clients for what’s next

WHAT’S 
NEXT

THE EDGE 
BASIC GUIDELINES TO FOLLOW

EDGE 2 - GUIDELINES FOR USAGE

•	 The Edge 2 (E2) should only appear angled at the 
bottom of the page; see the following pages for more 
detail. E2 should not be used on the top of any design.

•	 E2 may appear in only white, PMS 185 Red, or PMS 
424 Grey. 

•	 The left hand side of E2 should be at least 0.5in or 
12.7mm high, not to exceed 0.75in or 19mm, and be 
placed accordingly on the bottom of the page when 
working in standard print- and web-sized document. 
For large format, please adjust accordingly to keep 
the ratio in line with the above standards.

•	 Preferred logo placement for our Cushman & 
Wakefield logo is in lower right in E2.

•	 No other text or graphics are permitted in E2 other 
than the optional placement of our URL as indicated 
on the next page.

•	 It is recommended that you use only one photo in 
your cover designs to maintain a clean and fresh look.

•	 E2 may be used with E1 and E3 in your designs and 
layouts, please just ensure that the proper angles for 
all Edges are used in all applications. 

•	 You may opt to include a .25in or 6.3mm white frame 
around any designs or choose to go full bleed. 

WHAT’S
NEXT

WELCOME TO THE  
CENTER OF WHAT’S NEXT

WHAT’S
NEXT WHAT’S      

NEXT
Technology supports us. Research informs us. 

But insights and ideas? They come from our people. 

We work together to deliver the insights and expertise 

our clients need to be ready for what’s next.

WHAT’S  
NEXT

Fueled by ideas, expertise and passion across 
borders and beyond service lines, we create real 
estate solutions to prepare our clients for

This is where the power of real estate 
is unleashed on your behalf.

WHAT’S
NEXT

UPDATED
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THE EDGE 
BASIC GUIDELINES TO FOLLOW

cushmanwakefield.com

LOGO & URL PLACEMENT

When using Edge 2, the preferred logo 
placement for our Cushman & Wakefield logo is 
in the lower right in the Edge. 

An optional cushmanwakefield.com in 10pt, 
Gotham Medium, positioned as shown below 
is allowed bottom right corner. The URL is 
permitted to be within the logo clear space. 
Please scale and size appropriately for other 
document sizes. 

For large format printing, you may increase the 
size of the URL as shown in the second option 
to increase legibility.

Please only use the bitly link version of our URL 
when space is very limited. Our web address 
when possible should be written in it’ entirety.

Edge 2 Primary Color & Preferred Logo Placement

UPDATED

cushmanwakefield.com
X

cushmanwakefield.com

Logo and URL Lock Up, Optional for Large Format Documents Logo and URL Lock Up, Standard Size Documents

X
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1.	 Create Edge 1.

2.	 Align to top left corner and scale 
to desired width Recolor. (See A)

THE EDGE 
HOW TO CREATE A MULTI -EDGE DESIGN - USING ALL THREE EDGES

A

B

C

3.	 Create Edge 3.

4.	 Align to top right corner and drag 
out to desired size. (See B)

5.	 Option to place Edge 3 at 
bottom left corner; we do not 
recommend using in both top 
and bottom placements. 
(See C)

6.	 Create Edge 2.

7.	 Left side aligns with bottom 
.5in or 127mm margin, 10.5in or 
255mm down the page. (See D)

.5in or 
127mm 
margin

UPDATED

D
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THE EDGE 
EXAMPLES OF MISUSE , NON- COMPLIANT EDGE TREATMENTS

EDGE MISUSE
To keep the integrity of our Brand and to 
ensure consistency across all collateral created 
across the globe, please look out for these 
common non-compliant Edge treatments and 
always reproduce the Edge according to the 
specifications outlined in this document.

AVOID THE FOLLOWING:

Edge 1 or Edge 2 facing the wrong way

Any Edge element skewed

Edge 2 placed at top of design 

Edge 2 not extending to left bottom corner

A

B

C

D

A A

B B

C D

UPDATED
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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 & 
Wakefield Red as a translucent color, often 
the shape must be built with two layers 
overlaid one on top of the other, as specified 
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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INTRODUCTION 

Imagery is an extension of a brand and, as the saying 
goes, is worth a thousand words. To support our bold 
and fresh approach, the follow pages suggest how to 
choose imagery that will bring our brand to life and set 
us apart from our competition.

Dynamic and non-specific architectural images, with 
interesting angles or crops help to show our primary 
product types in a new, more interesting light. 

When choosing people images, the feel is confident, 
accessible and above all, authentic. Avoid images that 
appear staged, with unnatural poses, or with forced 
smiles or expressions. It is important that we show 
diversity in the people we choose, making sure we 
consider a collection of age, sex, race, and personalities. 

When searching both architectural and people images, 
look for ‘Hero imagery’, which focuses on a single 
person or detail and can help draw the eye to important 
headlines or text.

Double exposure compositions, which explore 
the relationship between people and place, use a 
photographic technique that combines two different 
images into a single image. These images feel modern 
and are intriguing; they are a good option when trying to 
find a specific image or theme but want it to avoid using 
typical stock photo options.

AT THE 
CENTER 
OF WHAT’S 
NEXT

WHAT’S 
NEXT
Technology supports us. Research informs us. 

But insights and ideas? They come from our 

people. We work together to deliver the insights 

and expertise our clients need to be ready for 

what’s next.

WHAT’S
NEXT

ASSETS & RESOURCES
BRANDED IMAGERY

WHAT’S
NEXT

UPDATED
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Am ent. Odictem apeligent ipsum 
asperferchil explique plantintur aut 
faccus enihit

ASSETS & RESOURCES
BRANDED IMAGERY UPDATED

DUOTONES & COLOR GRADIENTS

Duotone is a halftone process that converts an image 
to just two colors. This style is an interesting way to add 
cohesion to a set of photos that all look different. 

This image treatment is unique to Cushman & Wakefield 
and can be seen as an additional brand design element 
to help unify our materials.  

A set of approved gradient presets to overlay for use in 
Photoshop are available on Brand Center. You should 
adjust the levels accordingly to best suit the imagery 
otherwise you may end up with too much of a contrast/
or washed out look. An InDesign template has been 
created for use. Image adjustments may need to be 
made to ensure the end result is aligned with the samples 
shown to the left and in this document. Click here to 
download the gradient templates and instructions on 
how to create.
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ASSETS & RESOURCES
BRANDED IMAGERY UPDATED

IMAGE LIBRARIES

We have a new Corporate Imagery folder on Third 
Light, direct link available via Brand Center, that has a 
collection of approved images that match the look and 
feel of our refreshed brand. Samples of these images 
are shown on the following pages. The library includes 
reportage style, clipped, unfocused, gritty, wistful, some 
high impact, abstract, words overlaid, mix of melancholy 
and vibrancy. Following themes:

•	 Cities - More abstract, cropped, unidentifiable, 
people and their relationship to their environment 

•	 Transport - In transit, high up lightflows at night
•	 Retail / Leisure - Pop-up, events, activity, dancing, 

eating, nightclubs—emphasis on activity, excitement 
& theatre

•	 Workplace - Co-working studio, people working at  
night—emphasis on creativity / interaction

•	 Nature - Greenery in urban setting, urban oasis — 
emphasis “roots coming through, organic approach”

•	 Communities - Relaxed groups, cultural activities  – 
emphasize “diversity”

•	 Technology - (dashboards / diagnostic displays / 
sensors / smartphones / fibre)—emphasize “digital”
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ASSETS & RESOURCES
BRANDED IMAGERY

ARCHITECTURE 

UPDATED
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ASSETS & RESOURCES
BRANDED IMAGERY

ARCHITECTURE 

UPDATED
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ASSETS & RESOURCES
BRANDED IMAGERY

LIFESTYLE

UPDATED
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ASSETS & RESOURCES
BRANDED IMAGERY

PLACES & PEOPLE

UPDATED
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ASSETS & RESOURCES
BRANDED IMAGERY

PLACES & PEOPLE

UPDATED
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ASSETS & RESOURCES
BRANDED IMAGERY

PLACES & PEOPLE

UPDATED
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ASSETS & RESOURCES
MEDIA LICENSE IMAGE LIBRARY

We have access to use approved, licensed images for our marketing and 

business development materials. Our Adobe contract allows us to use a 

limited number of credits each year, and these already licensed assets can be 

directly downloaded from Adobe Stock (if you are a Creative Cloud user) with 

your Cushman & Wakefield account, or you can download images from our 

digital asset management tool, Third Light. Using approved, licensed imagery 

is critical for collateral with internal and external distribution. 

For more details on external company logo and photography usage, please 

read this guideline. 

OUR ADOBE STOCK PLAN INCLUDES
Assets like photos, vectors, and illustrations. Videos are

available on a limited basis.

•	 All assets are Extended License and available for global use by  

Cushman & Wakefield employees in any medium.

•	 Approved usage for advertising and projects with more than 500,000 

imprints digitally distributed to more than 500,000 viewers

Please note, all licensed Adobe Stock images will be 

added to our Third Light library for company wide access.

For Adobe Creative Cloud users, click here to learn how 

to search and request images on Adobe Stock. 

Click here to learn how to search and download images on Third Light.
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CUSHMAN & WAKEFIELD
PORTRAIT PHOTOGRAPHY

Optional: Standing portraits

Note file naming convention: First Name Last Name (ie. Joseph Smith.jpg)

For instructions on 
how to convert a white 
background and for the 
gray background file, 
click here.

Note standard cropping dimensions mentioned above.

The objective of professional portrait photography standards is to 

ensure a consistent image and approach across all Cushman & Wakefield 

communications such as our website profiles and print resumes.

Adherence to these guidelines will not only support Cushman & Wakefield’s 

image of professionalism but will also be helpful for you in developing your 

own professional image—crucial to success in our business. We want you to 

be the focus of the photography, not what you are wearing.

Portrait photography consists of two types:

•	 Headshots: For use in all marketing and communications such as website 

and resumes. Headshots should be taken against a light gray background 

and cropped from the mid-chest as per the samples below. The standard 

dimension for these images are: 

	 Print, high resolution: 10.5 in x 11.2 in, (266mm x 284mm) 300 DPI 
	 Print, minimum resolution: 1.5 in x 1.7 in (40.5mm x 43mm) 300 DPI  
	 Web: 214 x 228 pixels, 72 DPI
•	 Optional: Standing portraits that show the full body or upper body for 

use in local market advertising and communications promoting broker 

recognition. These photos will typically be used as silhouetted or outline 

images and can be taken against the standard gray background or against 

a “seamless” white background.

Photography Standards
Background: Mid-gray to match sample below.  Preferred equipment below: 
	 Slate Grey Seamless Paper (Savage Widetone #26) 
	 Slate Grey Seamless Paper (Superior Specialties #58)

Body position: No head-on shots; all subjects should be photographed with their 
body turned at an angle and head turned to face the camera (right or left) per the 
example on this page.

Framing: Frame subject in portrait mode, leaving sufficient breathing room around 
head and shoulders for post-processing of photos. 

Dress:
•	 Men should wear a solid dark suit, a white or light colored shirt, and a dark tie.

•	 Women should wear a solid suit and a light blouse or solid colored top. 

Don’ts:
•	 Avoid wearing bold stripes, plaids, checks, dots and prints, they do not photo-

graph well. Patterns are fine, as long as they’re not too distracting.
•	 Avoid light colors that approximate flesh tones such as beige, tan, peach, pink, 

white, and yellow.
•	 Avoid solid black which will photograph flat, and lack detail and dimension.
•	 Avoid wearing a light-gray suit.
•	 Loud ties and flashy jewelry divert attention from your face. Stick with simple 

and elegant.
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ASSETS & RESOURCES
EDGE STRIPES PATTERN 

HOW TO USE
Use this Edge Striped pattern to add depth or texture to a 
background, on an image or as an accent. You can download the 
vector pattern from Brand Center and then place within your 
InDesign files. Either place image pattern directly into your program 
as-is, without dragging to resize, or place into an existing shape. 

If working in InDesign, and you place the image into a Edge shape, 
remember to change shear (or rotation, depending on how the Edge 
is made) of the placed image back to 0 (by selecting it with the direct 
selection tool). Make sure the image is scaled to 100%. 

Do not change width of lines or stroke. Lines are 1.75pt, 15% tint of 
PMS 424, sheared at 27.75 degrees. Do not use any other angle or 
degree to make this pattern. Change background color by selecting 
the image and changing the fill color. You may change the opacity 
or apply effects such as multiply, when applicable, on images for 
example.

Example: placed 
into a shape

Example: placed and 
added on top of a shape 
or background

Placed in document, 
used as background.

DELIVERING 
VALUE, 
MANAGING 
COMPLEXITY

UPDATED
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ASSETS & RESOURCES
ICON LIBRARY

Cushman & Wakefield Icons 1.1

updated 08.26.15

Portfolio Management Retail Building

Agency Leasing

Moving

Industrial Building

Capital Markets

Project Management

Industrial Buildings

Construction

Reactive Maintenance (1.1)

Hospital

Due Diligence

Reactive Maintenance

Campus

eComerce

Reliability Centered 
Maintenance

Farm Stadium

Energy & Sustainability  
Services

Retail

Government

Facility Management

Sustainability

Home

Global Corporate
Services

Tenant Fit Out

Multi-Family

Healthcare

Tenant Representation

Office Buildings

Implementation

Transitions & Quality Control 
(TQC)

Office Buildings (1.2)

Investor Services

Office Buildings (1.1)

Life Science

Preventive Maintenance

Valuation Hospitality

Predictive Maintenance

BUILDINGS

SERVICES

Sustainability-Environment

Cushman & Wakefield Icons 1.1

updated 08.26.15

FINANCIAL

MAPS / LOCATION

Bankrupt Calculator Capital Operating 
Plan

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

# Locations Circuit Plug Compass Compass - MW 
(Midwest)

Compass - NE
(Northeast) 

Compass - S 
(South)

Compass - W
(West)

Global Map (1.2)MapCountriesCorporate HQ

Map (1.3) Multi-Site Office Location Pin Point Regional Roundup

PEOPLE

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

HEALTH / SAFETY

Fire First Aid DentalDoctor Fire Alarm

4

Cushman & Wakefield Icons 1.1

updated 08.26.15

FINANCIAL

MAPS / LOCATION

Bankrupt Calculator Capital Operating 
Plan

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

# Locations Circuit Plug Compass Compass - MW 
(Midwest)

Compass - NE
(Northeast) 

Compass - S 
(South)

Compass - W
(West)

Global Map (1.2)MapCountriesCorporate HQ

Map (1.3) Multi-Site Office Location Pin Point Regional Roundup

PEOPLE

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

HEALTH / SAFETY

Fire First Aid DentalDoctor Fire Alarm

4

Cushman & Wakefield Icons 1.1

updated 08.26.15

Portfolio Management Retail Building

Agency Leasing

Moving

Industrial Building

Capital Markets

Project Management

Industrial Buildings

Construction

Reactive Maintenance (1.1)

Hospital

Due Diligence

Reactive Maintenance

Campus

eComerce

Reliability Centered 
Maintenance

Farm Stadium

Energy & Sustainability  
Services

Retail

Government

Facility Management

Sustainability

Home

Global Corporate
Services

Tenant Fit Out

Multi-Family

Healthcare

Tenant Representation

Office Buildings

Implementation

Transitions & Quality Control 
(TQC)

Office Buildings (1.2)

Investor Services

Office Buildings (1.1)

Life Science

Preventive Maintenance

Valuation Hospitality

Predictive Maintenance

BUILDINGS

SERVICES

Sustainability-Environment

Over 200 icons available in both InDesign and PowerPoint libraries. 
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ASSETS & RESOURCES
INDESIGN SYMBOL LIBRARY

Available for easy drag and drop of logos, edge graphics, markers & more.

UPDATED
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ASSETS & RESOURCES
HEADER GRAPHICS

Available as JPEGs or InDesign.
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ASSETS & RESOURCES
ORGANIZATIONAL CHARTS

Team slides
Organizational chart

Cushman & Wakefield

Team slides
Organizational chart

Cushman & Wakefield

Client Logo

XXXXXXXX

XXXXXXXX

XXXXXXXX XXXXXXXX XXXXXXXX XXXXXXXX

XXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXX

Name 
Title

Name 
TitleName 

Title

Name 
Title

Name 
Title

Name 
Title

Name 
Title

•  XXXXXX
•  XXXXXX
•  XXXXXX
•  XXXXXX
•  XXXXXX

•  XXXXXX
•  XXXXXX
•  XXXXXX
•  XXXXXX
•  XXXXXX

•  XXXXXX
•  XXXXXX
•  XXXXXX
•  XXXXXX
•  XXXXXX

•  XXXXXX
•  XXXXXX
•  XXXXXX
•  XXXXXX
•  XXXXXX

Team slides
Organizational chart

Cushman & Wakefield

XXXXXXXX

XXXXXXXX

XXXXXXXX

XXXXXXXX

XXXXXXXX

XXXXXXXX

XXXXXXXX

XXXXXXXX

XXXXXXXX

XXXXXXXX

Name 
Title

Name 
Title

Name 
Title

Name 
Title

Name 
Title

Name 
Title

Name 
Title

Name 
Title

Name 
Title

Name 
Title

Team slides
Organizational chart

Cushman & Wakefield

Name 
Title

Name 
Title

Name 
Title

Name 
Title

Name 
Title

Name 
Title

Name 
Title

Team slides
Organizational chart

Cushman & Wakefield

Name 
Title

Name 
Title

Name 
Title

Name 
Title

Name 
Title

Name 
Title

Name 
Title

Team slides
Organizational chart

Cushman & Wakefield

XXXXXXXX

XXXXXXXX

XXXXXXXX

XXXXXXXX

XXXXXXXX

XXXXXXXX

XXXXXXXX

XXXXXXXX

XXXXXXXX

Name 
Title

Name 
Title

Name 
Title

Name 
Title

Name 
Title

Name 
Title

Name 
Title

Name 
Title

Name 
Title

XXXXXXXX

Name 
Title

Team slides
Organizational chart

Cushman & Wakefield

XXXXXXXX XXXXXXXX

XXXXXXXX

XXXXXXXX XXXXXXXX

XXXXXXXXXXXXXXXXXXXXXXXXXXXXXXXX

Name 
Title

Name 
Title

Name 
Title

Name 
Title

Name 
Title

•  XXXXXX
•  XXXXXX
•  XXXXXX
•  XXXXXX
•  XXXXXX

•  XXXXXX
•  XXXXXX
•  XXXXXX
•  XXXXXX
•  XXXXXX

•  XXXXXX
•  XXXXXX
•  XXXXXX
•  XXXXXX
•  XXXXXX

•  XXXXXX
•  XXXXXX
•  XXXXXX
•  XXXXXX
•  XXXXXX

XXXXXXXX

Name 
Title

Name 
Title

Client Logo

Team slides
Organizational chart

Cushman & Wakefield

Name 
Title

Name 
Title

Name 
Title

Name 
Title

Name 
Title

Name 
Title

Name 
Title

Name 
Title

Name 
Title

Name 
Title

Available in InDesign, PowerPoint and Word.



58

1 0 . 0 1 . 1 8

B 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  2 . 0

TEMPLATES & 
COLLATERAL

CHAPTER 1 .7
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COLLATERAL & TEMPLATES
BRAND CENTER

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

The following pages contain a 
sampling of templates that are 
available for use. These files as 
well as additional templates can be 
downloaded from Brand Center. 

Please note, Americas stationery can 
be ordered directly through ArtCraft, 
our national print vendor. For more 
information on how to order Americas 
stationery, please contact your local 
operations or marketing manager. 
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COLLATERAL & TEMPLATES
STATIONERY

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

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

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

Proper formatting:

•	 Phone number: add +1 
•	 Phone number: no dots or dashes
•	 Email address: names lowercase
•	 URL: no “www”
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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

.21 in margin

.21 in margin

Gotham Book
6.5 pt font, 8 pt leading

Bottom align information 
starting at bottom margin

Gotham Bold
7 pt font, 9 pt leading
Title Case

Top align information 
starting at top margin

Gotham Book
6 pt font

Note: Tabular Lining must be turned on under Open Type  
or you must tab between numbers to align

Size
Global: 3.5in x 2in

Color
Front: 2 PMS
Pantone 185 (red)
Pantone 424 (gray)

Back: 1 PMS
Pantone 185 (red)

Paper Recommendation
Mohawk Superfine Paper
Smooth Finish
Ultrawhite Color
120lb Cover Weight

No “www” in front of the URL
No dots or dashes in the phone number
Please use +1 before the number

COLLATERAL & TEMPLATES
STATIONERY — BUSINESS CARD TEMPLATE SPECS
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Address 1
Address 2
City, State Zip
Tel +1 000 000 0000
Fax +1 000 000 0000
cushmanwakefield.com

3X

3X

X

Size
US, APAC: US Standard
EMEA: A4

Color
Front: 2 PMS
Pantone 185 (red)
Pantone 424 (gray)

Paper Recommendation
Mohawk Superfine 
Eggshell Text 
Ultrawhite Color
70lb Text Weight

Address 1
Address 2
City Postcode
Tel +00 (0) 00 0000 0000
Fax +00 (0) 00 0000 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.

Yours sincerely,

Firstname Surname
Title

Cushman & Wakefield LLP is a limited liability partnership registered in England & Wales with registration number OC328588.  The term partner is used to refer to a 
member of Cushman & Wakefield LLP or an employee or consultant with equivalent standing and qualifications.  A list of members of the LLP is open to inspection at our 
registered office at 43-45 Portman Square, London, W1A 3BG. Regulated by RICS.

3X

3X

X

Gotham Book
8 pt font, 10.6 pt leading

Top align information 
starting at top margin

US & APAC: US Standard EMEA: A4

COLLATERAL & TEMPLATES
STATIONERY — LETTERHEAD SPECS
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8888 Technology Parkway
Suite 9999
San Francisco, CA 99999

3X

3X

X

Size
Various

Color
Front: 2 PMS
Pantone 185 (red)
Pantone 424 (gray)

Large Envelopes (Over 9” x12”)

Gotham Book
7 pt font, 10 pt leading

8888 Technology Parkway
Suite 9999
San Francisco, CA 99999

2X

X

Small Envelopes (under #10)

Gotham Book
6 pt font, 9 pt leading

Paper Recommendation
#10, A6: 
70# Cougar Opaque Vellum
Smooth White

10x13, 9 x12 and #9 : 
24# White Wove 

COLLATERAL & TEMPLATES
STATIONERY — ENVELOPE SPECS



64

1 0 . 0 1 . 1 8

B 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  2 . 0

COLLATERAL & TEMPLATES
STATIONERY — CHINA & SUB-BRANDS

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

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

China Sub-Brand - CW Services

Sub-Brand - DTZ Investors

Firstname Lastname
Title
Facility Services

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

Edward Cheung
Chairman, Asia Pacifi c Board
Chief Executive, Greater China
DTZ/Cushman & Wakefield

42-43/F, Tower 2, Plaza 66
1366 Nanjing West Road
Shanghai, 200040
China
Tel
Fax 

edward.kc.cheung@dtzcushwake.com
cushmanwakefield.com

125 Old Broad Street
London
EC2N 1AR
Direct +44 (0) 20 3296 3269
Mobile +44 (0) 7771 635 213
Fax +44 (0) 20 3296 3303
christopher.cooper@dtzinvestors.com
dtzinvestors.com

Christopher Cooper BSc (Hons) MRICS
Chief Executive

125 Old Broad Street
London
EC2N 1AR
Direct +44 (0) 20 3296 3269
Mobile +44 (0) 7771 635 213
Fax +44 (0) 20 3296 3303
christopher.cooper@dtzinvestors.com
dtzinvestors.com

Christopher Cooper BSc (Hons) MRICS
Chief Executive
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Independently Owned and Operated / A Member of the Cushman & Wakefield Alliance

Licensed to CW Edmonton Inc. 
Address 1
Address 2
City, State Zip
Tel +1 000 000 0000
Fax +1 000 000 0000
cushmanwakefield.com

No warranty or representation, expressed or implied, is made as to the accuracy of the information contained herein, and same is submitted subject to errors, 
omissions, change of price, rental or other conditions, withdrawal without notice, and to any special listing conditions, imposed by our principals.

Independently Owned and Operated / A Member of the Cushman & Wakefield Alliance

Cushman & Wakefield/ 
<<Affiliate Name>> 
Address 1
Address 2
City, State Zip
Tel +1 000 000 0000
Fax +1 000 000 0000
cushmanwakefield.com

No warranty or representation, expressed or implied, is made as to the accuracy of the information contained herein, and same is submitted subject to errors, 
omissions, change of price, rental or other conditions, withdrawal without notice, and to any special listing conditions, imposed by our principals.

Firstname Lastname Designation
Account Executive
Energy & Sustainability

Licensed to CW Edmonton Inc.
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

Independently Owned and Operated / A Member of the Cushman & Wakefield Alliance

CW Alliance Logo CW Alliance Co-Branded Logo

COLLATERAL & TEMPLATES
STATIONERY — ALLIANCE FIRMS

Independently Owned and Operated / A Member of the Cushman & Wakefield Alliance

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

Firstname Lastname Designation
Title
Service Line
Legal Business Name
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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
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COLLATERAL & TEMPLATES
SIGNATURE BLOCK
COLLATERAL & TEMPLATES
SIGNATURE BLOCK

First Name Last Name Designation
Title Goes Here
Service or Department (if applicable)
CA License 00000000 (if applicable)

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

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

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

Dear Name,

Es ex eturem fuga. Et qui beruptatur aceptas dolorio magnima ionseru ptatium sedignisita nes il esto qui a 
con cus id ut quatia volectum quisque nesedit dolorem dio inctem etur, occusci psunt..

Arial 10 pt, Regular, Gray

note: no “www” in URL

Arial 8 pt, Regular, Gray

18 px

Gray:
R: 105
G: 105
B: 107

Blue:
R: 0
G: 147
B: 178

note: add +1 and no dots  
or dashes in phone number

note: names lowercase

Arial 10 pt, Bold, Gray

Arial 10 pt, Regular, Gray

Arial 10 pt, Regular, Black

note: links do not include underline

18 px

152 x 35 px

Please keep content and formatting as outlined below. There are restrictions on what can be included in the signature block; please refer to your regional policy 
located on Brand Center under Brand Resources for what is permitted.
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COLLATERAL & TEMPLATES
PROFILE / BIO AND OFFICE TOOLS

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

Word and InDesign formats 
 

  

 

Fax 
To: [To] From: [From] 

CC: [Company] Email: [Email] 

Fax number: [FaxNumber] Ext: [Ext] 

Date: [Date]   

 
Subject:  
 
[Start message here] 

 

 

  

 

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     

 

Fax, Memo & Agenda in Word
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COLLATERAL & TEMPLATES
ONSCREEN PRESENTATION POWERPOINT TEMPLATE

ENTER YOUR 
PRESENTATION 
TITLE HERE
Optional sub title text here

Add date here

CONTENTS

2.

3.

1. • Lorem ipsum dolor sit amet

• Lorem ipsum dolor sit amet

• Lorem ipsum dolor sit amet

• Lorem ipsum dolor sit amet

• Lorem ipsum dolor sit amet

• Lorem ipsum dolor sit amet

• Lorem ipsum dolor sit amet

• Lorem ipsum dolor sit amet

• Lorem ipsum dolor sit amet

CONTENTS

SECTION TITLE SECTION TITLE SECTION TITLE SECTION TITLE

01 02 03 04

SECTION TITLE
01 TWO COLUMN

ARIONES SOLUPTI DOLUPTATIUS ET 
VOLORESTRUM ERIA PORE NOBISITAS SAM
NONSENDAE CUS EXPERFERATUR REM 
DOLOR AUDAECERUM
Heading 1
asperfersped que volupti is prernat iandae re erovit que 
doluptae eum quatiissit harcid magni occum excere mintotae
rendes et doluptatem nam doluptatem acculpario comnient
fugit as

Heading 1
asperfersped que volupti is prernat iandae re erovit que 
doluptae eum quatiissit harcid magni occum excere mintotae
rendes et doluptatem nam doluptatem acculpario comnient
fugit as

• et aut occat accus molupta volest, is assi officim
aiorepudis volut volupta quistiisquam net, sunt, quaest aut
que officae nonsequi aut omniminis rem voluptat litis eos
dolorpo riorum eaquid exceperro od ut ut atectur, te
landam, vidus pa cumet eaturiorepro id et hil endunt.

SUB-HEADING

Cushman & Wakefield | Client name

Cushman & Wakefield | Client name

Ariones solupti
doluptatius et 
volorestrum eria
pore nobisitas sam
nonsendae cus
experferatur rem 
dolor audaecerum
SOURCE

4:3, 16:9 and Letter size
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COLLATERAL & TEMPLATES
PRINT PRESENTATION

PowerPoint and InDesign; Portrait & Landscape orientation, Letter, Legal & Tabloid size

5Client Name   |  Cushman & Wakefield

Section Divider

Place text here for Section Intro. 

Place text here for Section Intro. 

Place text here for Section Intro. 

Place text here for Section Intro. 

Place text here for Section Intro. 

Place text here for Section Intro. 

10Client Name   |  Cushman & Wakefield

Sample Case Study
Sub-Title

Case Study Example 

Location
Text here
Text here

Case Study Example 

Location
Text here
Text here

Case Study Example 

Location
Text here
Text here

12Client Name   |  Cushman & Wakefield

Chart Layout
Sub-Title

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

Title of bar chart example

1st Qtr 2nd Qtr 3rd Qtr 4th Qtr

Title of pie chart example

WHAT’S      
NEXT
Technology supports us. Research informs us. 

But insights and ideas? They come from our people. 

We work together to deliver the insights and expertise 

our clients need to be ready for what’s next.

WELCOME TO THE  
CENTER OF WHAT’S NEXT

WE ARE A FORCE 
FOR ACTION
Fueled by ideas, expertise and passion across 
borders and beyond service lines, we create real 
estate solutions to prepare our clients for what’s next

GRAPHICS

ARIONES SOLUPTI
DOLUPTATIUS ET 
VOLORESTRUM

01
ARIONES SOLUPTI
DOLUPTATIUS ET 
VOLORESTRUM

03

ARIONES SOLUPTI
DOLUPTATIUS ET 
VOLORESTRUM

04

ARIONES SOLUPTI
DOLUPTATIUS ET 
VOLORESTRUM

05

ARIONES SOLUPTI
DOLUPTATIUS ET 
VOLORESTRUM

02
ARIONES SOLUPTI
DOLUPTATIUS ET 
VOLORESTRUM

06

SUB-HEADING

Cushman & Wakefield | Client name

Cushman & Wakefield | Client name

Ariones solupti doluptatius
et volorestrum eria
pore nobisitas sam
nonsendae cus experferatur
rem dolor audaecerum
SOURCE
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Client Name / Logo

Proposal Title
Date, 2015

Prepared for:
First Last Name
Title
Company Name

 

  

CLIENT NAME 

Proposal Title 
January 1, 2015 

 

Prepared for: 
First Last Name 
Title 
Company Name 

Table of Contents 
Section Header ..............................................................................................................................................1 

Heading 2 ...................................................................................................................................................1 
Heading 3 ...............................................................................................................................................1 

Appendices ....................................................................................................................................................2 
Contact Information Examples ......................................................................................................................3 
Case Study Example .....................................................................................................................................4 
Tables and Charts .........................................................................................................................................5 
Sidebar Styling...............................................................................................................................................6 
▪ Appendix A  
▪ Appendix B 

 

For more information, contact: 

Agent 
Title 
+1 000 000 0000 
firstname.lastname@cushwake.com 
LIC #00000000 
 

201 California Street, Suite 800 
San Francisco, CA 94111 

direct: +1 000 000 0000 
fax:  +1 000 000 0000 

cushmanwakefield.com 

Cushman & Wakefield  Document Name  |  1 

 

Section Header 
RFP Question Text  

Response text 

Heading 2 

Heading 3 

Heading 4 

▪ Bullet Text  
▫ Second Level 

◦ Third Level  
» Fourth Level 

» Fifth Level  

Cushman & Wakefield  Document Name  |  5 

 

Tables and Charts 

 Item 1 Item 2 Item 3 Item 4 

Line 1 XX    

Line 2  XX   

Line 3   XX  

Line 4    XX 
 

 

  

1st Qtr 2nd Qtr 3rd Qtr 4th Qtr

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

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.
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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

InDesign and Word formats, Portrait orientation
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Broker Name
Title 
+1  000 000 0000 
first.last@cushwake.com
LIC #00000000

Broker Name
Title 
+1  000 000 0000 
first.last@cushwake.com
LIC #00000000

123 Address Lane, Suite 1200 
City, State 
Main +1  000 000 0000 
Fax +1  000 000 0000
cushmanwakefield.com

5,000 SF Class A Office Space
Sale Price: $1,234,567

Property Highlights

Lorem ipsum dolor sit amet, 

consectetuer adipiscing dolor sit amet:

• Lorem ipsum

• Lorem ipsum

• Lorem ipsum

• Lorem ipsum

• Lorem ipsum

• Lorem ipsum

• Lorem ipsum

• Lorem ipsum

Area Amenities

• Lorem ipsum

• Lorem ipsum

• Lorem ipsum

• Lorem ipsum

Building Features

• Lorem ipsum

• Lorem ipsum

• Lorem ipsum

• Lorem ipsum

OPTIONAL DESCRIPTOR TEXT

Property Name or Address
1234 Address Street / City, State

Cushman & Wakefield Copyright 2015.  No warranty or representation, express or implied, is made to the accuracy or completeness of the information contained herein, 
and same is submitted subject to errors, omissions, change of price, rental or other conditions, withdrawal without notice, and to any special listing conditions imposed 
by the property owner(s). As applicable, we make no representation as to the condition of the property (or properties) in question.

FOR LEASE

Broker Name
Title 
+1  000 000 0000 
first.last@cushwake.com
LIC #00000000

123 Address Lane, Suite 1200 
City, State 
Main +1  000 000 0000 
Fax  +1  000 000 0000
cushmanwakefield.com

Broker Name
Title 
+1  000 000 0000 
first.last@cushwake.com
LIC #00000000

Broker Name
Title 
+1  000 000 0000 
first.last@cushwake.com
LIC #00000000

Cushman & Wakefield Copyright 2015.  No warranty or representation, express or implied, is made to the accuracy or completeness of the information contained herein, and same is submitted subject to errors, omissions, change of price, rental or other conditions, withdrawal without notice, and to any special listing 
conditions imposed by the property owner(s). As applicable, we make no representation as to the condition of the property (or properties) in question.

Property Highlights

• Lorem ipsum

• Lorem ipsum

• Lorem ipsum

• Lorem ipsum

• Lorem ipsum

• Lorem ipsum

• Lorem ipsum

• Lorem ipsum

Area Amenities

• Lorem ipsum

• Lorem ipsum

• Lorem ipsum

• Lorem ipsum

5,000 SF Class A Office Space 
Sale Price: $1,234,567

Property Name or Address
1234 Address Street / City, State

COLLATERAL & TEMPLATES
PROPERTY FLYER TEMPLATES

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

InDesign, PowerPoint & Microsoft Publisher format, Portrait & Landscape orientation
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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

cushmanwakefield.com

FOR LEASE  000 000 0000

FOR 
LEASE

000 000 0000
BROKER NAME 1

cushmanwakefield.com

Available in various sizes with content layout options. Please review the full signage suite on Brand Center.
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COLLATERAL & TEMPLATES
SOCIAL MEDIA

CUSHMAN & WAKEFIELD

Social Media Standards

2

Types of posts:

Facebook:
Community Involvement
New Hires / Industry Congratulatory 
Events

Linked In:
Research
New Hires / Industry Congratulatory 
Events

Instagram:
Research
Community Involvement
New Hires / Industry Congratulatory 
Events

Twitter:
Research
Community Involvement
New Hires / Industry Congratulatory 
Events

Dimensions
Facebook
• 470 px x 470 px (Square)

• 1200 px x 628 px (Landscape)

• 1200 px x 628 px (Paid)
Paid Facebook Ad images are not allowed to have 
more than 20% of text. To see how much text you’re 
using in your image, click here.

Twitter
• 1024 px x 512 px 

• 800 px x 320 px (Paid)

Instagram
• 1080 px x 1080 px

LinkedIn
• 1024 px x 570 px

Google+
• 800 px x 600 px

Blog 
• 670 px x 301 px

Report Name Goes Here

QX 2016

NOW AVAILABLE

#CWresearch

Headline Goes Here
Subtext goes here Subtext goes here 
Subtext goes here Subtext goes here

#CWhonors

Lorem ipsum dolor sit amet, 
consectetur adipiscing elit. 
Phasellus posuere, leo eget 
posuere auctor, risus. 

#CWhonors

Lorem ipsum dolor sit amet, consectetur 
adipiscing elit. Nunc in nunc lectus. 

#CWhonors

Welcome to 
Cushman & Wakefield
<Firstname Lastname> joins Cushman 
& Wakefield as <New Title Position>

#welcometoCW

Welcome to 
Cushman & Wakefield

Firstname Lastname
Title

Firstname Lastname
Title

#welcometoCW

Headline Goes 
Here
Subtext goes here 
Subtext goes here 
Subtext goes here 
Subtext goes here

#CWhonors

Report Name Goes 
Here

QX 2016

NOW AVAILABLE

#CWresearch

Headline Goes 
Here
Subtext goes here 
Subtext goes here 
Subtext goes here 
Subtext goes here

#CWhonors Subtext goes here Subtext goes 
here Subtext goes here Subtext 
goes here

#CWhonors

Welcome to 
Cushman & Wakefield

<Firstname Lastname> 
joins Cushman & Wakefield 
as <New Title Position>.

#welcometoCW

Sample Template Layouts 

Available in InDesign and Photoshop. Cushman & Wakefield’s Social Media templates have been created for use on Cushman & Wakefield social channels only.

These templates adhere to size guidelines for each social media platform, as well as our branding standards. Designs and layouts can be altered as long as they 
remain on brand and are up to company standards.

Welcome to 
Cushman & Wakefield
<Firstname Lastname> 
joins Cushman & Wakefield 
as <New Title Position>

Welcome to 
Cushman & Wakefield

Firstname Lastname
Title

Firstname Lastname
Title

Welcome to 
Cushman & Wakefield

<Firstname Lastname> 
joins Cushman & Wakefield 
as <New Title Position>.

#welcometoCW
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CONTACTS

KRISSY DAILY
Head of Brand and Design
Americas
Direct +1 415 677 0463
krissy.daily@cushwake.com 

KATIE KAKINDIROS
Head of Brand and Design
EMEA
Direct +44 (0) 7793 808 932
katie.kakindiros@eur.cushwake.com

AMERICAS EMEA APAC

CHERYL CAPULONG
Head of Brand and Design
APAC
Direct +65 6232 0842
cheryl.capulong@ap.cushwake.com


