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5 Brand Framework

6 Visual Brand

7 Verbal Brand

Our brand is the promise we make in 
everything we say and do. We express 
our promise by delivering consistent and 
compelling experiences across all of our 
communications and activities.
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The  Purpose  of  These  Guidelines

Using These Guidelines 
The guidelines are broken into 
sections for your easy reference:

In the Key Assets section, we include 
key visual assets such as signature, 
colors and typography. 

In the Compositional Elements 
section, we include visual elements 
such as photography, iconography 
and holding shapes.

In the Templates & Communication 
Tools section, we demonstrate how 
to properly combine these elements 
into visual communications. You will 
see template examples and some 
completed communication examples. 
The section also includes best 
practices.

To use this guide most effectively, 
please start by thoroughly 
understanding each asset and 
how these elements are used in 
concert with one another and  
in the context of a branded 
communication.

For questions contact the Xerox 
Brand Team and use BrandCentral.

Be advised that these guidelines 
contain sensitive information about 
our brand identity and all audiences 
should treat them with care. Xerox 
reserves the right to modify these 
guidelines in its sole discretion.

Our Evolving Brand 
Our brand system has been  
updated to maintain a unique  
and differentiating identity that is 
instantly recognizable. Our brand 
assets and elements must stay fresh, 
so our customers and partners can 
feel confident that we are a leading 
technology company they know  
and trust.

These guidelines explain the  
essence and elements of Xerox,  
while giving you the tools you need  
to create effective, appropriate  
brand expressions.

This Xerox Corporate Identity 
Guidelines, Version 3.0, dated April 
2020, replaces all previous versions of 
the Xerox Corporate Identity 
Guidelines.  

Application and  
Style-Specific Resources
For further reference and guidance, 
please see the application-specific 
Guidelines and Quick Reference  
Guides posted on BrandCentral. 

• Sign Family Guidelines

• Tradeshow and Event  
Brand Guidelines

• Graphic Guidelines

• Video Guidelines

• Email Guidelines

• Workplace Guidelines

• Packaging Brand Guidelines

• Web Style & UI Guide 

• Trademarks and Their Usage

• Partner and Co-Marketing  
Guidelines

• Color Palette QRG

• Vehicle QRG

• PowerPoint QRG

• Photography QRG

• Graphs & Tables QRG

• Storytelling QRG

• Social Media QRG

• Digital Application Style Guide

mailto:Globalbrandsupport%40xerox.com?subject=
mailto:Globalbrandsupport%40xerox.com?subject=
https://xeroxbrandcentral.external.xerox.com/
https://xeroxbrandcentral.external.xerox.com/applying-the-brand/view-all-styles
https://xeroxbrandcentral.external.xerox.com/applying-the-brand/facilities_vehicles/signage/xerox-sign-family-guidelines
https://xeroxbrandcentral.external.xerox.com/applying-the-brand/experiential/tradeshow-properties/tradeshow-and-event-brand-guidelines
https://xeroxbrandcentral.external.xerox.com/applying-the-brand/experiential/tradeshow-properties/tradeshow-and-event-brand-guidelines
https://xeroxbrandcentral.external.xerox.com/assets-and-styles/visual/graphics/graphic-guideline
https://xeroxbrandcentral.external.xerox.com/applying-the-brand/digital/video-and-animation/xerox-video-guideline
https://xeroxbrandcentral.external.xerox.com/applying-the-brand/digital/email/email-branding-best-practices-pdf-61-mb
https://xeroxbrandcentral.external.xerox.com/applying-the-brand/facilities_vehicles/office-environment/office-environment-brand-guidelines-pdf-149-mb
https://xeroxbrandcentral.external.xerox.com/applying-the-brand/products/packaging/packaging-brand-guidelines
https://xeroxbrandcentral.external.xerox.com/applying-the-brand/digital/web-style-and-ui-elements-guide-
https://xeroxbrandcentral.external.xerox.com/trademarks-naming/accessing-naming-and-trademark-tools/trademark-naming-application-user-guide
https://xeroxbrandcentral.external.xerox.com/applying-the-brand/connection-with-other/partner-and-co-marketing-guide
https://xeroxbrandcentral.external.xerox.com/applying-the-brand/connection-with-other/partner-and-co-marketing-guide
https://xeroxbrandcentral.external.xerox.com/assets-and-styles/visual/colors/brand-color-palette-quick-reference-guide-pdf-297-
https://xeroxbrandcentral.external.xerox.com/applying-the-brand/facilities_vehicles/vehicles/vehicle-branding-quick-reference-guide-pdf-607-kb
https://xeroxbrandcentral.external.xerox.com/resources-and-downloads/templates/office-templates/powerpoint-presentation/powerpoint-tips--shortcuts-pdf-25-mb
https://xeroxbrandcentral.external.xerox.com/applying-the-brand/view-all-styles/selecting-photography-for-xeroxs-branded-materials
https://xeroxbrandcentral.external.xerox.com/assets-and-styles/brand-styles/graphs-and-tables/graphs-and-tables-download
https://xeroxbrandcentral.external.xerox.com/applying-the-brand/content-marketing/storytelling/storytelling-quick-reference-guide-qrg
https://xeroxbrandcentral.external.xerox.com/applying-the-brand/digital/video-and-animation/social-media-video-content-qrg-pdf-462-kb
https://xeroxbrandcentral.external.xerox.com/applying-the-brand/digital
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BRAND FRAMEWORK

Xerox Brand Framework

BRAND PERSONALITY
Attributes that define 
how we look, speak 
and behave. 

Work Experience
Having always solved work’s biggest challenges, we're committed to delivering a better work 
experience (WX) for everyone.

BRAND PLATFORM 
How we communicate our 
purpose – in all materials. 

OUR PURPOSE Make Every Day Work Better

Resourceful
We are creative enablers 
who work with a quiet 
confidence with what we 
have at our disposal to solve 
any modern workplace 
technology problem, no 
matter the size.

Approachable
We’re likeable, humble, 
and down to earth. We’re 
the reliable friend you can 
ask any question and we 
will happily provide a 
knowledgeable answer or 
a helping hand.

Optimistic
We are hopeful, and 
enthusiastic about the 
future of work and are 
eager to show the world 
what Xerox will do to 
improve the work 
experience.

Curious
We are  tech geeks 
who constantly pursue 
knowledge and put 
forward-focused insight 
to work for our
customers and clients.

CORE VALUES

We succeed 
through satisfied 
customers.

We deliver 
quality and 
excellence in 
all ways. 

We require 
premium return 
on assets.

We use 
technology to 
develop market 
leadership.

We value our 
employees.

We behave 
responsibly 
as corporate 
citizens.

External 
Facing

Internal 
Facing

©2020 Xerox Corporation. All rights reserved. Xerox® is a trademark of Xerox Corporation in the United States and/or other countries. 

Our brand framework provides the foundation of our brand.  
The components build on one another to create a unique brand 
experience. Our core company values are the foundation. Our 
purpose provides internal alignment. Our personality humanizes 
the brand, and our platform brings the brand to life externally.  
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VISUAL  BRAND

CO L O R

P H OTO G R A P H Y

T Y P O G R A P H Y

Note
In this guideline, we demonstrate  
the usage of core/key visual assets.

SIG N AT U R E ICO N O G R A P H Y

H O L DIN G S H A P E

Our visual system brings together all of our assets into a distinct 
look that is unique to us. When we are consistent in the way we 
apply our brand, our audience recognizes us as distinctly Xerox.
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verbal  brand

Our Speaking and Writing Style
Our verbal brand is our style of speaking 
and writing. It’s also a critical component 
of our brand communication. We use our 
style to bring our personality to life 
consistently in all of our communication. 
Use the guide on the right to understand 
where our brand sits within different 
verbal style scales.
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Key Assets

KEY  ASSETS

9 Signature Variations

10 Signature Clear Space & Sizing

11 Signature Usage

12 Partner Badge Use

13 Trademarks

14  Color Specification

15 Typography

Our brand is built on the consistent 
and accurate application of  
our foundational elements.  
These elements should never  
be modified and should be  
present across all touchpoints.
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SIGNATURE  Variations

Logo Updates 
Our logo is a signal that we are 
serious about transforming our 
company. Our logo is a simple two 
dimensional element that is a best 
practice in a digital world. It also 
allows for a larger presence across 
most of our brand touch points. 

Choosing the Correct Signature
The Xerox signature is available in 
several formats for use in a variety  
of applications.

Our signature is a dynamic typographic 
treatment that communicates our 
human, approachable and modern 
personality.

Only use approved electronic artwork. 
Do not redraw the signature or 
attempt to separate its components. 

For information on acquiring the 
signature, visit BrandCental.

SIG N AT U R E

Xerox Red 

CMYK 2/98/85/7
RGB 217/34/49
HTML D92231
Pantone® 1797

Fu l l- Co l o r  P o si t i v e

Primary Xerox signature that should be used 
wherever the signature can be applied in full color. 
This signature should be placed on backgrounds 
that are white or light in color.

Applications: print collateral, stationery, on-screen, 
web, signage, advertising, banners, packaging, 
tradeshow, sponsorships, merchandise.

O n e - Co l o r  P o si t i v e

Secondary Xerox signature that should be used 
wherever the signature cannot be applied in full color, 
such as applications that do not permit full-color 
reproduction. 

Application: newsprint advertising, trade publication 
advertising, other one-color black printing.

R e v er s e

For use on black and dark backgrounds when full-color 
positive logo is not legible. 

Applications: advertising, print collateral, banners, 
packaging. See Background Variations section for 
placing logo on a dark background.

Wat er m a r k

All market facing and support how-to videos utilize  
the watermark. For use only on video and PowerPoint 
when placing over photography. Xerox watermark files 
can be downloaded from BrandCentral.

https://xeroxbrandcentral.external.xerox.com/resources-and-downloads/logos
https://xeroxbrandcentral.external.xerox.com/applying-the-brand/digital/video-and-animation/watermark-logos
https://xeroxbrandcentral.external.xerox.com/applying-the-brand/digital/video-and-animation/watermark-logos
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C l e a r  S pac e 

Minimum clear space is presented 
here as a guide to positioning the 
Xerox signature a visually safe 
distance away from other elements 
within the layout. It is essential that 
the Xerox signature remain free of 
typography, photography and  
other design elements. The Xerox 
signature must always be the most 
legible and viewable element in  
any given graphic space. Use the 
height of the “x” character as a 
measurement for the minimum 
amount of allowable clear space. The 
TM appears in the clear space area. 
See exhibit below for details.

The height of the “x” character indicates the minimum  
clear space from the wordmark.

SIGNATURE  CLEAR  SPACE  AND SIZING

Si ze  Dir ec t io n s

To ensure the legibility and clarity of the Xerox signature at small sizes,  
there are minimum size requirements that should be followed.

Fo r  Pr in t

The minimum size for print applications is 0.75”/19mm in width for Xerox.

Fo r  W e b

The minimum size for web applications is 65 pixels in width for Xerox.

.75"/19mm –  
Minimum size for print

65 pixels –  
Minimum size for web

Sig n at u r e

Use this configuration for most 
applications including print, 
advertising, web, on air and for 
on-screen treatments.
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SIGNATURE  USAGE

Positive and Reverse Signatures
The preferred background for  
the signature is always white or 
nearly white. 

When you position the signature on  
a colored background, choices will  
call for a reverse version of the 
signature. This includes all solid color 
backgrounds from the brand palette. 
This version of the signature shows 
the wordmark in white or “knockout.”

The exhibits in this section show the 
correct usage of the signature on 
different backgrounds. 

Incorrect Signature Usage
The exhibit in this section shows the 
possible misuse of the Xerox 
signature. To ensure correct, 
consistent reproduction, always use 
the approved electronic artwork.

Use the positive Xerox signature on  
light background images.

Pr efer r e d Us ag e

Use the reverse Xerox signature on red 
backgrounds and on dark background 
images where there are no elements 
obstructing the reverse Xerox signature.

Avoid placing the positive signature on 
a dark background image where the 
wordmark is not legible.

Avoid using a background image whose 
subject matter competes with the 
visibility of the signature.

Us ag e  to  Avoid In co r r ec t  Sig n at u r e  us ag e

Sometimes it is necessary to display the 
signature on a black background. Use the 
reverse version of the logo.

In vertical uses the 
signature should 
always read from 
bottom to top.

Do not use the full-color positive 
signature on black backgrounds. 
The signature will not reproduce as 
it should, the wordmark will appear 
faded in the background.

Avoid placing the reverse signature on 
a light background image where the 
wordmark is not legible.

Do not replace the approved signature 
colors with any other colors.

Do not place the signature within a line 
of text.

Do not use a shadow behind  
the signature.

Do not dimensionalize any aspect of  
the wordmark.

Do not use one-color positive on  
light full-color backgrounds.

Lorem Ipsum
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Document
Technology
Partner

PLATINUM

PARTNER  BADGE  USE

Scope of Signature Usage 
The use of the signature by itself  
and CI brand elements is limited to 
Xerox operating companies, Xerox 
Business Solutions and Xerox 
trademark licensees. 

To represent the relationship with 
Xerox, please use the approved 
badges that appropriately represent 
the relationship between the partner 
and Xerox. Do not attempt to create 
your own badge.

The signature and CI brand elements 
should not be used by channel 
partners, copy shops/print shops or 
any affiliated companies of which 
Xerox owns less than 50% of its 
shares. However, we can share Xerox 
branded contents with partners 
within the rules of presenting 
relationships with Xerox. For further 
specifications on partner badges and 
usage of Xerox assets, please refer to 
the Partner and Co-marketing 
Guideline.

For questions and/or requests to use 
these badges, please contact: 
Xerox Brand Team.

BADGE  EXAMPLES  — NOT  INCLUSIVE  OF  ALL  BADGE  TYPES

Global Partner Program  
(Document Technology Partner Example)

Distributor Badge Alliance Partner Badge

Business Partner Badge

Agent Badge

Licensee Badge

Print & Copy Service Badge

Authorised
Distributor

Authorized
Agent

Authorized
Agent

Authorised
Alliance Partner

Business
Innovation
Partner

Printing & Copying

Trademark Licensee

Developer Program Badge

Authorised
Alliance Partner

https://xeroxbrandcentral.external.xerox.com/applying-the-brand/connection-with-other/partner-and-co-marketing-guide
https://xeroxbrandcentral.external.xerox.com/applying-the-brand/connection-with-other/partner-and-co-marketing-guide
mailto:GlobalBrandSupport%40Xerox.com?subject=Partner%20Badge%20Request
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TRADEMARKS

The Xerox corporate logo is a trademark 
and must always appear with the TM mark 
and be accompanied by the trademark 
attribution statement. 

The Xerox policy mandates that 
trademarks be accompanied by a 
statement that specifically states that 
Xerox Corporation is the owner in the 
United States and/or other countries. 
When used without additional 
trademarks the trademark attribution 
statement is worded as follows:

© [Current Year] Xerox Corporation. All 
rights reserved. Xerox® is a trademark 
of Xerox Corporation in the United 
States and/or other countries.

When used with additional trademarks:

© [Current Year] Xerox Corporation. All 
rights reserved. Xerox® and (add any 
other trademarks that are used here) are 
trademarks of Xerox Corporation in the 
United States and/or other countries.

This statement covers both the 
trademarked word Xerox® as it may 
appear in print (in any font) as well as the 
corporate logo.

When other trademarks are used within 
the same work, list them after the 
corporate marks. Registered marks carry 
® within the statement. Marks pending 
registration are merely listed by name. Do 
not add the TM in the attribution 
statement, but do add the TM at the first 
mention in the body copy.

Special Cases
Words or offering names that have 
been cleared to be used but are not 
going to be trademarked are not 
listed in the statement.

Trademarks which Xerox Corporation 
licenses from others, like DocuColor, 
are indicated with special wording as 
demonstrated here: Xerox® and 
DocuColor® are trademarks of, or 
licensed to, Xerox Corporation in the 
United States and/or other countries.

Nuvera is also a special case. The 
Nuvera mark alone is not registered 
to Xerox Corporation, only the 
combined words “Xerox Nuvera®.” 
This is handled in the attribution 
statement as follows: Xerox® and 
Xerox Nuvera® are trademarks of 
Xerox Corporation in the United 
States and/or other countries.

Additional special cases can be 
viewed on BrandCentral. 

For more information on creating an 
attribution statement, please refer to 
BrandCentral. 

For a list of current trademarks, 
please go to the Trademark Search 
Tool located on BrandCentral.

https://xeroxbrandcentral.external.xerox.com/trademarks-naming/trademarks/what-are-trademarks
https://xeroxbrandcentral.external.xerox.com/trademarks-naming/trademarks/creating-a-trademark-attribution-statement
https://xeroxbrandcentral.external.xerox.com/trademarks-naming/accessing-naming-and-trademark-tools


Corporate Identity Guidelines

Page 14

Xerox Internal Use Only

©2020 Xerox Corporation. All rights reserved. 

COLOR  SPECIFICATION

PR IM A RYPrimary Colors
Our color palette is distinctive and vibrant, 
with a more liberal use of red, black and 
white to make our identity instantly 
recognizable as a dynamic, innovative 
brand. 

The primary palette consists of red, black 
and white, with red being bright and white 
being light. Light is achieved by simplicity, 
less copy and more white space. Primary 
brand colors are used at 100% values. 
Black is the predominant color choice for 
headlines and body copy. Black adds great 
contrast and makes major elements stand 
out. It brings more legibility to text to 
achieve greater brightness. Red is the 
predominant color choice for subheads. 

The use of negative space is critical to our 
brand expression. Curated imagery, generous 
negative space and our primary colors paired 
with modular layouts all serve to elevate our 
brand status and position Xerox as an 
innovative leader in the digital space. 

For more detailed use of colors for the web, 
please refer to the Web Style Guide.

Secondary Colors
The secondary palette consists of orange, 
gold, green, blue, violet and gray. 
Secondary colors are used minimally in 
certain templates or documents such as 
user guides that typically use a secondary 
color as an industry best practice.  

Red C = 2
M = 98
Y = 85
K = 7

R = 217
G = 34
B = 49
#D92231

Pantone 
1797

White C = 0
M = 0
Y = 0
K = 0

R = 255
G = 255
B = 255
#FFFFFF

Black C = 0
M = 0
Y = 0
K = 100

R = 0
G = 0
B = 0
#000000

Note: The colors shown on this page and throughout these guidelines have not been evaluated by Pantone, Inc. for accuracy and may not match the 
PANTONE Color Standards. PANTONE is a registered trademark of Pantone, Inc.

S ECO N DA RY

Orange C = 0
M = 60
Y = 100
K = 0

R = 230
G = 118
B = 0
#E67600

Pantone 
158

Green C = 70
M = 0
Y = 100
K = 0

R = 109
G = 175
B = 61
#6DAF3D

Pantone 
361 

Blue C = 85
M = 20
Y = 0
K = 0

R = 40
G = 149
B = 213
#2895D5

Pantone 
299 

Violet C = 40
M = 87
Y = 0
K = 0

R = 155
G = 37
B = 131
#9B2583

Pantone 
246 C

Gray C = 0
M = 0
Y = 0
K = 65

R = 115
G = 115
B = 115
#737373

Pantone 
Cool Gray 9 

Gold C = 0
M = 35
Y = 100
K = 0

R = 253
G = 159
B = 19
#FD9F13

Pantone 
137 

https://xeroxbrandcentral.external.xerox.com/applying-the-brand/digital/web-style-guide-40
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TYPOGRAPHY

X er ox  S a n s  l ig h t

abcdefghijklmnopqrstuvwxyz
ABCDEFGHIJKLMNOPQRSTUVWXYZ 
1234567890!@#$%&*()<>?

abcdefghijklmnopqrstuvwxyz
ABCDEFGHIJKLMNOPQRSTUVWXYZ 
1234567890!@#$%&*()<>?
X er ox  S a n s  r egu l a r

X er ox  S a n s  B O L D

abcdefghijklmnopqrstuvwxyz
ABCDEFGHIJKLMNOPQRSTUVWXYZ 
1234567890!@#$%&*()<>?

abcdefghijklmnopqrstuvwxyz
ABCDEFGHIJKLMNOPQRSTUVWXYZ 
1234567890!@#$%&*()<>?

X er ox  S a n s  t hinXerox Sans Typeface
The Xerox corporate typeface is called Xerox 
Sans. Its design is clean, modern and 
approachable. Xerox Sans Thin is our flagship 
typeface and unifies core elements of the system. 
Xerox Sans Thin was chosen to quietly balance 
the bright, celebratory and optimistic tone of the 
overall visual system.

In general, headlines are Xerox Sans Thin, and 
body copy and reversed text headlines use Xerox 
Sans Light. Xerox Sans Thin all caps is used for 
product names set as standalone text. Xerox Sans 
Regular is included for video, and provides flexibility 
in communications layouts.

Xerox Sans Bold can be used for messaging 
emphasis in layouts and for reversed type. In 
layouts, please use Xerox Sans Bold All Caps only 
for tablature and subheads. When setting 
subheads, make sure the text is limited to six 
words maximum.

The entire Xerox Sans font family is available for 
download on BrandCentral.

Xerox Sans is used for all external facing 
branded communications with some exceptions 
for Microsoft Office applications, which utilize 
Arial.

Appropriate Application of Text Style 
Although we no longer have a specific text 
hierarchy we expect that varying text styles are 
applied appropriately and consistently within a 
communication piece. When using brand 
templates, there are text styles built into the 
templates as a standard text hierarchy.

Headlines, primary message, quotation

Body copy, headlines (for reversed type), captions, header & footer

Text within video, should not be used for headlines within print materials

Reversed type. Subheads and tablature. Use all caps for subheads.

https://xeroxbrandcentral.external.xerox.com/assets-and-styles/visual/typography
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TYPOGRAPHY  (CONTINUED)

Roboto Typeface
The primary typefaces used across 
Xerox web properties that reflect  
the Xerox web style are Roboto 
Condensed and Roboto.

Roboto is a Google® font and is 
uniquely designed for digital 
applications. 

Please refer to the appropriate Digital 
Application Style Guide for further 
guidance.

Arial Typeface
In some situations Xerox Sans is not a 
viable option, i.e., HTML. In these 
situations the only acceptable 
replacement for Xerox Sans is Arial.

All Microsoft Office applications 
should utilize Arial, except in 
templates where Xerox Sans is 
designated as a standard font.

If you are developing a marketing 
communication in Microsoft Office 
and are not using a template, please 
contact the Xerox Brand Team.

Arial
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz 
1234567890 !@#$%&

A r i a l  S a m p l e

Roboto
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz 
1234567890 !@#$%&

Roboto Condensed
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz 
1234567890 !@#$%&
R o b oto S a m p l e

R o b oto CO N D EN S E D S a m p l e

https://xeroxbrandcentral.external.xerox.com/applying-the-brand/digital
https://xeroxbrandcentral.external.xerox.com/applying-the-brand/digital
mailto:GlobalBrandSupport%40Xerox.com?subject=
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TYPOGRAPHY  (CONTINUED)

Primary message/headline 
Xerox Sans Thin

Secondary copy 
Xerox Sans Thin

Subhead 
Xerox Sans Bold All Caps

Body copy 
Xerox Sans Light

Secondary copy 
Xerox Sans Light

Subhead 
Xerox Sans Bold All Caps

Body copy 
Xerox Sans Light

Primary message/headline 
Xerox Sans Thin

Secondary copy
Xerox Sans Light

Typography in Use
Keep these tips in mind when creating 
communications:

• Use black for all headlines in  
most communications. Subheads  
are red.

• In most cases, text should be 
left-justified. In applications such as 
video, use the layout that best suits 
the content.

Type may be used on an image where 
it is readable in contrast to background 
images. If not, a white, red or black 
holding shape box may be used over 
the image to place text. Call to action 

Xerox Sans Thin

Accum lam qui 
soluptatem
qui iuriores at ipsum 
harchictur modipsant. 
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TYPOGRAPHY  (CONTINUED)

Here are some basic rules when setting 
text for Xerox branded communications:

• Do not use the Xerox signature in any 
form of text. Instead, use the word 
“Xerox” in text and always use a 
capital X. If you are referring to the 
company Xerox, use Xerox Corporation.

• If you want to indicate the possessive 
form of Xerox, we recommend “from 
Xerox,” not Xerox’s or Xerox’, 
particularly in brochures.

• When using templates, there are text 
styles that are built into the templates 
as a text hierarchy recommendation.

• Use black for most text, including 
headlines and body copy, red for 
subheads; secondary colors may also 
be used if purposeful.

• Text in most cases should use 
left-alignment; however, in some 
instances right-alignment or centered 
can be used if appropriate.

• Our bullet style has the first tier set 
with a bullet character +1 space before 
the left-hand margin. The second tier 
is further indented and begins with a 
hyphen character +1 space. The text in 
all tiers of bulleted text left-align to 
the first character of text in each tier.

• Do not use any applications to add 
styles such as Bold or Italics. 
Instead, select the font named 
with the style (i.e., Xerox Sans Thin 
Italic, Xerox Sans Bold, etc.).

• Do not use Xerox Red for body 
copy and headlines. Xerox Red may 
be used for subheads, highlighted 
text, product pricing and CTAs.

• Do not add text effects such as 
outlining, shadowing or dimension.

• Use italics sparingly — only to 
emphasize a word or short phrase, 
titles of books, newspapers and 
periodicals. You may also italicize 
foreign language words that are 
likely to be unfamiliar to readers.

Title Case Example: 

Impact Color, Big Savings
• Title case is the use of initial 

capital letters for all significant 
words in a phrase that don’t 
complete a sentence. This is the 
preferred style for headlines. If the 
phrase creates a sentence, then 
use sentence case.

Sentence Case Example:

The world’s #1 entry 
production printer just  
got even better.
• Sentence case only capitalizes the 

first word and other proper nouns. 
Use sentence case for product 
descriptions and section heads if 
they form a sentence. If the 
section head does not create a 
sentence, use title case.
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TYPOGRAPHY  (CONTINUED)

Do Not
Here are visual examples of type 
treatments that are to be avoided, as 
they provide undesired, off-brand 
results.

Knockout Typography
When type is knocked out of color,  
use Xerox Sans Light for headlines  
and Xerox Sans Regular for body  
copy. This ensures legibility.

Do not use Xerox Sans Thin for type 
knocked out of color.

In print applications, headlines and 
text should not be over images when 
using our document templates.

When not using a template for print 
collateral, knockout text can be used 
over an image as long as it’s over a 
clear area. 

For web/digital and video applications, 
refer to the specific guidelines.

Sed ut perspiciatis unde omnis iste natus error sit 
voluptatem accusantium doloremque laudantium, 
veritatis et quasi architecto beatae vitae dicta sunt.

Setting body text in Xerox Red

Applying drop shadows to text

Ataque earum rerum hic tenetur a sapiente 
delectus. Et harum quidem rerum facilis est et 
expedita distinctio.

Outlining type

Placing the Xerox signature in copy

Temporibus autem dolor 
quibusdam e aut itis ipsum.

Ut enim ad minima  
non provident.

Italicizing entire sentences or paragraphs

Dimensionalizing type

At vero eos et accusamus et iusto odio  
dignissimos ducimus qui blanditiis praesen  
tatum excepturi sint occaecati cupiditate.

Multi-color

Lorem
Ipsum
Dolor 
Amet

D O N OT

Do not use Xerox 
Sans Thin for type 
knocked out of color.
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Compositional Elements

It’s important to take a fresh approach to each 
communication based on its specific objective, so 
we’ve built some flexibility into our design system.  
The compositional elements outlined in this section 
are versatile design components that you can use 
in a variety of ways. These pages provide the basic 
principles and parameters for their use.

compositional  elements

21 Photography

26 Icons, Illustrations & 
Infographics

27  Iconography

28 Holding Shape

29 Charts & Graphs
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PHOTOGRAPHY

Product

Overview
Our photography style retains key historical brand 
attributes such as light and bright, authentic and  
realistic, and communicates our story in a simple  
and contemporary way while reinforcing our  
innovative and dynamic brand.

When sourcing images or creating graphics, visuals 
should communicate a clear concise concept with a 
modern and sleek approach.

Overall Look and Feel
• Fresh, simple and contemporary

• Genuine and authentic, never stiff or overly posed

• Natural light, bright and light

• Night images require an element of bright lighting  
to support our concept of light and bright

• Real people and modern work environments

• Innovative and relevant images that support  
your content

• Forward-thinking, tech-driven

• Vibrant pops of brand accent colors

• Use a candid, journalistic style

For more information on our photography styles, please 
reference the Photography Quick Reference Guide. 

Human & Office Environment

Environmental

P H OTO G R A P HIC  S T Y L E S

https://xeroxbrandcentral.external.xerox.com/resources-and-downloads/photosiconsillustration/photography-quick-reference-guide
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PHOTOGRAPHY  (CONTINUED)

Styling and Color
In all imagery, subjects should feel authentic, relaxed 
and not overly posed. The locations must communicate 
forward-thinking, modern work settings. The photo should 
appear to be candid and lit from its natural environment. 

• Rich black accents (100% black or dark tone images) 
to contrast and balance tech with lifestyle to enhance 
rich luminous features of technology

• Vivid pops of brand-specific colors in rich tones  
that stand out in dark and light images

• When adding color to human or workplace 
environment images, include rich, saturated colors 
that never fall below 100% tint of the Xerox brand 
color palette

Rich black accents (100% black or dark tone images) to contrast and balance tech with lifestyle to enhance rich luminous features of technology

Vivid pops of brand-specific colors in rich tones — like blues, reds and yellows — that stand out in dark and light images
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PHOTOGRAPHY  (CONTINUED)

Environmental
Environmental photos highlight the large 
infrastructure and systems that are directly or 
indirectly supported by Xerox products and 
equipment. Photos in this category should be 
high-impact and have a sense of energy, drama, 
motion and/or impact. 

Select images in which architecture, vehicles, 
transportation and infrastructure convey:

• Geometry in their use of space and color

• Simplicity of line and shape, with no visual clutter

• Color that consists of vivid pops of Xerox brand 
colors or 100% black that create contrast and 
interest

Showcasing environmental content in a visually 
striking way requires thoughtful composition  
and framing. Choose images with:

• Negative space or empty space that directs 
emphasis and focus on the main subject.

• Angles and curves, a unique view such as aerial 
perspective, or creative cropping for impact. 

      Examples include:

 –  Straight-on to highlight main subject matter  
with impact

 –  Top-down, from an aerial or high-altitude 
perspective

 – Offset to imply motion and add a sense of drama

Human & Office
All Human & Office photography should  
tell the story of people conducting business  
activities in newer modern settings that suggest 
innovative work.

Show simple, open environments that suggest 
innovative ways of working. Pops of red are  
preferred when possible, but a secondary color  
may be used instead.

• Simple compositions

• Natural lighting that suggests time of day 

People should be the natural focus of these  
images and representative of Xerox customers at 
work. They should feel comfortable and authentic 
and not overly posed. 

Look for images that have:

• Culturally diverse people

• Business casual wardrobe (not too formal)

Environmental

Human & Office
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PHOTOGRAPHY  (CONTINUED)  — PRODUCT  PHOTOGRAPHY

Product photography can display features, convey 
benefits and show how Xerox equipment fits into  
real environments. 

Product appearance is governed by the Industrial  
Design and Human Interface Standards. Product User 
Interfaces are governed by the User Interface Design 
Guideline. These areas are managed by the Experience 
Design Group/Human Interface Design in concert with 
the Xerox Brand Team.

The Image
The product should be featured on a simple background.

• The product should be the center focus within a 
realistic workplace or office setting.

• Photo content should be relatable, demonstrating  
workflow advantages that Xerox products provide. 

• Human interactions with product and placement  
should feel authentic and unstaged.

Background Color
• Limit color backgrounds to black or white.

• White background is preferred and universally acceptable.

– Use white background for: product information  
context, eCommerce.

• Black backgrounds may be used in video, social media 
and web pages to create visual contrast as needed.  

       –   100% Black
       –     Create visual stopping power on web pages to drive 

users to product detail pages.

Cropping
• Product photos should use clean, focused cropping.

• Make sure photo cropping balances the overall layout.

• Create interesting compositions with strong angles  
to feature product details and benefits.

Cosmic  
Blue

C = 73
M = 61
Y = 49
K = 32

R = 68
G = 76
B = 87
#454D58

Quartz 
White

C = 9
M = 7
Y = 7
K = 0

R = 229
G = 228
B = 228
#E5E4E4

Colors
Colors in product photography 
must reflect our approved 
product colors: 

mailto:GlobalBrandSupport%40Xerox.com?subject=
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Do NOTDo
• Select imagery that is reflective of 

our overall photography style, 
approachable and genuine. Subject 
matter should be realistic. 

• Select images with natural lighting; it 
is very important.

• Select images that are sharp, with all 
primary elements in focus. 

Do Not
• Crop photos so closely they become 

too abstract.

• Use photos with a colored tone.

• Use dramatic shadows or lighting.

• Use abstract photos. 

• Use a photo that is too busy.

• Place a product photo on a  
colored background other than  
black or white.

• Use a photo that is completely out  
of focus.

Do not use photos with a colored tone.

Do not use a photo that is too busy.

Do not use dramatic shadows or lighting.

Do not use an overly cropped photo.

Do not use abstract images. They are not realistic 
and have too many interpretations of meaning.

Do not place a product photo on a colored 
background.
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ICONS ,  I LLUSTRATIONS  &  INFOGRAPHICS

A Visual Story 
We have a unique illustration style mainly used 
within infographics, and when appropriate, 
combined with charts and graphs. 

Illustrations are simplified and stylized, with a 
light, witty touch. Use simple geometric, solid 
shapes for illustrations and tweak them with 
rounded corners and subtle line distortions to 
create imagery with character. 

Use just enough detail to establish the object, 
without losing that simple, clean feel. 

Editorial 
Multiple types of infographics combine with 
custom illustrations to create richer “stacks.” 
Stacks are useful for tall, slim, formats where 
several pieces of data are brought to life 
through visualization.

Data Comparison
Data comparisons help viewers make better 
sense of values or numbers in a simple and 
visually engaging way.

Timelines
Timelines create a unique visual story of a 
journey while highlighting important points 
and distilling information. 

Maps 
Data paired with maps show location and 
geographical relationships.

For detailed information and specifications, 
please refer to our Graphic Guidelines.

2012 2013 2014 2015 2016 2017 2018

Project physical 
completion

New plan fast-tracked

Dec 2011 
Design-build law passed

Jan 2012 
DEIS published

Jul 2012
Proposals submitted

Sep 2012 
FEIS approved

Jan 2013 
Notice to proceed

Jul 2013  
Test pile program begins

Aug 2013 
Dredging begins

Oct 2013 
Main span permanent pile insallation begins

Nov 2013 
Approach permanent pile installation begins

Mar 2014 
Approach substructure begins

Jun 2014 
Main span substructure begins

Sep 2014 
Erection of superstructure begins

Late 2015 
Complete westbound bridge

Dec 2015 
Relocate existing westbound traffic 
to new westbound bridge

Feb 2017 
Relocate existing eastbound traffic 
to new westbound bridge

Feb 2017 
Start demolition of existing bridge

Late 2017 
Both spans complete

Nov 2017 
Relocate eastbound traffic from new 
westbound bridge to new Eastbound bridge

1

1

2

3

4

5

6

7

8

9

10

11

12

13

14

15

16

17

18

19

3

2 4

5 7 9 11

6 8 10 12 13

15 16 19

14 17 18

https://xeroxbrandcentral.external.xerox.com/assets-and-styles/visual/graphics/graphic-guideline
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ICONOGRAPHY

Icons are visual shorthand for our 
ideas. They may be cropped in 
communications as long it remains 
clear what the icon represents. Use 
them when they add to the clarity of 
your story — but don’t overuse them. 

Construction
Xerox icons have a simple yet 
professional look. They are never 
considered “cartoony.”

Constructed on a 240px x 240px 
artboard with a 3px grid structure, 
icons are created using a 
combination of straight and curved 
lines with square and round edges. 
Groups of icons should always scale 
up and down together, maintaining 
their size relationships.

All line work and points should align 
to the grid. The style is minimal but 
human — created using a 
combination of straight and curved 
lines. For specifications and 
additional detail on icon design, visit 
the Graphic Guidelines.

240px

12px Gutter

Icons can either be colored on white 
backgrounds or reversed on red or  
black backgrounds.

https://xeroxbrandcentral.external.xerox.com/assets-and-styles/visual/graphics/graphic-guideline
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HOLDING SHAPE

A Versatile Component of  
Our Brand
Holding shapes represent our business 
character and the sharp focus we bring to 
process work at a massive scale, with every 
transaction being personal. 

Squares and rectangles are visually pleasing 
and our preferred holding shape for key 
elements. Use them when they add to the 
clarity of your story — but don’t overuse 
them. Circles may be used when it is 
purposeful for your content such as the 
tradeshow floor sign example on the right.

As our brand system does not use any special 
dimension effects to convey depth or height, 
these shapes should not have the illusion of 
depth added via emboss, bevel or drop 
shadow effects. A flat, solid, one-dimensional 
shape is the only acceptable expression.

Holding shapes can be red, black and white 
with a black or gray outline. Secondary color 
holding shapes can be used on packaging, 
email, infographics and PowerPoint. 
PowerPoint presentations can only have a 
secondary color holding shape if a primary 
color shape is the primary use, and if it is 
necessary to accent the communication  
with a secondary color. Solid color holding 
shapes should never have an outline of a 
different color. 

Use one secondary color per communication. 

You should not apply any effects or dimensionalize.

Use flat, nondimensional holding shapes using red, black or gray.  
Gray should only be used if outlining a white box. Purposefully use  
circles for guerilla placement. 

A single secondary color can be used for  
PowerPoint, email and infographics.

Do not add outlines of a different color to  
holding shapes. 

Do not apply gradients to solid fills (limited exceptions  
for gradation in combination with imagery.)

Do not create a corner radius.

Do not use transparencies over imagery or footage.

D O D O N OT  (CO N T'D)

D O N OT
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CHARTS  AND GRAPHS

Introduction
Charts, graphs and tables that are 
created for use in Xerox-branded 
communications need to have certain 
characteristics that define them as part 
of our visual brand system. 

For more information, please refer to 
our Graphs and Tables Quick Reference 
Guide on BrandCentral. 

Standard tables use Xerox Sans for headlines 
and body copy in most instances. Tables can be 
red or black. Text and values should be black or 
reversed out of red or black in white.

Q3 2016

The Financial Risk Management 
team provides holistic strategic 
advice covering our investment, 
liability management and 
insurance solutions.

In this edition we consider 
whether schemes should look 
to manage or remove their risks.
We look at the tools and options 
available, and ask if longevity 
risk really is an issue.

Recent Market Activity
Risk management exercises continue to be popular amongst 
pension schemes. In the first half of 2016, 33 transactions 
were completed with £2.7 bn of liabilities, with the largest 
transaction being £900 million buy-in by Aon Retirement Plan 
with Pension Insurance Corporation (PIC).

A few schemes made changes to their scheme’s benefit 
design to achieve savings. This included National Rail and 
Selex Pension Schemes. National Rail reduced the scheme’s 
employer and employee contributions while also switching 
from RPI to CPI for calculation of its inflation related benefits. 
Selex Pension Scheme moved from being a final salary scheme 
to a CARE scheme. Marks and Spencer also announced it is 
planning to close its scheme to future accrual next year.

As part of liability management, we saw Scapa Group 
undertaking a mortality study to provide it with a better 
understanding of its scheme’s liabilities. It reduced the pension 
scheme’s liabilities by £4m.

Also, during the quarter Aegon sold £6bn of its UK annuity 
book to Rothesay Life and £3bn to L&G. The insurer has said 
that this will allow the group to focus on its platform business. 

S C H E M E L I A B I L I T I E S  I N V O L V E D  ( £ M ) T Y P E  O F  D E A L

Aon 900 Buy-in (PIC)

ICI 630 Buy-in (Scottish Widows)

VA Tech 300 Buy-in (PIC)

Galliford Try 95 Buy-in (Just Retirement)

Barloworld 54 Buy-in (Scottish Widows)

GKN 53 Buy-in (Rothesay Life)

National Rail 19* Benefit re-design

Scapa 4* Mortality study

Selex 436** Benefit re-design

Figure 1 Transactions published in Q2 2016

This comes at a time when the UK annuity market is facing 
challenges with annuity sales falling over 40% from £12bn in 
2013 to £7bn in 2014 due to the pension freedoms announced 
at the time, with the trend continuing.

Perceptions 
Financial Risk Management Update

This publication is aimed at pension fund professional clients only, and is not aimed at retail investors.

* Saving achieved (rather than the total liability involved). 
** Size of the pension scheme moved to CARE.

Xerox Canada Is The Market Leader
Full Year 2018 Total Market Share

A B O U T  X E R O X 

In the era of intelligent work, we’re not just thinking about the future, we’re making it. Xerox Corporation  
is a technology leader focused on the intersection of digital and physical. We use automation and  
next-generation personalization to redefine productivity, drive growth and make the world more secure. 
Every day, our innovative technologies and intelligent work solutions — Powered by Xerox® — help people 
communicate and work better. 

Discover more at www.xerox.com.

Source: IDC WW FY 2018 HCP Tracker. IDC is a subsidiary of IDG, the world's leading technology media, research and events company.

©2019 Xerox Corporation. All rights reserved. Xerox® and Powered by Xerox® are trademarks of Xerox Corporation in the United States  
and/or other countries.  PN03335_T102  BR26137  XXXXX-XXXX
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30% 17% 12% 12% 10% 3%4% 13%

Use tints of one color to show differentiation within one 
data set. Do not use red to communicate value in a chart 
or graph.

https://xeroxbrandcentral.external.xerox.com/assets-and-styles/brand-styles/graphs-and-tables/graphs-and-tables-download
https://xeroxbrandcentral.external.xerox.com/assets-and-styles/brand-styles/graphs-and-tables/graphs-and-tables-download
https://xeroxbrandcentral.external.xerox.com/assets-and-styles/brand-styles/graphs-and-tables/graphs-and-tables-download
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Templates and Communication Tools

The following pages show the best practice 
application examples we have developed to help  
you quickly and easily produce the most common 
applications. It is important to apply the Xerox  
brand system consistently across all touch points.

Application Samples

31 Templates

32 Digital Application Samples

33 Printed Examples, Merchandise  
and Business Stationery

34 Brand Best Practices

35 Contacts
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Version 1.0 

Date 

701PXXXXX 

LOREM 
LREMIPSUM 
7500 IPSU 
Sed ut perspiciatis unde omnis iste natus error  sit 
voluptatem accusantium. 

Musam eum re mod quam xerox.com

L U P T A T I U M  V I T ALorem Ipsum  
8900 Vadip

Lorem ipsum dolor amet, 
consectetuer. Vestibulum 
pretium suscipit justo sit 
amet fermentum. 

V E S T I B U L U M 

Lorem ipsum dolor sit amet, consectetuer. 
Vestibulum pretium suscipit justo sit amet 
fermentum. Sed ipsum purus, posuere at 
cursus vitae. Aenean tortor augue, adipiscing 
quis commodo at gravida, ullamcorper justo 
ut edaugue. Vestibulum pretium suscipit justo 
sit amet fermentum.

Vestibulum pretium suscipit justo sit amet 
fermentum. Sed ipsum purus, posuere at 
cursus vitae. Aenean tortor augue.

Vadipiscing elit. Praesent orci est, nonummy 
at, ultrices id, porttitor sit amet, ligula. 
Aenean blandit felis id diam. Lorem ipsum 
dolor sit amet, consectetuer adipiscing elit. 
Vestibulum suscipit nunc in ressa massa.

• Dadipiscing quis commodo at gravida, 
ullamcorper justo ut edaugue. Vestibulum 
adipiscing quis commodo at gravida, 
ullamcorper justo ut edaugue. Vestibulum 
pretium suscipit justo sit amet fermentum.

 – Aenean tortor augue, adipiscing quis 
commodo at gravida, ullamcorper justo ut 
edaugue. Vestibulum pretium suscipit justo 
sit amet fermentum. Lorem ipsum dolor sit.

V A D I P I S C I N G  Q U I S  C O M M O D O 

Lorem ipsum dolor sit amet, consectetuer. 
Vestibulum pretium suscipit justo sit amet 
fermentum. Fadipiscing quis commodo at 
gravida, ullamcorper justo ut edaugue. 
Vestibulum pretium suscipit justo sit amet 
fermentum. Sed ipsum purus, posuere at 
cursus vitae. Aenean tortor augue.

Vadipiscing elit. Praesent orci est, nonummy 
at, ultrices id, porttitor sit amet, ligula. 
Aenean blandit felis id diam. Lorem ipsum 
dolor sit amet, consectetuer adipiscing to sit 
amet fermentum. Aenean tortor augue, 
adipiscing quis commodo at gravida, 
ullamcorper justo ut edaugue. Vestibulum 
pretium suscipit justo sit amet fermentum. 
Lorem ipsum dolor sit amet, consectetuer.

Amet fermentum. Aenean tortor augue, 
adipiscing quis commodo at gravida, 
ullamcorper justo ut edaugue. 
Vestibulum pretium suscipit justo sit 
amet fermentum. Lorem ipsum dolor sit 
amet, consectetuer.

OPTIONAL 
IMAGE 

FPO

Lorem ipsum dolor sit amet, consectetuer adipiscing 
eliterat volutpat. 

OPTIONAL 
IMAGE 

FPO

© 2019 Xerox Corporation. All rights reserved. Xerox® is a trademark of Xerox Corporation in the United States and/or other countries. 
BRXXXXX

Brochure

PowerPoint

Footer 1-1 

1. Heading 1 

Heading 2 

HEADING 3 

This is placeholder text. Lorem ipsum dolor sit amet, consectetaur adipisicing elit, sed do eiusmod tempor 
incididunt ut labore et dolore magna aliqua. Ut enim ad minim veniam, quis nostrud exercitation ullamco 
laboris nisi ut aliquip ex ea commodo consequat. Duis aute irure dolor in reprehenderit in voluptate velit 
esse cillum dolore eu fugiat nulla pariatur. Ut enim ad minim veniam, quis nostrud exercitation ullamco 
laboris nisi ut aliquip ex ea commodo consequat. Duis aute irure dolor in reprehenderit in voluptate velit 
esse cillum dolore eu fugiat nulla pariatur. 

This is a sample callout. It is the same size as normal body text, but blue. Lorem ipsum dolor sit amet, 
consectetur adipiscing elit, sed do eiusmod tempor incididunt ut labore et dolore. 

1. This is “Numbers” style. Right-click and select “Restart Numbering” to start at 1. 
a. Bullet levels are available 

• Use “Increase Indent” and “Decrease Indent” to change bullet levels 
– All levels after the third have dashes; try to avoid using so many levels 

2. This is placeholder text 
a. Lorem ipsum dolor sit amet 
b. Consectetur adipiscing elit, sed do eiusmod tempor incididunt 

Lorem ipsum dolor sit amet, consectetur adipiscing elit, sed do eiusmod tempor incididunt ut labore et 
dolore magna aliqua. Ut enim ad minim veniam, quis nostrud exercitation ullamco laboris 

Table header Table header Table header 

Use “Table Text No Space” for no 
space between paragraphs. Or 
use “Normal” text if you want 
space between paragraphs. 

This is placeholder text • This is “Bullets” style 
– Bullet levels are available 

• Use “Increase Indent” and 
“Decrease Indent” to change 
bullet levels 

Table XXX Enter the caption here. Caption can be above or below the table. 

 

Use Table Tools > Design > Table Style Options to turn on/off the gray header row. 

Text Text Text Text 

Text Text Text Text 

Text Text Text Text 
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Musam eum re mod quam xerox.com

Lorem Ipsum Dolor

Lorem ipsum dolor amet, consectetuer. Vestibulum  
pretium suscipit justo sit amet fermentum.

Lorem ipsum dolor sit amet, consectetuer adipiscing eliterat volutpat. 

L U P T A T I U M  V I T A

OPTIONAL 
IMAGE 

FPO
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Vestibulum pretium commodo at gravida, ullamcorper justo ut edaugue 
suscipit justo sit Vadipiscing elit xerox.com.
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 – ed ipsum purus
 – posuere at cursus vitae

D A D I P I S C I N G  Q U I S

• Lorem ipsum dolor sit amet, consectetuer. 
• Vestibulum pretium suscipit justo sit amet 

fermentum. 
• Fadipiscing quis commodo at gravida, 

ullamcorper justo ut edaugue. 
• Vestibulum pretium suscipit justo sit amet 

fermentum. 
 – to sit amet fermentum 
 – aenean tortor augue

A E N E A N  B L A N D I T  F E L I S  
I D  D I A M

Lorem ipsum tortor augue, adipiscing quis 
commodo at t fermentum. Aeneanv 
gravida, ullamcorper justo ut edaugue. 

Vestibulum pretium suscipit justo sit 
Vadipiscing elit. 

• Praesent id, porttitor 
• Sit amet, ligula aenean dolor sit 
• Amet, consectetuer adipiscing elit. 

Vestibulum in ressa massa.

D A D I P I S C I N G  Q U I S

• Lorem ipsum dolor sit amet, consectetuer. 
• Vestibulum pretium suscipit justo sit amet 

fermentum. 
• Fadipiscing quis commodo at gravida, 

ullamcorper justo ut edaugue. 
• Vestibulum pretium suscipit justo sit amet 

fermentum. 
• Aenean blandit felis id diam. Lorem ipsum 

dolor sit amet, consectetuer adipiscing to 
sit amet fermentum. 

• Aenean tortor augue. Sed ipsum purus, 
posuere at cursus vitae. 

• Aenean tortor augue.

S E D  I P S U M  P U R U S

• Fadipiscing quis 
• Commodo at gravida
• Lllamcorper justo ut edaugue 
• Vestibulum pretium suscipit
• Justo sit amet fermentum

 – sit amet
 – consectetuer adipiscing 
 – to sit amet fermentum 
 – aenean tortor augue
 – ed ipsum purus
 – posuere at cursus vitae

D A D I P I S C I N G  Q U I S

• Lorem ipsum dolor sit amet, consectetuer. 
• Vestibulum pretium suscipit justo sit amet 

fermentum. 
• Fadipiscing quis commodo at gravida, 

ullamcorper justo ut edaugue. 
• Vestibulum pretium suscipit justo sit amet 

fermentum. 
 – to sit amet fermentum 
 – aenean tortor augue

FA D I P I S C I N G  Q U I S  
C O M M O D O  AT  G R AV I D A

• Lorem ipsum dolor sit amet, consectetuer. 
• Vestibulum pretium suscipit justo sit amet 

fermentum. 
• Fadipiscing quis commodo at gravida, 

ullamcorper justo ut edaugue. 
 – to sit amet fermentum 
 – aenean tortor augue
 – ed ipsum purus

• Aenean blandit felis id diam. Lorem ipsum 
dolor sit amet, consectetuer adipiscing to 
sit amet fermentum. 

• Aenean tortor augue. Sed ipsum purus, 
posuere at cursus vitae. 

• Aenean tortor augue.

S E D  I P S U M  P U R U S

• Fadipiscing quis 
• Commodo at gravida
• Lllamcorper justo ut edaugue 
• Vestibulum pretium suscipit
• Justo sit amet fermentum

 – sit amet
 – consectetuer adipiscing 
 – to sit amet fermentum 
 – aenean tortor augue

Aenean blandit felis id diam. Lorem ipsum dolor sit amet, consectetuer 
adipiscing to sit amet fermentum. 

FPO / Optional Image, Text or Graphic

TEMPLATES

The templates employ the 
fundamental brand styles that apply to 
virtually everything designed in the 
brand. Approved templates should 
always be used. Please refer to 
templates on BrandCentral.

• There are office and marketing 
templates available and updated as 
required. It is important that your 
communication piece adheres to our 
branding standards, even if a 
template does not exist for a specific 
communication type. 

• In order to ensure that the brand is 
understood and used in a consistent 
manner, we have a brand review 
process. Participation in the process 
is mandatory for all branded 
communications. 

Email 

https://xeroxbrandcentral.external.xerox.com/resources-and-downloads/templates
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DIGITAL  APPLICATION SAMPLES

Email 

Social

Video

Web

eBook

 

Customer 
Communications 
Transformation
A bold, practical approach to managing your 
communications and winning at customer experience

C U S T O M E R  C O M M U N I C A T I O N S  T R A N S F O R M A T I O N 10

3.
Seek out process  
inefficiencies

Companies don’t create bad customer experiences 
because they want to. The problem is that the processes 
needed to deliver communications are so rarely analyzed 
as part of a bigger picture. As a result, most businesses 
have waste and inefficiencies buried in these processes. 
So not only does the experience suffer — it probably costs 
you more to even deliver it. 

For instance, the collateral you produce needs to be sent 
out across multiple channels, both digital and print. Often 
the result is collateral that has been tweaked and 
redesigned in isolation to meet the needs of every 
channel. Not only is that a waste of time and resources,  
it’s also where duplication errors can creep in (which 
means you need further resources for checking collateral).

With a centralized system for document management, 
you design each piece of collateral once, and it’s then 
automatically optimized for each distribution channel, 
saving you resources and cutting out costly mistakes.

xerox.com

Document
management
optimization

Digital and social guidelines should 
always be followed. Please refer to the 
Digital Guidelines and Social Media 
Guidelines on BrandCentral.

https://xeroxbrandcentral.external.xerox.com/applying-the-brand/digital
https://xeroxbrandcentral.external.xerox.com/applying-the-brand/digital/social-media
https://xeroxbrandcentral.external.xerox.com/applying-the-brand/digital/social-media
https://xeroxbrandcentral.external.xerox.com


Corporate Identity Guidelines

Page 33

Xerox Internal Use Only

©2020 Xerox Corporation. All rights reserved. 

Branded Attire

Business Stationery
We have a preferred supplier for 
business cards and stationery requests. 
Please refer to BrandCentral.

Merchandise
Merchandise should always be ordered 
from approved suppliers. Special orders 
may be placed. Refer to BrandCentral.

Print
Please refer to our office and marketing 
templates available for download from 
BrandCentral.

Version 1.4
October 2019
702P06233

Xerox® VersaLink® Series
Multifunction and Single Function
Printers
System Administrator Guide

S P E C I F I C AT I O N S  S H E E T

Xerox® Integrated Color Server  
for the Xerox® PrimeLink®  
C9065/C9070 Printer

With the combination of  
the Xerox® PrimeLink® 
C9065/C9070 Printer and  
the Xerox® Integrated Color 
Server, powerful performance 
is at your fingertips. 
Engineered for high-end 
office applications, it 
combines world-class  
color and workflows for 
transformative results.

Modernize the way you work.

• Enjoy automatic installation, troubleshooting, 
feature setup and upgrades with the Xerox® 
CentreWare® IS Embedded Web Server.

• Replenish supplies automatically —  
Xerox® Automated Meter Readings (AMR) 
collects and submits readings and Xerox® 
Automatic Supplies Replenishment (ASR) 
orders ink whenever supplies run low.

• Securely print from any email-enabled 
device with @PrintByXerox. No software 
or app to download. No IT intervention. 
Just send an email and print at the device.

• Tailor your device to work the way you  
do with the ever-evolving selection of 
innovative apps available on the Xerox 
App Gallery. 

• Increase your opportunities with an 
expansive media selection — including 
Extra Long Sheet (XLS) for creative banner 
printing — and inline finishing capabilities 
ranging from stapling and hole-punching 
to folding for presentations, brochures, 
reports and newsletters.

• Use Xerox® Standard Accounting and 
internal auditing to track device usage,  
set limits and control costs.

• Customize your print driver settings to 
save on specific applications — such as 
always printing emails in black and white.

• Maximize your productivity by  
performing scan, print, copy, fax and  
file routing operations simultaneously.

• Easily share files or introduce electronic 
archiving with powerful scan capabilities. 
Text-searchable files make retrieval simple. 
And compression technology reduces 
network load for faster transmission.

• Automate document routing to predefined 
locations such as email addresses with job 
flow sheets.

Extend your capabilities with apps from the Xerox App Gallery.

S T R E A M L I N E D .  S E A M L E S S .  S I M P L E .

Xerox® FreeFlow® Core

Brochure

PowerPoint

VVeerriiffyyiinngg tthhee IImmaaggee PPoossiittiioonn
1. At the printer control panel, press the Home button.

2. Log in as administrator.

3. Touch Device→Support→Image Position.

4. Select the source paper tray for the registration print.

• Touch Paper Supply.

• Touch the desired tray.

5. If your printer has automatic 2-Sided printing, select the sides that you want to optimize.

• To select a sample registration page for adjusting Side 1, touch Adjusted Side, then touch
Side 1.

• To select a sample registration page for adjusting both sides, touch Adjusted Side, then touch
Side 2.

6. Specify the consecutive number of sample pages to print.

• Touch Print Settings.

• To increase or decrease the number of sample pages, for Quantity, touch the Plus icon (+) or
the Minus icon (-), then touch OK.

7. To print the sample pages, touch Print Sample.

8. When printing is completed, touch Close.

9. On the sample pages, for Side 1, use a ruler to measure the distance of the printed image from
the top, bottom, left, and right edges.

Note: For identification, a single dot is printed on Side 1, and two dots are printed on Side
2.

10. For Side 2, measure the distance of the printed image from the top, bottom, left, and right edges.

11. If the image is centered, no adjustment is required. If not centered, adjust the paper registration.
For details, refer to Performing an Image Position Adjustment.

PPeerrffoorrmmiinngg aann IImmaaggee PPoossiittiioonn AAddjjuussttmmeenntt
1. At the printer control panel, press the Home button.

2. Log in as administrator.

194 Xerox® VersaLink® Series Multifunction and Single Function Printers
System Administrator Guide

Administrator Tools

User Guide

Spec Sheet

Ink Properties

Viscosity 9.5 ± 0.5 cP at 125°C 
(see chart for other temperatures)

Melt Range 92 – 100°C

Density Approx. 0.8 g/cm3 at 25°C

Form 50 gram solid cubes (2 x 1.375 x 1.5 inch)

Selling Unit 1 kg pack (20 sticks)

Max Temp 125°C / 250°F

Shelf Life 12 months from manufacture under normal  
storage conditons 

Compatible with Xerox® M-Series printhead

Xerox® LI-Series Ink

D ATA  S H E E T

Xerox® LI-Series Ink is a waterless ink designed for  
maximum contrast on clear and light surfaces. 

FE AT URES AND BENEFITS

•  Vibrant Colors — available in white  
and yellow for exceptional visibility 

•  Easy To Handle — ink cubes are  
solid at room temperature and mess-free

•  Waterless and Solvent-Free —  
solidifies rapidly after printing, will not 
bleed, and does not require drying time

•  Adheres to a Range of Substrates —  
including coated lenses, cardboard,  
paper and more

APPLIC AT IONS INCLUDE

•  Lens Printing — adheres to coated lenses; 
easily removable with no ghost image 

•  Barcode Printing — print a reflective 
white background for any barcode 

•  Any application requiring a superior high 
contrast ink that is impervious to water. 
Ask about your application today.

T YPIC AL VISCOSIT Y VS .  TEMPER AT URE CURVE

Xerox has over 30 years of experience manufacturing inks and printheads  
for a range of printing applications. Let our expertise work for you. 

For additional information, please contact us at OEMSales@xerox.com  
or visit www.xerox.com/printheads.

©2019 Xerox Corporation. All rights reserved. Xerox® is a trademark of Xerox Corporation  
in the United States and/or other countries.   BR26046   SUPSS-12UA

4

• VIPP® support
• PDF/VT support
• Prepress on PDF/

VT records
• Conversion  

to PDF
• Single/multiple 

jobs

Variable Data 
Optional  
Module

Variable 
Data

• Color split
• Job batching
• Job ganging
• Job distribution
• Load balancing
• Printer failover
• FIFO printing
• Print throttling

Output 
Management 
Optional  
Module

Output 
Management

Xerox® FreeFlow Core has an on-premise solution configuration designed to serve as the 

backbone of all our Xerox® production workflow solutions. On-premise means you run the 

software on your computer server, and have total control over configuration and integration 

with your current workflow systems and printers. FreeFlow Core on-premise is best suited for 

customers looking for advanced automation, wider integration and access to extended 

automation solutions from Xerox.

You choose the options that are right for you… 

Xerox® FreeFlow® Core On-Premise

T H E  A U T O M A T E D  S O L U T I O N  

T H A T  L E V E R A G E S  1 0  Y E A R S  

O F  E X P E R I E N C E 

Xerox® FreeFlow Core is a new 
product, yes—but it’s also an 
innovative digital product platform 
that enables a wide range of highly 
targeted solutions. It works with your 
current operation and expands its 
capabilities as your business grows. 
Xerox has been in the prepress 
automation business for more 
than 15 years, and we’ve leveraged 
our experience and learning from 
customers like you to develop a  
next-generation solution for 
automating every step in your print 
production process.

Base Software Options

• Job submission
• Job management 

and status
• Print management  

and status
• Conversion
• Preflight
• Enhance images
• Imposition
• Hot folder
• JMF
• Save
• Automatic 

maintenance
• User 

authentication
• Email notifications
• Import/export 

workflows
• Print
• Finishing
• Job accounting

FreeFlow Core

Base Software

• Optimize
• Color 

management
• Barcodes
• Pressmarks
• Watermarks
• Insert pages
• Page numbering
• Join
• Rotate pages
• Delete pages
• Resize pages

Advanced 
Prepress 
Optional  
Module

Advanced 
Prepress

Workflow creation 
(rules-based)
• JMF/XSLT
• Manifest 

automation  
from Xerox 

• Automated 
workflow 
selection

• Automated 
printer selection

• Automated 
finisher selection

• Job splitting
• External hot 

folder
• External CLI

Advanced 
Automation 
Optional  
Module

Advanced 
Automation

Xerox® FreeFlow Core—A total solution for 
entry-level automated print production, 
including JDF/JMF connectivity to external 
systems. It lets you build workflows for 
conversion, preflight, image enhancement, 
imposition and print job submissions.

FreeFlow Advanced Prepress module—
Provides powerful tools for PDF optimization, 
color management, document manipulation 
and annotation. This module helps you speed 
through a wide range of file optimization 
actions, including adding barcodes, 
pressmarks, text and images to documents.

FreeFlow Advanced Automation module—
Automates your entire production process by 
transforming manual steps in your workflow 
into programmed actions, with services that 
automate job processing decisions. Enables 
the use of any Hot Folder or CLI application 
within an automated workflow. 

FreeFlow Output Management module—
Adds the ability to implement even smarter 
decision making regarding when and where 
your jobs will be printed. Also enables 
automated aggregation and ganging for 
increased print and post-print productivity. 

FreeFlow Variable Data module—This 
module enables FreeFlow Core to accept 
Xerox® Variable Information Production 
PrintWare (VIPP®) jobs and PDF/VT jobs.  
The FreeFlow VI Suite uses VIPP technology 
to deliver benchmark productivity in 
personalized communication workflows;  
PDF/VT is an emerging variable data 
standard and FreeFlow Core has full PDF/VT 
record processing support.

PRINTED EXAMPLES ,  MERCHANDISE  AND BUSINESs  STATIONERY

Business Card

The Challenge

“As an insurance company we send  
out and receive enormous volumes  
of documents.”

“Our move to a new office location gave 
us the opportunity to reassess our 
priorities and draw up a business case 
for outsourcing our requirements.”

The Solution

“Xerox provides us with a complete 
solution across all our print and 
document-handling needs. A new 
document management center takes 
care of outbound communications; 
indexing and routing of incoming items 
is more automated and therefore faster; 
and our people have flexible print 
capabilities to meet all their office 
printing needs.”

The Results

“We’re maximizing efficiencies in  
all areas related to printing and  
document handling. Our long-term 
strategic partnership with Xerox lets  
us benefit from their ongoing investment 
in new technology and services. We’re 
confident Xerox can continue supporting 
us as our business expands and our 
document volumes increase.”

• More cost-effective and efficient 
outgoing communications

• 50% fewer office print  
devices to support

• Less waste of paper and consumables

• New print finishing services

• Faster, more accurate routing  
of incoming mail

Managing Communications 
and Maximizing Efficiency
“In Xerox, we have a single, strategic partner  
for all our print- and document-related needs.”
–   Koen Van Dyck , Manager, Baloise (Mercator Belgium)

Baloise

C A S E  S T U D Y  S N A P S H O T

©2019 Xerox Corporation. All rights reserved. Xerox® and “Made To Think” are trademarks of Xerox Corporation in the  
United States and/or other countries.     8/19     PN3493     BR26684     

X E R O X ® S E R V I C E S  
F O R  D I G I TA L  I N S U R E R

Today’s consumer expects highly 
personalized communications, 
easy-to-navigate customer service  
and real-time engagement — all in the 
channels of their choice. With Xerox® 
Services for Digital Insurer, we convert 
customer data into actionable insights 
to enable successful acquisition 
campaigns and better retention.  
From personalized quotations to 
self-service policy updates and 
streamlined claims management 
processes, we empower insurers to 
deliver a great customer experience.

X E R O X ®  S E R V I C E S  F O R  D I G I T A L  I N S U R E R 

Find out more at  
xerox.com/
DigitalInsurer.

already managed to automate the 
indexing of these documents to a 
significant degree, but knew that 
technology was advancing all the time. 
The Xerox system uses data such as a 
policy or claim number on the document  
to identify the document type and route  
it to the correct team for processing.  
Van Dyck explains why this is so  
important to business:

“We’ve established service level 
agreements with our 4,000 brokers for 
claims processing and other activities.  
To deliver against these SLAs, we need to 
identify, prioritize and route incoming 
items as quickly and efficiently as possible. 
Working with Xerox to increase the level of 
automation is helping us do that. This will 
become even more important as we 
integrate acquired companies and start 
working in French as well as Flemish.

“With Xerox, we have a single strategic 
partner for all our print- and document-
related needs. We know that Xerox is 
constantly innovating its technology and 
services. Our nine-year agreement with 
them means we’ll benefit from new 
developments over the short, medium  
and long term.”

B A L O I S E  I N S U R E S  A G A I N S T  
T H E  F U T U R E  W I T H  X E R O X

Efficient and professional communication 
underpins clients’ trust in the service of 
Belgian insurer Baloise (originally 
Mercator). In selling and supporting a 
broad range of insurance products for 
individuals and enterprises, the company 
prints around 20 million pages a year; 
sends out product packs, contracts, 
invoices, letters and mass mailings; and 
responds to large volumes of incoming 
claims and queries.

When a period of growth led Baloise 
(Mercator Belgium) to move its head 
office, the company took the opportunity 
to improve the efficiency and flexibility  
of its outbound communications by 
outsourcing its document  
management center.

“By choosing Xerox as our outsourcing 
partner, we not only got a professional, 
cost-effective and scalable service, we 
avoided the effort and expense of setting 
up a new in-house center when we moved,” 
says Koen Van Dyck, Manager, General 
Services at Baloise (Mercator Belgium).

“Also, because some of our employees 
were transferring to the new center, it  
was important to us that our partner  
had a local presence and could set up  
the center nearby.”

The Xerox center uses the latest 
technology for printing and inserting. 
Xerox systems automatically pre-sort items 
into ordered batches for printing, to ensure 
that the company gets the best-value 
tariffs from the postal service without 
manual intervention.

The success of the outbound service led 
Baloise (Mercator Belgium) to outsource 
the rest of its document-handling and 
printing services to Xerox: all of its office 
print, inbound communications, stationery 
and consumables.

“Through increased automation 
we’re routing incoming documents 
more efficiently, which is helping us 
meet — and ultimately improve 
— SLAs with our brokers.”

– Koen Van Dyck, Manager 
Baloise (Mercator Belgium)

M U LT I F U N C T I O N  
D E V I C E S  E L I M I N AT E  W A S T E

When the company migrated to the Xerox 
managed print service, its fleet of around 
40 printers, copiers and fax machines  
was replaced by just 20 multifunction 
devices (MFDs).

Employees send documents to a central 
print queue and use their company ID 
badge to print at the MFD of their choice. 
Uncollected jobs are purged from the 
queue after 24 hours, without being 
printed. “This not only improves document 
security, it wastes less energy, paper and 
ink,” says Van Dyck. “We’re saving money, 
being green and giving a much better 
impression to visitors because our print 
areas are always tidy.” 

C O L O R  P R I N T I N G  
M A K E S  A N  I M P A C T

The new MFDs print only in black-and-
white, saving the company the expense  
of frequently unnecessary color printing. 
Instead, employees use a Xerox-staffed 
walk-up desk if they need to print a 
document in color. The walk-up desk  
also provides finishing services, such  
as covers and binding, that weren’t 
previously available.

“The new arrangements have proved 
popular with everyone,” says Van Dyck. 
“The MFDs are reliable and easy to use. 
The color printing and finishing services 
help create a more professional impression, 
for example when agents present our 
products to new clients.”

A U T O M AT I O N  H E L P S  
D E L I V E R  A G A I N S T  S L A s

Baloise (Mercator Belgium) receives large 
volumes of incoming communications, 
both electronic and on paper. It had 

Case Study

Whitepaper

Xerox® High Fusion Ink
A formula designed to take cost out of print manufacturing –  
and generate opportunity for production inkjet.

W H I T E P A P E R

N E W  O P P O RT U N I T I E S  –  T H E  U LT I M AT E  
X E R O X ® H I G H  F U S I O N  I N K  A DVA N TA G E

Xerox® High Fusion Ink creates opportunities that no 
other inkjet printing technology can provide. You can:

• Simplify your supply chain by printing directly on the 
offset coated papers you’re running today

• Remove the need to print on expensive inkjet coated stocks

• Migrate static offset jobs for quicker turnaround

• Add personalization to boost effectiveness and relevancy

• Run high-volume digital color jobs more cost-effectively

Xerox® High Fusion Ink minimizes your tradeoffs

T H E  A DVA N TA G E S  O F  X E R O X ® H I G H  F U S I O N  I N K

The benefits of Xerox® High Fusion Ink negate most of the risks and complexity faced when paper is primed or precoated for inkjet printing. 

Xerox® High Fusion Ink

Less moisture in the paper 
Xerox® High Fusion Ink imparts less moisture into 
the paper, which reduces the amount of effort (and 
equipment) needed to remove that moisture throughout 
the printing process. 

Reduced energy consumption
Because less moisture is delivered to the paper, the drying 
process is simplified and related energy consumption is 
drastically reduced. 

Less stress on the paper
Less heating and cooling mean less stress, less shrinkage,  
and less curling. And, the less stress the paper endures,  
the better the output will be and the more reliably it will 
perform with finishing equipment

Longer open time 
Xerox® High Fusion Ink has less water, resulting in a longer 
print head open time, meaning fewer clean cycles, less 
waste ink, less susceptibility to missing jets, more uptime, 
and more leeway in managing production. 

Less maintenance and fewer variables to manage 
Fewer pieces of equipment, fewer consumables, and a 
simplified printing process make everything easier. You also 
won’t have to worry about the print artifacts that can arise 
if your primers or precoatings were not uniformly applied. 

Lower costs
Xerox® High Fusion Ink delivers great results direct-to-paper, 
and when there’s no need to purchase consumables such 
as primers and precoatings, lowers your costs per piece. 

Consistent paper supply
There’s no need to special order unique stocks or store 
paper that’s destined for inkjet separately. You can pull from 
a consistent paper supply and print more consistently, 
employing the same stocks you are already using today for 
future inkjet work.

High Density Inks, Xerography, and Offset all have their 
strengths. However, when it comes to working with variable 
data and attaining high levels of image quality and volume 
economically, without making major concessions, nothing 
compares to Xerox® High Fusion Ink.

©2019 Xerox Corporation. All rights reserved. Xerox®, Trivor® and Baltoro® are trademarks of Xerox Corporation  
in the United States and/or other countries.     11/19     PN03865     XPIWP-01UA     BR27855

Learn more at xerox.com/HFinkjet.

https://xeroxbrandcentral.external.xerox.com/resources-and-downloads/business-card
https://xeroxbrandcentral.external.xerox.com/resources-and-downloads/branded-attire-merchandise
https://xeroxbrandcentral.external.xerox.com/resources-and-downloads/templates/marketing-templates
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BRAND BEST  PRACTICES

This section is a list of general rules 
that should be followed when using 
one of the specific collateral 
templates or designing basic 
collateral.

Approved, brand-trained agencies or 
creative resources must be used. 
External, market-facing materials 
need to be registered with the 
Content House before any work 
begins.

• Be familiar with our brand portal, 
BrandCentral.

• When using a collateral template 
you will always need to replace any 
designation For Position Only 
(FPO) placeholder shapes with 
high-resolution artwork or white 
space, as appropriate.

• When using a design template,  
do not resize any of the following 
placed artwork: business segment 
and the Xerox signature.

• Always maintain a generous 
amount of white space throughout 
the document. Do not crowd the 
pages with too many images or 
too much copy.

• The templates are designed to be 
somewhat flexible. Photographic 
images can be placed on either the 
left or right side of a document 
page.

• Do not use more than one accent 
color within a branded 
communication.

• Do not scale the signature 
disproportionately.

• Black is the primary color for text.

• Follow type styles that are 
embedded in the template.

• Do not place any text or logos 
outside the margins.

• Always generate a proof (to review 
color and quality) before sending 
your job into production.

• Do use red in subheads.

• Do use white text on a black 
background or holding shape.

• Do not use background colors 
other than white or black with 
product imagery.

• Do not use more than one 
secondary color in application.

• Do not overuse red. Maintain a 
balance of red,  black and white.

• Do not apply color to make 
something colorful.

• Always send your jobs for  
Brand Review at BrandCentral,  
for official brand approval. 

https://xeroxbrandcentral.external.xerox.com/tools/content-request
https://xeroxbrandcentral.external.xerox.com/
https://xeroxbrandcentral.external.xerox.com/tools/brand-review
https://xeroxbrandcentral.external.xerox.com/tools/brand-review
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CONTACTS

Overview
Understanding the Xerox brand is 
essential for applying its elements 
consistently across all applications. 
There are guidelines available for 
download on BrandCentral. 

For questions, concerns and/or 
additional support, please contact 
globalbrandsupport@xerox.com. 

Content House
For Xerox employees, all external 
market-facing communications 
should follow the content 
development process managed  
by the Content House. In  
addition, some partner, sales, 
post-sales, internal and training 
communications also need to  
be registered.

For more information about the 
Content House Operating Process, 
visit BrandCentral or please contact  
contenthouse@xerox.com.

Tradeshow & Event Properties
The Global Experiential Marketing 
team has developed guidelines and a 
procurement process to provide 
direction and specific content to 
assist you in your exhibit program. 
Please download the latest 
Tradeshow and Event Guidelines  
on BrandCentral.

All tradeshows and events 
(businesses and non-profit 
organizations, awards, events, etc.) 
need to be registered with the 
Content House as a first step.  
It should then be submitted for 
review and approval.

For event support questions please 
contact the Xerox Event Desk. 

Please make sure to submit all assets 
and materials through Brand Review.

https://xeroxbrandcentral.external.xerox.com/
mailto:globalbrandsupport%40xerox.com?subject=
https://xeroxbrandcentral.external.xerox.com/applying-the-brand/content-marketing/content-house-operating-process
mailto:contenthouse%40xerox.com?subject=
https://xeroxbrandcentral.external.xerox.com/applying-the-brand/experiential/tradeshow-properties/tradeshow-and-event-brand-guidelines
https://xeroxbrandcentral.external.xerox.com/applying-the-brand/experiential/tradeshow-properties/tradeshow-and-event-brand-guidelines
https://xeroxbrandcentral.external.xerox.com/contentrequest/projects/new
http://www.xerox.com/esp
mailto:xeroxeventdesk%40xerox.com?subject=
https://xeroxbrandcentral.external.xerox.com/brandreview/Account/LoginRegister?ReturnUrl=%2fbrandreview

