


THEREAREDEFININ�MOMENTSINTHE
LIFEOFEVERYOR�ANIZATION.
IBELIEVETHISISOURMOMENT.

Aftermonthsofpreparationandhoursofdialoguewithcustomers,employees,andanalysts,I’mpleasedtoannouncean

excitingnewbrandtohelpustellourstory.

Let’sbeclearhere.Thisisn’taboutlogosornewadvertising.It’sabouthowwepresentBMCtotheworldineverything

wedo.It’saboutdifferentiatingourselvessowestandoutfromthecrowd.It’saboutbettercommunicatingour

extraordinaryabilitytodrivebusinessvaluethroughIT,sowecansellmoresoftware.

It’saboutactivatingthepowerofoneBMC.

Togrowthiscompany,weneedtoovercomeanimageinthemarketplacethatisfragmented,complex,and

confusingtocustomers.Weneedtopresentasingle,sharp,compellingmessageofoneBMC—andthen

weneedtobringthatmessagetolife.Intheend,brandsareaboutpeopleandtheperceptionwecreate

aswegoaboutourjobs.TomoveBMCSoftwareforward,weneedtopresentourselvesasoneBMCin

everyaspectofourworkandeverycornerofthisglobalorganization.Makenomistakeaboutit—this

newbrandisasessentialtoourgrowthstrategyasBSMandthesolutionsweoffer.Consistencyis

crucialandeveryemployeewillshapetheendresult.

Thisisourtime.Toshine.Togrow.Toactivateourselvesandshowtheworldthecollectivepowerofour

personalbest.ThetimehascometoignitethemarketandActivateBusinesswithThePowerofIT.



BobBeauchamp

CEO,BMCSoftware
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ActivatingBusinesswiththePowerofIT
BMC,ontheotherhand,pushespastthe“react”premise.WebelievethatITcanbeapowerfuldriverof

businessadvantage,uniqueinitsabilitytoimprovecompanyperformance.NotonlycanITreact,itcan

predictandplanandanticipate,preventingmishapsanduncoveringincrediblenewopportunitiestoensure

thatITisalwaysavailableandoptimizedtodrivebusinessvalue.

BMCbefore:
AworldwhereITreactstobusiness.

AligningITtothebusiness

ITsupportsbusinesschangesandcompanies
useittofocusontacticalchallenges

ITfindswaystoimplementbusinessstrategies

IToperatesinasilo,lackingfullintegrationto
otherbusinesspractices



The“before”and“after”examplesare

simpleandconceptualandnotintended

foractualuseincopy.Rather,theyare

suppliedtohelpaBMCwriterunderstand

theunderlyingmessageandspiritthat

shouldbeincorporatedintoallBMC

communications.

OurcompetitorssellITforitsabilitytoreact.Theirtechnologymightbeagile,adaptable,

oravailableondemand.Regardless,thecompetitorbelievesthatthefastertheycanpush

ITtoreact,thefastertheycanplaycatch-upwiththebusiness.

WhatMakestheBMCBrandSpecial?

BMCtoday:
AworldwhereITadvancesbusiness

ITactivatingbusiness

ITidentifiesandproducesadvancements
inbusinessperformance

ITstrategyandbusinessstrategyareintegrated

CIOsmanagetheITfunctionasabusiness(notacost
center),integratingITwithbusinessgoalsandmeasuring
performanceagainstthosegoals
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andexternally.Thethreefollowingpersonalitytraitsreinforceourpositionasthethought

leaderforITandtheevangelistforITasanengineofbusinessadvancement.

IneveryBMCcommunication,thesetraitsareprojected:

INSPIRIN�
Definition:“Filledwithenliveningorexalting

emotion;stimulatedtoaction;motivated”

>WeincreaseIT’sstrategicvaluethroughunrelenting

efforts

>Weneverdoubtthepossibilityofsuccess

>Weareexcitedwhenacceptingnewchallenges

>Weencourageinnovation

INCISIVE
Definition:“Keennessandclarityofthought,

expression,orintellect;penetrationtotheheartof

asubject;clear,sharp,andvigorousexpression”

>Weturninsightintopracticalaction

>Wetranslateneedsintoproductsandsolutions

>Wefocusonthebestsolutionforeachsituation

CONFIDENT
Definition:“Markedbyassurance,asofsuccess”

>Wehaveunrivaledexperiencederivedfromarich

heritageofindustryleadership

>Weconveybroad-basedproductinsight

>Weplacecustomersateasethroughouractions

BrandPersonality
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�etitdone—resultsareourbottomline
>Weexerciseabiasforaction

>Wegobeyondtraditionalboundaries

>Weknowthebusiness

>Weexecutewithpassion

Doitright—integrity,trust,communication,
andrespectareessential
>Howweachieveresultsisasimportantastheresults

>Weexerciseethicalbehavioreveryday

>Wetakepersonalresponsibilityforourwordsandactions

>Welookoutforourcustomers’andcolleague’sbestinterests

Beacustomeradvocate—
customersarethebusiness
>WeareallambassadorsforSalesandSupport

>Welistentoandunderstandourcustomers

>Weareatrustedguideinourcustomers’success—externalandinternal

TheBMCCorporateDNAisareflectionofthebrandpersonalityandrepresentsthe

values,ethics,andprinciplesthatguideBMCbehavior.AllBMCcommunicationshould

attempttoincorporateandreflecttheseelements.

WhatWeHoldTrue:CorporateDNA

Hirethebestandtrustthem—
peoplemakeBMCSoftware
>We,theemployees,makethecompany

>Weattract,develop,andretainthebestandtrustthemtodeliver

>Webuildaninclusiveworkplacewithdiverseandtalentedindividuals

>Eachperson’scontributionsmovethe

companyforward

Innovateatalllevels—withcreativityand
teamworkwecanexceedexpectations
>Wetapintoourindividualandcorporatepotential

>Wethrivewithdiverseteams

>Wecommunicateeffectively

>Wedrawfromdifferentpartsofourorganization
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thatprovidespowerfulbusinesssolutionsisbyreorganizingourbrandarchitecture.

Brandarchitectureisthesystematicorderingofacompany’snamingelements.

Ourbrandarchitectureincludesthefollowingelements:WhatIsAtrium?

AdvertisersforthebreathmintCerts

usedtopromotethattheproductwas

boostedbyasubstancecalled“Retsyn.”

JustasRetsynmadeCertsspecial,Atrium

providesasimilar,integratedfoundationof

valueinthefabricofeveryBMCsolution.

Atriumiswovenintothe“DNA”of

everythingwedo.

>Ourmasterbrand(BMCSoftware,Inc.)

>Ouringredientbrand(BMCAtrium™)

>Solutions(BSMRoutestoValue™andothersolutions)

>Productsandproductfamilies(BMCDatabase

Management®andothers)

>Partnerships(BMCPartnerNetwork)

>Programs(BMCForums)

>Servicesandeducation(BMCProfessionalServices,BMC

BusinessSchool)

>Productprocurementmodels(BMCManagedServices)

WeofferourcustomersanumberofBSMRoutestoValueandothersolutions,eachofwhichiscomposed

oftheproductsfromoursixproductfamilies.Thesesolutionsandproductfamiliesareallconnectedthrough

BMCAtriumtechnologies.(Note:AdvertisersforthebreathmintCertsusedtopromotethattheproduct

wasboostedbyasubstancecalled“Retsyn.”JustasRetsynmadeCertsspecial,Atriumprovidesasimilar,

integratedfoundationofvalueinthefabricofeveryBMCsolution.Atriumiswovenintothe“DNA”of

everythingwedo.)

Reorganizingandidentifyingourproductsthiswaymakesiteasiertoarticulatethevaluewebringtoour

customers.CurrentandpotentialcustomersgetabetterunderstandingofhowBMCsolutionsandproducts

relatetooneanotherand,moreimportantly,howtheycancreatevalue.

HowtheArchitectureWorks
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thatmakesouruniquevalueclear.WhencommunicatingforBMC,recognizethatthe

followingMessagePlatformdictatesahierarchyforyourmessage.

AllBMCcommunicationshouldprovideanswerstoeachofthesequestions,focusingprimarilyonmessage

No.1listedbelow,andthenplacingdecreasingemphasisondownthelist.

BMCMessagingPlatform

FordetailedinformationontheBMC

MessagingPlatform,seetheVoice

section.
1. WhoisBMC?

BMChelpscompaniesobtainthegreatest

businessvaluefromITthroughbetter

managementoftheirtechnology.

2. WhyBMC?

BMCSoftwareactivatesbusinesswiththe

powerofIT.

3. Howdowedeliveronthatpromise?

BusinessServiceManagement

4. Howdocustomersgetstartedon
thepathtoBSM?

BSMRoutestoValue™

5. HowdoesBMCdelivertheRoutesto
Value™andothersolutions?

>BMCProductFamilies

>BMCApplicationsManagement

>BMCDatabaseManagement

>BMCOperationsManagement

>BMCInfrastructureManagement

>BMCSecurityManagement

>BMCRemedyServiceManagement

6. Howiseverythingintegrated?

BMCAtrium™

MessagingPlatform
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Researchhasshownrepeatedlythatorganizationswithpowerfulbrands
haveadistinctadvantageinthemarketplacebyenjoying:


>Greatervisibility

>Enhancedreputation

>Increasedloyalty

>Higherdemand

>Moreattractivepartnerships

>Growthandextensions

>Greaterstaminatoweatherstockmarketfluctuations

MakingtheuniquevalueofBMCeasierforcustomersandprospectstounderstand

ultimatelyincreasesthechancethatcustomerswillbuyfromus.Itensurestheyhearthe

samemessage,nomatterwhichbrandtouchpointtheyareexperiencing.

WhyBrandsMatter—ExternalValue
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Witharevitalizedsenseofpurposeandcompellingpropositiontothemarketplace,togetherwecandistinguishBMCfromour

competitorswhileincreasingproductivityandprofitability.

Consistency
TheconsistentandcoordinatedarticulationofouruniqueBrandPromiseisthebeststrategyforclaimingourpositionastheleading

providerofenterprisemanagementsolutions.UnderstandingtheBMCBrandPromise—andhowtoexpressitconsistentlyboth

internallyandexternallyaroundtheworld—iscriticaltooursuccess.ThisistheresponsibilitynotjustoftheSalesteams,butofevery

BMCemployee.Successfulbrandsaretheresultofeffortfromeverylevelofanorganization.

Astrongbrand—onethatdefinesaclearvision,uniqueidentity,andrecognizable

personality—helpsanorganizationfocusitsenergies,actmoreefficiently,and

communicatemoreeffectively.

WhyBrandsMatter—InternalFocus
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CorporateLogo

LogoMeaning

Thethreetrianglespointtoourheritage,

representingourfoundersBoulet,Moores,

andCloer.Thearrow,createdoutofthe

negativespace,pointstothefuture.

LogoAssistance

TheCreativeSolutionsGroupcanprovide

assistancebyansweringspecificlogo

questionsorapprovingvendorplacement

andselectiononvariousmaterials.For

assistance,contacttheCreativeServices

Groupatcreative@bmc.com

UpdatedColor

TheBMCSoftwarelogousesupdated

colors.Althoughsimilartothecolor

schemeusedfrom1999–2004,thenew

colorshavebeenadjustedtoharmonize

withtheupdatedcolorpalette.

TheBMClogo(orsignature)isthesinglemostimportantvisualidentifieroftheBMC

brand.Correctandconsistentapplicationofourlogoacceleratesrecognition,invites

attention,andimprovesawareness.

PantonePMS294

CMYK:100c80m20y20k

RGB:0r65g140b

Hex:#00418c

CMYK:0c0m0y35k

RGB:165r165g165b

Hex:#a5a5a5
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“Logoclearspace”istheareaaroundthelogothatisleftopentoachievemaximumvisibility,protectthe

imagefromdistractinggraphicelements,andelevatethelogototheprominenceandimpactofwhichitis

worthy.Shownasan“X”intheillustration,theclearspacemeasurementcreatesauniformbufferspacefor

thelogoandallowsittobedistinctfromothergraphics.

GeneralGuidelines

>Alwaysusethelogosymbolwiththe

logotype.

>Donotchangethecolorandtype

withinthelogo.

>Donotskew,stretch,orcondense

thelogo.

>Usethelogoaslargeasnecessary,

butnotsmallerthan7/8inch

(2.22cm)longfromtheleftofthe

bluetriangletotherightofthe“e”in

“Software.”

>Useapprovedartworkonly;donot

rebuildthelogo.

X X

X

X

X

LOGO�Y�BOL LOGOTY��

7/8”(2.22cm)

Donotmakethelogosmaller

than7/8”

TheBMClogoiscomposedofthelogosymbol(threebluetriangles)andthelogotype

(bmcsoftware).Neverseparate,modify,orrepositiontheseelements.Alwaysuse

suppliedartwork;nevertrytorecreateityourself.

UsingtheBMCLogo
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Nevermodifytheshapeorproportion,orsetthelogoinadifferenttypeface.Thelogoshouldneverappearinanycoloracceptthoseapprovedinthisguide.

Itshouldalwaysappearprominentlyandbeusedinitsentirety.Thesimplestwaytoensurethelogoisusedinitscorrectformistoreproducethelogofrom

approvedartwork.Incorrectpresentationsofthelogoareillustratedbelow.

I T  S E R V I C E  M A N A � E M E N T

Donotscalethemarklargeror

smaller.

Donotstretchthelogo.

Donotchangethelogocolors.

Donotslantthelogo.

Donotsetthelogoonanangle.

Donotchangethetypeface.

Donotenclosethelogo.

Donotaddanythingtothelogo

ItisimportantthattheBMCSoftwarelogoisalwaysusedinitscorrect,trademarked

form.Thedesignofthislogomustneverbealteredinanyway.

BMCLogo:UnacceptableUsage
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Level1Lockdown:Solutionsandproductfamilies.
Thisstyleisusedtoidentifyhigh-levelsolutionsandproductcategories.

Level2Lockdown:Productsandservices
Thisstyleisusedtoidentifyremainingsolutionsandvendedservices.

GeneralFormattingPrinciples

>Lockdownsdonotcontainabbreviated

words.

>Productdescriptoruseisoptional.

>Donotcreateyourownlockdowns.

>Placealockdowninavisually

prominentareaofyourdocument.On

aseriesofsimilardocuments,place

thelockdowninthesameposition

throughout.
B S M  M A N A G E D  S E R V I C E S

B S M  R O U T E S  T O  V A L U E
™

B M C  A T R I U M
™   

C M D B

SPACE: .59”

LINE WEIGHT: 1 PT

LINE HEIGHTH: .69”

COLOR: C100, M55, Y10, K0

FONT: UNIVERS 57 CONDENSED

SIZE: 10 PT

COLOR: 70% BLACK

Logo/TopicLockdowns

Alockdownisastructuredformatusedtoidentifyatopicwhilealsoendorsingitusing

theBMCsignature.Onlytwotopicsqualifyforlockdownuse:
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GeneralGuidelines

>Usethislogointradeshowsand

eventswherethescopeislimited

toITServiceManagement,Service

Support,andrelatedsubjects.

>ShowBMCSoftwareendorsement

viatheuseoftheBMCSoftwarelogo

orreferencetheendorsementinthe

copy.

>KeeptheprimaryBMCSoftware

logoandtheBMCRemedyService

Managementlogoasignificant

distancefromeachothertohelp

establishtheBMCSoftwarelogoas

thedominantentity.

>Donotalterthecolorortype

>Donotskew,stretch,orcondense

>Usethelogoaslargeasnecessary,

butnotsmallerthan1.375inches

(2.22cm)longfromtheleftofthe

bluetriangletotherightofthe“t”in

“management.”

TheBMCRemedyServiceManagementlogoiscomprisedoftheBMClogosymbol(threebluetriangles)

andthelogotype(bmcREMEDYservicemanagement).Neverseparate,modify,orrepositiontheseelements.

Alwaysusesuppliedartwork;nevertrytorecreateityourself.

TheBMCRemedyServiceManagementlogoassociatesRemedywithBMCasameans

tomigratebrandloyaltyandtoestablishBMCasaleaderinServiceManagement.

BMCRemedyServiceManagementLogo

1.375inches(3.49cm)
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UsageGuidelines

>PartnersmayusetheBMCPartner

Networklogosiftheyareingood

standingwithasignedcontractin

place.

>Partnersareencouragedtouse

thelogosontheirWebsite,on

appropriatecollateral,attradeshows,

andonofficesignage.

>TheBMCPartnerNetworklogosmay

notbeusedinconjunctionwiththe

BMCSoftwareCorporatelogo.

ThePartnerNetworklogoidentifiestheoverallpartnerprogramandshouldbeused

exclusivelyonBMCmarketingmaterials.

BMCPartnerNetworkLogo

TheBMCPartnerNetworkistheintegrationoftheBMCandRemedypartnerprogramsintoasingle,

worldwide,world-classbusinesspartnerprogram.ThisintegrationeffortisdrivenbytheOnePartner

ProgramInitiativeTeam.

EndorsementlogosallowBMCPartnerstoleveragetheirrelationshipwithBMC.
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TheBMCbrandmark—awhiteoutlineofatriangle—isakeyfeatureofourdesign

system.Dynamic,confident,andcapableofcrossingboundaries,itrepresentsthe

essenceofanactivatedITandenablespowerfulandmeaningfulgestures.

TheBrandMark’sOrigin

ThetriangleshapeoftheBMCbrandmark

isatributeandreflectionofthetriangle

embeddedinourcorporatesignature.The

brandmarkisoursignaturebroughttolife. 1. Asaconnectorofworldsandideas

Usethebrandmarktoconnecttopicsin

powerful,unexpected,andinspiringways.

InjectanactivatedITintothebusiness.

2. Asavisualmagnet:

Drawthereader’seyetoyour

communication’skeymessageorsubject.

Service Desk Evaluation Guide for 

the Small and Mid-sized Business:

How to Choose the Right Service Desk Solution and Improve Your ROI

TECHNICAL WHITEPAPER

TheBrandMark

Asadesignelement,thebrandmarkcanbeusedintwoways:

AvailableforDownload

Thebrandmarkisavailablefordownload

atwww.bmcbrandmark.com.
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Thebrandmarkalwayshasthesecharacteristicstoremainconsistentandrecognizable:

Proportion
4unitswide,by3unitshigh,

by1/4unitsthick

Color
Alwayswhiteoratransparent

tintofwhite

Orientation
Alwayspointstotheright

4 units wide

1/4 units thick

3 units high

BrandMarkAttributes
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Donotoutline.

Donotdistort.

Donotalteritsthickness.

Donotrotate.

Donotusemultiples.

Donotcoveritwith
anotherelement.

Donotfillthebrand
markwithcolor.

Pleaseavoidthefollowingtechniqueswhenapplyingthebrandmarktoyourdesign:

BrandMark:UnacceptableUsage
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Enlargingorcroppingthebrandmarkcandeliverpowerfulresults.However,followthese

basicrulestoensureitappearsinaconsistent,effective,andrecognizableway.

Scalingthebrandmark
Youmayscalethebrandmarktoanysizeaslongasnocroppingrulesarebroken(seebelow).

onlyonecornervisible twocornersvisible

Cropping:toporbottom
Youmaycropthetopand/orbottomofthe

markaslongasatleasttwoofitsinterior

cornersarevisible.

Cropping:frontorback
Youmaycropthefrontorbackendonly

iftheremainderoftheshapeisrevealed

onanadjacentpageorrevealedthrough

animation.

threecornersvisible

completedvianextpageusedalone usedalone completedviapreviouspage

ScalingandCroppingtheBrandMark
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Connectvisualsandconcepts
Usethebrandmarktorelatetwoimagesorto

relateanimagewithamessage.Thelefttopic

activatestheright.

Callattentiontoakeymessage
Usethebrandmarktopointtothe

design’skeymessageorvisual.

Thebrandmarkcommandsattention.Leverageittocommunicateyourconceptsand

ideaswithconfidenceandincisiveness.

UsingtheBrandMark

BMC DATABASE MANAGEMENT

ROUTE TO VALUE BROCHURE

Morbi vehicula justo nec mi. Suspendisse 

ultricies, dolor nec facilisis egestas, dui dolor 

ultrices tellus, eu molestie lorem mi eget 

purus. Fusce id magna egestas sem volutpat 

mattis. Curabitur pretium, velit id mattis 

facilisis, pede ipsum consectetuer velit, sed 

malesuada quam nulla a orci. Praesent quis 

wisi. Maecenas pharetra rhoncus urna. Fusce 

nec felis at leo bibendum tristique. Sed in 

libero. Donec vitae odio. Integer pede turpis, 

luctus eu, faucibus id, pretium a, lacus. 

Aliquam congue, ligula eget adipiscing 

pellentesque, mauris nunc rutrum purus, non 

porta orci quam ut dolor. Suspendisse eleifend.

ACTIVATE

YOUR

RESPONSIVENESS

BUSINESS

SERVICE

MANAGEMENT
Getting the most
out of your investmentService Desk Evaluation Guide for 

the Small and Mid-sized Business:

How to Choose the Right Service Desk Solution and Improve Your ROI

TECHNICAL WHITEPAPER
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Youmayjuxtaposephotographywithin

thebrandmark.

Itemsmustbejuxtaposedwithin

thecenterareaofthebrandmarkor

adjacenttotheinsidefrontcornerof

thebrandmark.

Youmayusethebrandmarkto

continueaphotoorcolorintoanopen

areaofyourdesign.

Donotusethebrandmarkto

continueaphotointoanarea

occupiedbyanotherphoto.

Donottrapaphoto’sfocalpoint

insidethebrandmark.

Considertheseruleswhenplacingthebrandmarkoverphotography:

UsingtheBrandMarkwithPhotography
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Donotapplytransparencyto

onlyaportionofthebrandmark

Donotsetthebrandmark’s

transparencytoavalueless

than40percent.

Notetheseguidelineswhenapplyingtransparencytothebrandmark:

Youmayusetransparencytofadethebrand

markbackoveracolorarea.Theidealrange

isbetween60percentand40percent.

UsingtheBrandMarkwithTransparency
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Photography

>Overview:TwoTypesofImages

>HeroImages

>HeroImages:ThingstoAvoid

>StylizingHeroImages

>ActivatedImages

>ActivatedImages:ThingstoAvoid

>Examples

>Resources
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TwotypesofPhotography:HeroimagesandActivatedimages
TwodistinctimagetypesareusedtocreatenarrativesabouttheBMCcommunity.ThefirsttypeistheHero

image,whichportraystheprofessionalswhouseBMCSoftwaresolutionstoactivatetheirbusinesses.The

secondtypeistheActivedimage,whichshowsbusinessinaction.Whetherusedseparatelyortogether,

photostellourbrandstory:“ActivatingBusinesswiththePowerofIT.”

Heroimagery Activatedimagery

ObtainingOfficialBMCPhotography

Afulllibraryofapprovedphotographyis

availableforyournextproject.SeetheBrand

ChannelontheBMCintranet(cww.bmc.com).

Thislibrarywillbeaugmentedperiodically,so

checkoftenforfreshmaterial.

BMCphotographycarefullycombinessubjectandstyletoshowaworldthatisboth

meaningfulandmemorable.Whenselectedandappliedcorrectly,photographyaddsa

valuabledimensiontoanyBMCcommunication.

Introduction—TwoTypesofImages
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Subjects
Oursubjectsareconfident,relaxed,empowered,andin

control.TheyrepresentprofessionalsfromboththeITand

businessworld.Theyareshownintheirownenvironments,

pausingtoengagetheviewer’seye.

Style
Herophotosuseaposterizedtreatment,creatingasignature

lookthathighlightsandcelebratesasubjectwithout

betrayingitssenseofhonesty.

HowtoUse
UseaHerophototoengageaspecificaudience(IT

professional,businessexecutive,prospectiveemployee,

etc.).Acompelling,believableherowillprovideavaluable

entrypointintoyourmessage.Additionally,youcancombine

aHerophotowithanActivatedphototomakearichgesture

aboutactivation.

ExamplesofHeroimagery

InThesePhotos,theHero:

>Makes“eyecontact”withthecamera

andalwaysfacesforward

>Presentsaposturethatisconfident,

comfortable,relaxed

>Isarealisticsubjectinarealistic

environment

>Istheonlysubjectinthephoto

RatherthanglamorizingITandbusinessprofessionalsinacontrived

orunrealisticway,thesephotosallowouraudiencetosee

themselvesinawaythattheycanappreciateandrespect.

HeroImages
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Don’tselectaHerowho

doesn’tphysicallyfaceyou

andlookdirectlyatyou.Eye

contactisanessential.

Don’tselectaHerowho

doesn’tlookhappytoseeyou.

AHeroshouldappear

confident,butnotoverbearing

oraggressive.

Don’tuseaHeroinfull

color;alwaysusethe

prescribedcolortreatment.

DonottrapaHerotoo

closelyinsidethewallsof

thebrandmark.

Avisible,relaxedposture

isakeyqualityofourHero

photography.Avoidcropping

aHerotootightly.

Herearesomeadditionalguidelinestousewhenselectingorusingaheroimage:

HeroImages:ThingstoAvoid
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Stepsforcolorizing
InAdobePhotoshop,IllustratororInDesign,usethe

“multiply”effecttocombineaphotowithacolor.

Selectingcolors
Thelightandmediumsegmentsofthecolorpaletteallow

foroptimumresultswhenappliedtoheroimages(seeColor

sectionforcompletesetofoptions).

Untreatedphoto

Treatedphoto

combinedwith

adesiredcolor

PhotographyLibraryAvailable

TheHerophotosinourlibraryare

pretreatedandreadytobecombinedwith

color.ContacttheCreativeSolutionsGroup

toobtainphotographyforyourdesign.

NeedtoHaveaNewHeroP
hotoPrepared?

Ifyouselectorpurchaseanewphotothat

requirespreparation,contacttheCreative

SolutionsGroupforassistance.

Heroimageshaveasignatureposterizedlook.Thisstyleprovidesaunique,recognizable

qualitywhilealsoallowingtheseimagesto“sink”intoareasofcolorwithinyourlayout.

StylizingHeroImages
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Subjects
Activatedphotosdepictreal-worldbusinesssituations,

industries,markets,ITenvironments,eventlocations,and

otherrelevantsettings.Theyalsovividlycaptureabstract

conceptssuchasspeed,agility,andvision.Whether

illustratingasituationoraconcept,anactivatedimage

alwaysdepictsarealisticandcandidmoment.Theseimages

alwaysinvolveactionandmotion.

Style
Activatedphotosarevividandcolorful.Theyhavedynamic

composition,oftenusingstronganglesandhorizonlinesto

furthersuggestenergyandscale.

WhentoUse
Usedalone,Activatedphotoscanillustrateindustries,

technologies,andbusinessresults.Youalsocanuse

Activatedphotostovisualizeabstractconcepts.Combine

ActivatedphotoswithHerophotostomakeavisual

statementsaboutactivation.

ExamplesofActivatedimagery

KeyQualities:

>Vivid,colorful

>Dynamicanglesandhorizonlines

>Capturesanactivemomentintime;

frozenorblurredmotion

>Candid;subjectsarenotawareofthe

camera

ActivatedphotoshighlighttheresultsofourBrandPromise:

Athriving,productive,acceleratedbusinessworld.

ActivatedImages
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Donotshowanenvironmentthatisn’t

active.Activatedimagesmustconvey

asenseofactivityandmotion.

Donotuseimagesthatareblurredso

muchthatyoucan’tseethemajority

ofthesubjectclearly.

Activatedimagesportrayrealistic

situations.Donotuseimagesthatare

posedorinwhichthesubjectsarein

anywayawareofthecamera.

Donotuseimagesthatarenotfull

colororimagesthatdonotoffera

completerangeofdarktolighttones.

Donotuseimagesthathavethe

stripedoverlaytechniquefoundinthe

previousBMCvisualdesignsystem.

Herearesomeadditionalguidelinesforselectingandusingactivatedimages:

ActivatedImages:UnacceptableUsage
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Heroandactivatedimagescanbeusedtogetherorindependently.Hereareexamples

reflectingtargetaudiencesandtopicscommontoBMCSoftware.

AnexecutiveHeroisplacednearanActivatedillustrationof“vision.”

BUSINESSSERVICEMANA�EMENT
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AnITHeroimageisintegratedintothecontent

ontheleft,whileanActivatedphotosupportsthe

messageontheright.

Nunc et massa. Praesent ut massa nec ligula
Morbi vehicula justo nec mi. Suspendisse ultricies, dolor nec facilisis egestas, dui dolor ultrices tellus, eu 

molestie lorem mi eget purus. Fusce id magna egestas sem volutpat mattis. Curabitur pretium, velit id 

mattis facilisis, pede ipsum consectetuer velit, sed malesuada quam nulla a orci. Praesent quis wisi. 

Maecenas pharetra rhoncus urna. Fusce nec felis at leo bibendum tristique. Sed in libero. Donec vitae odio. 

Integer pede turpis, luctus eu, faucibus id, pretium a, lacus. 

Aliquam congue, ligula eget adipiscing pellentesque, mauris nunc rutrum purus, non porta orci quam ut 

dolor. Suspendisse eleifend. Nam gravida imperdiet lorem. In ultricies, mi ac lacinia ultricies, purus est 

sagittis sem, sagittis ullamcorper mauris dolor nec nulla. In a mi id dolor elementum accumsan. Proin 

tristique, orci facilisis vehicula dignissim, est nibh eleifend lorem, nec mattis nulla wisi quis tellus. Donec ut 

dui. Suspendisse dignissim dictum ipsum. Nulla pulvinar dui at mi. Maecenas vestibulum fringilla lectus.  

THERE'S NO LINE BETWEEN I.T. AND BUSINESS.

BUSINESS SERVICE MANAGEMENT

BMC DATABASE MANAGEMENT

ROUTE TO VALUE BROCHURE

Alarger-than-lifeActivated

imageflowsintothetitleof

thisdocument.

ThisITHeroisdirectlyconnectedtoanActivatedbusinessresult.

ACTIVATE BUSINESS

WITH THE POWER OF I.T.

Nunc et massa. Praesent ut massa nec ligula facilisis condimentum. Phasellus cursus, tellus 

eget congue sagittis, felis nibh consequat massa, in vehicula lacus lorem nec nunc. Nulla 

magna odio, vulputate quis, molestie a, euismod eu, est. Nam et ipsum at nulla cursus 

elementum. Etiam vitae lorem rhoncus mi pretium vehicula. Mauris tristique justo at lacus. Ut 

elementum quam vel dolor consequat sodales. 

Nam elit erat, lobortis nec, elementum in, rutrum quis, orci. Integer mauris. Pellentesque 

habitant morbi tristique senectus et netus et malesuada fames ac turpis egestas. Cum sociis 

natoque penatibus et magnis dis parturient montes, nascetur ridiculus mus. Suspendisse 

potenti. In metus nisl, eleifend et, pharetra quis, volutpat eu, nulla. Phasellus condimentum 

feugiat arcu. Integer convallis sem vel tellus. Fusce ipsum vel libero sodales auctor.

Morbi vehicula justo nec mi. Suspendisse ultricies, dolor nec facilisis egestas, dui dolor 

ultrices tellus, eu molestie lorem mi eget purus. Fusce id magna egestas sem volutpat mattis. 

Curabitur pretium, velit id mattis facilisis, pede ipsum consectetuer velit, sed malesuada quam 

nulla a orci. Praesent quis wisi. Maecenas pharetra rhoncus urna. Fusce nec felis at leo 

METRICS. DECISIONS. DOLLARS.

THAT'S BUSINESS SERVICE MANAGEMENT

PhotographyExamples
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PhotographyResources

Ifyouneedimagesthatarenotavailableinthephotolibrary,youcanpurchasestockimagesorcommission

photographywithassistancefromtheCreativeSolutionsGroup.Allimagerymustadheretobrandrules.

AphotolibraryavailableontheBrandChanneloftheBMCintranet(cww.bmc.

com)providesaselectionofallbrandedphototypes.Thislibrarywillbeaugmented

periodically,socheckoftenforfreshmaterial.
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ColorPalette

>ColorPalette:Print

>ColorPalette:On-Screen

>WorkingWithColor
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BMC’scolorpaletteisdividedintofivemainsets,withadditionalcolorsforglobal

elementssuchtheBMCcorporatelogoandbranddriver.

WhatColorMeanstotheBMCBrand

Colorisanindispensabletoolwithinthe

BMCbrand.Itcanorganizemessagesand

documents,itcanevokeemotion,andit

canaidinbrandrecognition.Whileour

colorpaletteunifiesthebrandexperience,

itstillallowsforcreativefreedomand

usage.Carefulandconsistentuseofour

palettedirectlyenhancesallthreeaspects

ofourbrand’spersonality:confident,

inspiring,andincisive.

ColorSystemOverview
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ColorSpecifications

UsetheCorrectColor
ValuesforYourMedium

TheBMCprintandon-screenpalettes

arenotexactconversionsofthesame

colors.Eachpaletteisspeciallytunedfor

itsrespectivemedia.Besuretousethe

appropriatepaletteforyourdesign.

Usethesecolorvalueswhendesigningyourcommunications.

BMC Logo Blue

BMC Logo Grey

BMC Activated Orange

BMC Light Orange

BMC Medium Orange

BMC Dark Orange

BMC Light Yellow

BMC Medium Yellow

BMC Dark Yellow

BMC Light Green

BMC Medium Green

BMC Dark Green

BMC Light Teal

BMC Medium Teal

BMC Dark Teal

BMC Light Blue

BMC Medium Blue

BMC Dark Blue

BMC Light Putty

BMC Medium Putty

BMC Dark Putty

BMC Superdark Putty

Pantone PMS 294

Pantone PMS Cool Grey

Pantone PMS 173

Pantone PMS 150 

Pantone PMS 158

Pantone PMS 483

Pantone PMS 134

Pantone PMS 1235

Pantone PMS 732

Pantone PMS 386

Pantone PMS 384

Pantone PMS 5743

Pantone PMS 5503

Pantone PMS 5483

Pantone PMS 5467

Pantone PMS 2985

Pantone Process Blue

Pantone PMS 289

Pantone PMS 400

Pantone PMS 403

Pantone PMS 405

Pantone PMS 448

100c

0c

5c

0c

0c

35c

0c

0c

0c

10c

18c

25c

24c

55c

100c

45c

100c

100c

0c

0c

0c

65c

80m

0m

80m

30m

65m

85m

10m

30m

50m

0m

0m

0m

0m

0m

0m

0m

5m

60m

0m

3m

11m

66m

20y

0y

100y

70y

100y

100y

40y

100y

100y

70y

100y

75y

15y

20y

33y

5y

0y

0y

5y

20y

38y

95y

255r

000r

000r

000r

000r

000r

000r

000r

000r

000r

000r

000r

000r

000r

000r

000r

000r

000r

000r

000r

000r

000r

255g

000g

000g

000g

000g

000g

000g

000g

000g

000g

000g

000g

000g

000g

000g

000g

000g

000g

000g

000g

000g

000g

255

000

000

000

000

000

000

000

000

000

000

000

000

000

000

000

000

000

000

000

000

000

   

 000000

 000000

 000000

 000000

 000000

 000000

 000000

 000000

 000000

 000000

 000000

 000000

 000000

 000000

 000000

 000000

 000000

 000000

 000000

 000000

 000000

20k

35k

0k

0k

0k

45k

0k

0k

75k

0k

31k

85k

9k

30k

85k

0k

0k

60k

17k

55k

76k

55k

ToyotaCampaignColors

Anadditionalcolorset(red)isused

exclusivelyaspartofanongoingcampaign

involvingToyotaMostorsports.Contactthe

BMCCreativeSolutionsgroupifyouare

preparingdesignsthatrequirethesecolors.
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Avoidmixingcolorsetstogether:

PRODUCT FAMILY BROCHURE

INFRASTRUCTURE AND

APPLICATION MANAGEMENT

PRODUCT FAMILY BROCHURE

INFRASTRUCTURE AND

APPLICATION MANAGEMENT

PRODUCT FAMILY BROCHURE

INFRASTRUCTURE AND

APPLICATION MANAGEMENT

WorkingwithColor

EachsetintheBMCcolorpalettecontainsfourneutralsandthreecolortones.Usecolors

fromonesettocreateasignaturelook.Consistentuseofthecolorsystemcanorganize

andunifycommunicationandaddequitytotheBMCbrand.
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>AlternateTypefaces
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UniversLight
abcdefghijklmnopqrstuvwxyz

ABCDEFGHIJKLMNOPQRSTUVWXYZ

1234567890

UniversLightCondensed
abcdefghijklmnopqrstuvwxyz

ABCDEFGHIJKLMNOPQRSTUVWXYZ

1234567890

UniversRoman
����������k������������x�z

�B����GH�JKL��O��R�T��WXYZ

1234567890

UniversRomanCondensed
abcdefghijklmnopqrstuvwxyz

ABCDEF�HIJKLMNOPQRSTUVWXYZ

1234567890

UniversBold
abcdefghijklmnopqrstuvwxyz

ABCDEFGHIJKLMNOPQRSTUVWXYZ

1234567890

UniversBoldCondensed
abcdefghijklmnopqrstuvwxyz

ABCDEFGHIJKLMNOPQRSTUVWXYZ

1234567890

UniversBlack
abcdefghijklmnopqrstuvwxyz

ABCDEFGHIJKLMNOPQRSTUVWXYZ

1234567890

TypefaceHistory:Univers

ThetypefaceUnivers(sic),acknowledged

tobethemostusedLatintypefacein

theworld,isaneo-grotesque,sans-serif

typefacedesignedbyAdrianFrutigerin

1956andreleasedbythetypefoundry

Deberny&Peignotin1957.

ItissimilartoHelvetica,whichwas

designedbyMaxMiedingeraround

thesametime.Thesetypefacesfigure

prominentlyintheSwissInternational

Styleofgraphicdesign.

Gainingpopularityinthe1960sand1970s,

Universbecamethemostfavoredsans-

seriftypefacebydesignersatthattime

andhasbeenusedbycompaniessuchas

thenewSwissInternationalAirLines,the

ParisMetro,DeutscheBank,andApple

Computer.Thelatterusesthistypefaceas

wellasitsitalicvariantforthekeycapson

alltheirkeyboards.Itisknownforitsclear

linesandlegibilityatgreatdistances.

Correctuseoftypographyiscriticalinmaintainingvisualconsistency.UniversistheBMC

typefaceandshouldbeusedforallcopywheneverpossible.Universoffersavarietyof

weightsthataresimilar,yetdistinctenoughtoservemultiplepurposes.

CorporateTypeface:Univers
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�ETMOREVALUEFROMYOURINVESTMENT

AlignITOperationswithKeyBusinessObjectives

IntroducingaNewSolutionfromBMCSoftware

���������������������������������������������������B��������������������

�����������������T������������������������������������������������������

>L��������x���������������

>O�����z��T�����������������������:

>����������fi������

>������������������������������

 
BMCSoftwareSignificantlyAdvancesDistributedSystemsManagementOfferingswithIntroductionofBMCPerformance

Manager,theNextGenerationofPATROL®

Copyright2005BMCSoftware,Inc.Allrightsreserved.

PrimaryHeadlines

Univers57Condensed,18ptshigh,20ptsleading,0tracking,Allcaps

TypographyStandards

Followthesetypographicsettingstoensurethatyourcommunicationisconsistent.

SecondaryHeadlines

Univers57Condensed,13ptshigh,14ptsleading,0tracking

Sub-heads

Univers65BoldRoman,9ptshigh,11ptsleading,0tracking

BodyCopy

Univers55Roman,8ptshigh,11ptsleading,0tracking

Arrows/Bullets

Univers55Roman,8ptshigh,11ptsleading,0tracking

Quote/CalloutText

Univers47LightCondensed,7.5ptshigh,11ptsleading,0tracking

Legal

Univers45Light,5ptshigh,7ptsleading,0tracking
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PowerPointpresentations

Arial Narrow

abcdefghijklmnopqrstuvwxyz
ABCDEFGHIJKLMNOPQRSTUVWXYZ
1234567890

Arial Narrow Bold

abcdefghijklmnopqrstuvwxyz
ABCDEFGHIJKLMNOPQRSTUVWXYZ
1234567890

Webpagesande-mailtemplates

Tahoma 

abcdefghijklmnopqrstuvwxyz
ABCDEFGHIJKLMNOPQRSTUVWXYZ
1234567890

Tahoma Bold

abcdefghijklmnopqrstuvwxyz
ABCDEFGHIJKLMNOPQRSTUVWXYZ
1234567890

TypefaceHistory:Arial

Arialisatypefaceinwidespreaduse

becausethecomputerfontispackaged

withseveralMicrosoftapplications.Itwas

designedbyMonotypeasasubstitutefor

Linotype’spopularHelvetica.

ThoughsimilartoHelveticainboth

proportionandweight,Arialisinfacta

variationofMonotype’sGrotesqueseries,

andwasdesignedwithcomputerusein

mind.Subtlechangesandvariationshave

beenmadetoboththeletterformsand

thespacingbetweencharacterstomake

itmorereadableonscreenandatvarious

resolutions.

TypefaceHistory:Tahoma

Tahomaisasans-seriftypefacedesigned

byMatthewCarterforMicrosoftin1999.

Itsletterformsarespecificallydesigned

tooptimizetheirlegibilityonacomputer

screen.ItisnearlyidenticaltoVerdana,

butwithtighterletterspacingandgreater

Unicodecoverage.

Thefollowingsubstitutesarepermittedforsituationswhereanaudiencemaynothave

accesstotheUniverstypeface.Fore-mailtemplatesandWebsites,Tahomamaybe

used.ForPowerPoint,ArialNarrowisthepreferredtypeface.

AlternateTypefaces
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BasisoftheBMCGrid

Thegridunitisbasedonthesame

proportionofourbrandmarkshape.This

allowseasyalignmentofthebrandmark

withinanydesign.

PRODUCT FAMILY BROCHURE

INFRASTRUCTURE AND

APPLICATION MANAGEMENT

Howtocreateandapplythegrid:

Createarowof16rectangles

thatfollowaproportionof

eightunitswidebythree

unitshigh,scaledtothe

widthofyourcomposition.

Addmorerowstofilloutthe

remainderofyourgrid.Itis

acceptableforthelastrowto

runoffthebottomedge.

Theresultinggridwill

allowyoutolockdown

yourelements—including

thebrandmark—with

precision.

Completeddesign

usingthegrid:

Specialexception:

Fordesignsthatrequireattentiontoverticalspacing,youmayverticallycenterthegrid:

BUSINESS SERVICE
MANAGEMENT

Ourvisualidentitysystemusesagridtomaintaincompositionalharmonyacrossall

designs.Echoingtheproportionofthebrandmark,thegridacceleratesthedesign

processandencouragescontinuity,whilestillallowingforcreativefreedom.

Layout�rid



Specialexception:

Fordesignsthatrequireattentiontoverticalspacing,youmayverticallycenterthegrid:

>Overview

>AvailableFormats

>BrandDriverSize

>BrandDriverColorOptions

>TranslatingtheBrandDriver

>UnacceptableUsage

BrandDriver
Section9
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TheBrandDrivercanbedisplayedeitherasagraphic,asshownbelow,orastext.Whendisplayedasagraphic,thewordsappearin

allcaps.(Notetheinclusionofthetwoperiodsintheword,“I.T.”)Inthepagesofthissection,youwillfindmoredetailsonusingthe

graphicversionoftheBrandDriver.

Note:Whenwrittenastextinbodycopy,theBrandDriverisdisplayedinupper/lowercaseandonlyasingleperiodisusedattheend

ofthesentence.

BrandDriverOverview

“ActivateBusinesswiththePowerofIT”istheBMCBrandDriver.Itcapturestheessence

ofBMCvalue.Whetherusedasaprimaryorsupportingelement,theBrandDriverisa

strongelementworthincludingonmostBMCcommunications.



BMCSoftwareBrandGuidelines 53Questions?Templates?Artwork?Visitwww.bmcbrandmark.com

B
ran

d
D

rive
r

Toaddflexibilitytoyourdesigncommunications,thereareseveralapprovedgraphic

formatsfortheBrandDriver:

BrandDriverArtworkAvailable

ContacttheBMCCreativeSolutionsGroup

forapprovedBrandDriverartwork.

Option1:SingleLine

Option2:TwoLines

Option3:TwoLineswithBrandMark

AvailableFormats
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BrandMarkversion:

Nosmallerthanfourgridunits

wide

Two-lineversion:

Nosmallerthanfourgridunits

wide

One-lineversion:

Nosmallerthanfivegridunits

wide

BrandMark:minimumsizesusingan8.5”x11”design:

BrandDriverSize

Pleaseusetheseguidelinesewhendeterminingthebrandmark’ssizeinyourdesign.
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Thefollowingcoloroptionsareavailablewhenusingthebranddriver.

Normal




Reversed




Onecolor

ThepreferredcolortreatmentfortheBrandDriveristousewhitetextfor“ACTIVATEBUSINESS”andblacktextfor“WITHTHEPOWEROFI.T.”However,

therearetwoalternatecolortreatmentsavailableforlegibilityorifyourdesigndoesn’tallowforfullcolor:

BrandDriverColorOptions
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TheBrandDriveralsocanbetranslatedforlocalizeddocuments.Ifyouneedtoobtain

translatedBrandDriverartwork,contacttheBMCCreativeSolutionsGroup.

TranslatingtheBrandDriver
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BrandDriver:UnacceptableUsage

AvoidtothefollowingtechniqueswhenusingtheBrandDriver:

Donotrecolor.

Donotreplacethetypeface. Activate Business

           With the Power of I.T.

Donotalterthelayout.





PowerLines
Section10

>PowerLines:Overview

>PowerLineFormat

>PowerLineUsage

>UnacceptableUsage
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WhiletheBrandDriverisappropriateforallBMCcommunications,PowerLinesarereservedforusein

approvedseasonalandcampaign-orienteddesignsonly.


PowerLinessupporttheBrandDriverbothvisuallyandcontextually:

UseApprovedPowerLinesOnly

PowerLinesarecreatedandmanaged

bytheBMCmessagingteamwithin

WorldwideMarketing.Underno

circumstancesmayyouuseorinvent

yourownPowerLinecontentwithoutthe

approvalofthisgroup.Contactamember

oftheCreativeSolutionsGrouporthe

messagingteaminWorldwideMarketing

ifyouwouldlikeassistancedevelopinga

newPowerLine,orifyouneedguidance

onwhentouseone.

ForMoreInformation

SeethePowerLinepageintheVoice

sectionforadditionaldetails.

CONTINUOUS COMPLIANCE

YOUR VISION

YOUR I.T. SERVICE

I.T. PERFORMANCE

YOUR MAINFRAME

PowerLinesareaseriesofspeciallycraftedheadlinesthatechoandsupporttheBMC

BrandDriver,“ActivateBusinesswiththePowerofIT.“Throughvisualpresenceand

relevance,PowerLinesaddconfidence,incisiveness,andinspirationtoyourdesign.

PowerLines:Overview
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Font
UseTradeGothicLHBoldExtended,with-10ptsletter

spacing.

Color
Theword“ACTIVATE”isreversedtowhitewithinanorange

block.Theremainingtextiseitherwhiteorblack,depending

onwhichismorelegible.

LineSpacing
Linespacingbetweenitemsisequaltoonehalfofthe

letterform’sheight.

Alignment
Stackedlinesarealignedtotheleftedgeofthefirst

letteroneachline.

x

Color: C2, M82, Y100, K0 Trade Gothic Bold Extended Caps: -10pts letter spacing

4x

x

x

x x x

PowerLineFormat

UsethefollowingguidelineswhenconstructingaPowerLine:

4x

4x

4x

2x

2x
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Scale
APowerLineshouldbethemostvisuallydominanttypeonyourdesign.PowerLine

textshould,ataminimum,betwiceaslargeasanyothertextitemonyourdesign.

Leftandrightalignment
Youmayright-orleft-alignaPowerLinetobestsuittheoveralllayoutofyourdesign.

Placement
YouarefreetoplaceaPowerLineanywhereinyourdesign,aslongasitdoesn’t

violateotherguidelines.

Extendingtheorangehighlight
Youmayalsoextendtheorangeblocktotheedgeofyourdesign.

Translation
YoumaytranslateaPowerLineforalocalizeddocument.

BUSINESSSERVICEMANA�EMENT
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S E C U R I T Y

M A N A G E M E N T

Continuous compliance is the ultimate objective in Identity Management. 

Your workforce is perpetually evolving. User roles and responsibilities are 

in a state of constant change. How do you stay compliant with your 

policies?

BMC Software gives you a non-intrusive, proactive Identity Management 

solution. You can build and change workflows quickly and easily. You 

consistently drive rules and policies across the enterprise. You maintain 

continuous compliance, and you have the assurance that our solutions 

already are implemented by customers around the world.

 

To tie it all together, Identity Management is one of the eight Routes to 

Value™ that comprise the BMC Business Service Management solutions. 

Each Route to Value offers you a flexible starting point and specific 

milestones based on your particular business needs.

If your company is suffering from compliance issues, 

visit BMC at www.bmc.com/rtv

BMC SOFTWARE IS THE ONLY VENDOR TO OFFER A 

PROVEN END TO END IDENTITY MANAGEMENT SOLUTION.

BMC SOFTWARE.

ACTIVATE 

CONTINUOUS 

COMPLIANCE

PowerLineformatexamples:

Left-aligned Right-aligned

Extendedoutlines

PowerLineUsage

PowerLinescanbeshowninavarietyofways.Usescaleandalignmenttointegrateit

intoyourdesign.Extendtheorangehighlighttoaddvisualinterestandaneyeline.
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AvoidthefollowingsituationswhenusingtheBrandDriver:

Donotrecolor.

DonotplaceaPowerLineinapositionthat

makesitdifficulttoread.

DonotcreateyourownPowerLines.

ACTIVATE

YOUR

VISION

ACTIVATE

YOUR

VISION

SET

YOUR

SAILS

PowerLines:UnacceptableUsage
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IncisiveIllustrations

Incisivenessisestablishedthroughintentional

useofcolor,type,andcomposition.Consider

thefundamentals:visualhierarchy,removalof

unnecessaryvisualclutter,andacommitment

toillustratingtheoperativemeaningof

thegraphic.Isyourgraphicshowingthe

causalityinyourmessage?Istheoutcomeor

conclusionclear?

NeedanIllustrationforYourConcept?

ContactamemberoftheCreativeSolutions

Grouptodiscussthebestmethodfor

commissioninganillustration.

Thesoftwareindustryoftenreliesoninformationgraphicsandillustrationstopresent

abstractorcomplexideasinsimple,easy-to-understandways.
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Provisioning for the Peaks

ERP
Directory
Services

Geos,
BUs

CI
Type

BMC Atrium CMDB
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Federated
Data

BMC Discovery Express

BMC Configuration Discovery

BMC Topology Discovery

3rd Party Discovery

BMC Remedy 

Asset Manager

BMC Remedy

Service Desk

BMC Remedy 

Change Manager

BMC Remedy Service 

Level Agreements

BMC Service Impact 

Manager

Label Here

Label Here

INFOGRAPHIC TITLE GOES HERE (IF APPLICABLE)

IT

Business

Firewall

Lorem ipsum 

dolor sit amet, 

consectetuer 

adipiscing elit, 

sed diam non-

 Dolor sit amet, 

consectetuer 

adipiscing elit, 

sed diam non-

ummy nibh euis-

 Consectetuer 

adipiscing elit, 

sed diam non-

ummy nibh    

euismod

Consectetuer 

adipiscing elit, 

sed diam non-

ummy nibh    

euismod

Adipiscing elit, 

sed diam non-

ummy nibh     

euismod

ABC

ABC

ABC

XYZ XYZ XYZ

Lorem ipsum 

dolor sit amet, 

consectetuer 

adipiscing elit, 

sed diam non-

IllustrationOverview

Aproperlyexecutedillustrationcansavethousandsofwordsofexplanationandsupportanincisive,inspiring,and

confidentmessage.

Colorand

Icons

Chartsand

Infographics
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ColorUseinIllustrations

>Limityouruseofcolorinillustrations.Too

manydifferenthuesinonegraphiccan

bedistracting.

>Usevariationsofasinglehuetoprovide

meaning.Intheexampleatright,the

darkredrepresentstheproblemsand

thelightred(pink)backgroundillustrates

wheretheseproblemsoccurred.

>Usecolorgradiantsselectivelyandwith

meaning.Usegradiantsintowhiteor

anothervariationofthesamehue.Donot

useagradiantfromonehuetothenext.

>Makesurenewinfographicsreflectcolor

meaningsthatarealreadyinuse.Inthe

exampleatright,weshowthebusiness

entityinorangeandtheITentityinblue.

Colorisoneofthetoolsusedtocreatecontrast,illustratemeaningorrelationships,andeven

createanemotionalappealininfographics,icons,orotherillustrations.

Label Here

Label Here

INFOGRAPHIC TITLE GOES HERE (IF APPLICABLE)

IT

Business

Firewall

Lorem ipsum 

dolor sit amet, 

consectetuer 

adipiscing elit, 

sed diam non-

 Dolor sit amet, 

consectetuer 

adipiscing elit, 

sed diam non-

ummy nibh euis-

 Consectetuer 

adipiscing elit, 

sed diam non-

ummy nibh    

euismod

Consectetuer 

adipiscing elit, 

sed diam non-

ummy nibh    

euismod

Adipiscing elit, 

sed diam non-

ummy nibh     

euismod

ABC

ABC

ABC

XYZ XYZ XYZ

Lorem ipsum 

dolor sit amet, 

consectetuer 

adipiscing elit, 

sed diam non-

IllustrationandColor
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UniversisthecorporatetypefaceforallBMCmarketingcommunications,

includingillustrations,infographics,andiconlabels.

Label Here

Label Here

INFOGRAPHIC TITLE GOES HERE (IF APPLICABLE)

IT

Business

Firewall

Lorem ipsum 

dolor sit amet, 

consectetuer 

adipiscing elit, 

sed diam non-

 Dolor sit amet, 

consectetuer 

adipiscing elit, 

sed diam non-

ummy nibh euis-

 Consectetuer 

adipiscing elit, 

sed diam non-

ummy nibh    

euismod

Consectetuer 

adipiscing elit, 

sed diam non-

ummy nibh    

euismod

Adipiscing elit, 

sed diam non-

ummy nibh     

euismod

ABC

ABC

ABC

XYZ XYZ XYZ

Lorem ipsum 

dolor sit amet, 

consectetuer 

adipiscing elit, 

sed diam non-

IllustrationandTypography

TypographyUseforIllustrations

>InBMCstyle,a“header”isatitlefor

agraphic;a“headline”isatitlefora

story.

>HeadersareinUNIVERSALLCAPS

CONDENSED.

>Usebolderandblackfontsfor

headers,orwhenreadabilitydictates

thataheavierfontbeused.

>Besureyourfonthasenough

contrastwiththebackgroundandits

surroundings.

>Createcontrastandvisualhierarchy

usingfontweightandhue.

>Usecondensedfontswhenspaceis

anissueortohelpsupportavisual

hierarchy.

>UseCAPSasanoptionforheadlines

ortocreateavisualhierarchy.

>UniversistheBMCcorporatefont.

SeetheTypographysectionformore

informationaboutfontusage.
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IconUse

>Adjustnewiconstohavethesame

levelofdetailasfoundintheexisting

library.

>Manyiconsareshownwitha45-

degreeslant.Besurenewicons

reflectthisstyleasappropriate.

>Solidcolorisusedwithasecondary,

lightercolorasadetailcolor.

>A1-to6-pointblackoutlineisused

oniconstoadd“weight”tothepage.

Thisalsohelpstounifymultipleicons

inanillustration.

>Useacombinationofanexistingicon

withanewelementtocreateanew

icon.Builduponthemeaningofan

existingidea.

>Makesureyouuseiconswiththeir

intendedmeaning.Cylindersindicate

databases,trianglesindicatechange,

etc.

>Besuretoaddanynewiconstotheicon

libraryontheBMCserver.

TheBMCiconlibraryisconstantlyexpandingtoincludenewconceptsandproducts.

Aconsistentlibraryoficonsacceleratesunderstanding.

Icons
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Provisioning for the Peaks

ChartandDiagramUse

>Chartsanddiagramsaremeantto

communicatespecificinformation

withoutaestheticdistractions.Incisive

designsforthesegraphicsarekeptas

simpleaspossibletobringfocustothe

dataitself.

>Useoutlinesanddottedlines

purposefullyasshowninthetitlehere

aswellaswithsomeoftheconnecting

parts.

>Distortorturnfontonlyifabsolutely

necessary.Tryaverticallinewitha

horizontallabel.

>Inthediagramatright,notetheuse

ofkeylinesandgrayforthechart

background.Usecolorforthedata.

>Gradiantscanbeusefulinillustrating

calloutsorexplodedversionsofgraphics.

Asuccessfulgraphicfocusesonthecontent.Thestylesdefinedherewillhelpgenerate

consistent,incisivechartsanddiagramsforcollateralandpresentations.

ChartsandDiagrams
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Information�raphics

InfographicsUse

>Besureallillustrationshaveenough

contrastandsizetobereadable.

>Usebackgrounds,connections,and

transparenciestocreateassociations

andrelationships.

>Everylayoutmusthavevisual

hierarchy.Besuretoclearlymark

labelsandensurehighcontrastamong

allpartsofthegraphic.

>Colordecisionsalwaysshould

considerpreviouscolorrelationships

aswellasanycolorsthatmaybe

associatedwithaproduct,alineof

business,oratargetaudience.

>Createyourinfographicsonawhite

background.Thismakesiteasier

topropagateintoprintedcollateral,

presentations,andWebpages.

>UseBMCiconsonly.

>Overuseoficonscanbedistracting.

Besureiconsarebeingusedonlyto

enhanceintuitivecommunication.Text

canbeamoreincisiveoption.

Infographicsareoftentaskedtocommunicatecomplexideasandconceptsandcould

useelementsfromeverypartinthissection.Carefullyuseshapes,colors,fonts,icons,

gradients,andanimationtocommunicateeffectively.

ERP
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Geos,
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BMC Atrium CMDB
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Federated
Data

BMC Discovery Express

BMC Configuration Discovery

BMC Topology Discovery

3rd Party Discovery

BMC Remedy 

Asset Manager

BMC Remedy

Service Desk

BMC Remedy 

Change Manager

BMC Remedy Service 

Level Agreements

BMC Service Impact 

Manager
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PresentationTemplates

>UseavailablePowerPointtemplates

toensureaconsistentdeliverystyle

forallBMCpresentations.There

aredifferenttemplatesolutions

dependingonthemessage,occasion,

andaudience.

MicrosoftPowerPoint™oftenisthedefaultmediumforcommunicatingbusinessconcepts.

Everypresentationoffersanopportunitytodeliveraclear,compellingmessage.Clean,

well-selectedvisualsareasimportanttotheirsuccessasthemessageitself.

PresentationOverview

IfyouunderstandhowtousePowerPointforcommunicatethebrand,youcanelevatethe

audienceexperiencedramatically.
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Guidelines

>ArialNarrowistheofficial

presentationfont.Neveruseother

fonts.

>Usethefontcolorsandsizesthatare

providedinthetemplates.

>Usecolorwithmeaningandpurpose.

TheBMCcorporatefontisUnivers;however,forPowerPointpresentations,ArialNarrow

ispreferredtoensureflexibilityanduniversalavailability.

PresentationTypography
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Keepthemessagesimple
>Manypresentationshavetoomuchdetail.Muchofthiscanbeleftinthepresentation

notesanddeliveredasthepresenterseesfit.

Avoidtext-heavypagesorcomplexpagelayouts
>Toomuchinformation,graphics,ortextonanygivenslideisdifficulttoreadand

comprehend,andcanbeastrainontheeye.

>Ifaslideisoversaturatedwithgraphicsortext,breakitintomultiplepages.

Neveruse“clipart”
>ClipartisunprofessionalanddoesnotsupporttheBMCbrand.

Usecolorcarefully
>Avoidusingtoomanycolors.Poorcolorchoicescanbedistracting.Useshadesofone

hueinsteadofamoredistracting“rainbowofcolor.”

>Usecolorinameaningfulway,suchastoemphasizeimportanttextorhighlightspecific

graphicswhilekeepingotherelementsmoreneutral.

Usefontsconsistently
>TheBMCdefaultfontforpresentationsisArialNarrow.Itisastandardsystemfont

foundonWindowscomputersandprovidesaconsistentandcleanlook.Usesize,color,

andstyle(boldanditalic)withmeaning.

UseTransitionsandAnimationsCarefully
>Transitionsshouldbesimple.TheBMCdefaulttransitionis“boxout.”

>Animationsshouldbeusedonlytoenhancecommunication.“Builds”arebestusedto

tellastorythatevolves.Thebestbuildanimationchoicesare“dissolve”and“wipe.”

DeliveringanOn-BrandPresentation

PresentationsprovideanopportunitytoelevatetheBMCbrandexperience.Please

considerthefollwingwhendevelopingyournextpresentation:
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Slidelayout

>Theslidelayoutscreenallowsyoutoreset

thedefaultformatting.

>Theiconsshownarethethreemost

commonselections.

Formatpainter

>Theformatpainterallowsyoutocopyand

pasteanyselectedstyle.

Textformat

>Thistooloftenisusedtoalignandformat

textandbulletpoints.Selectthetextyou

needtoformatandthestandardformat

toolappearsatthetop.

Textalign

>Thistoolalignsthetextwithinthetextbox.

Youcanformattextsoitstayscentered,or

alignitattoporbottom.

Promote/demotestyle

>Therightandleftarrowschangethe

formatoftheselectedtextaccordingto

thehierarchydefinedinthetemplate(for

example,clickingtherightarrowchangesa

highlightedfirst-levelbullettoasecond-

levelbullet).

Alignordistribute

>Theslidelayoutscreenallowsyoutoreset

thedefaultformatting.

>Theiconsshownarethethreemost

commonselections.

�uides

>Turnguidesoninthe“View”menu.Drag

anddropthemoutfromthedocument

borders.

>“Ctrl+drag”willcreateanewguide.

ThesePowerPointtoolscanhelpmakeyourpresentationsmoreconsistentandincisive:

PresentationLayoutToolsandTechniques
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Donotcreateyourownstyle;
usetemplateformattingand
guidelines
>Resetthetemplateforyourpagebygoingtoslidelayout

orgetthelatesttemplateontheintranet

(cww.bmc.com).

Donotusedropshadows
orothereffectsfoundin
PowerPoint
>UseofshadowsintextorgraphicswithinPowerPointis

notareflectionofthebrand.

Distractingorinconsistent
animationsortransitions
>Standardslidetransitionsshouldbesetto“boxout.”

>Donotuseflashybuilds,suchas“fly”or“flash.”

>Besureanimationsandtransitionsaremeaningfuland

enhancecommunicationinsteadofdistractingfromit.

Staytruetotheprovidedfonts
andcolorpalette
>Usecolor,fonts,andotherattributesconsistently.

>Gradiantsontextorgraphicsshouldnotbeusedwithin

PowerPoint.

Donotuseclipartfoundin
PowerPointorontheInternet
>Yourpresentationsloseimpactwhennon-branded

artworkandgraphicsareintroduced.

SomeUnacceptablePresentationStyles:

Avoidthefollowingtomaximizethebrandimpactofyournextpresentation:

Presentations:UnacceptableUsage
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WhatisVoice?

Itisthecoreofourspokenwords,writtenwords,personality,attitude,music,soundsandmore—everythingweuse

tocommunicateBMCtotheoutsideworld.Itisthesinglemostimportantwaythatwerepresentthe“personalityofthe

company.”WhenallthecollectiveelementsofVoiceareblendedwithimages,colors,fonts,templates,designs,andlayouts,the

resultistheBrandIdentity.

WhyisitimportanttodefinetheBMCVoice?
Definingthecompany’sVoiceiscriticalbecauseeachtimeaBMCrepresentativecommunicatesinanywayonbehalfofthecompany

—whetherwritinganad,composingane-mailorvoicemail,orspeakingwithacustomer—theybecomethatvoice.Byensuring

thatBMCrepresentativesunderstandthecharacteristicswewishtocommunicateintheBMCVoice,weencourageuniformityof

messageandtone,whichhelpsustoestablishapowerful,appropriate,andconsistentBMCidentity.

Voiceisevidentineverythingthatthecompanyanditsrepresentativescommunicate.
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Confident
Werecognizethatweareexcellentatwhatwe

doandthatweprovidesuperbservicetoour

customers.Wedonothaveanunnecessary

arrogance,butrather,exudeanappropriate

levelofcalm(certainly,notoverstated)

self-assurancethatwearethebest.Our

confidenceextendsnotonlytotheassurance

wehaveinourofferingoftechnologyand

services;italsoexudesfromthepersonality

ofeveryindividualoractivityrepresentingthe

BMCbrand—fromthewordsofaWebinar

host,tothesecureauraofanadphoto,toa

handshakewithacustomer.

Incisive
Wearetalented,intelligentpeoplewho

developexcellentITsolutionsforsavvy

customers.Weexudeclarityineverything

wedo.Wevaluecomprehensivethinkingthat

simplifiesthecomplexandisappropriately

thorough.Wearen’tjustsmart—we’re

“streetsmart.”Weareonourtoes.Wegetit.

Theworldinwhichwedobusinessiscomplex

andchallenging,yetwearerazorsharp,

intenselyperceptive,andwesimplifyand

makesenseoutofthatwhichiscomplex.

Inspiring
Thisdescriptorisabitdifferentfromthe

firsttwo,inthatitdoesnotdescribea

characteristicofourpersonality,butrather,

representsanemotionthatweelicitinour

audiences.Theinspirationweaimtoevokeis

notheavenlyor“jaw-dropping.”Itisrealistic.

Withourconfidenceandourincisiveness,we

emboldenandinvigorateouraudiencesto

striveforchallenginggoals,takeappropriate,

risksandrecognizethattheytrulycanleverage

ITtoadvancebusinessfurtherthanever

imagined.

Atthehighestlevel,threecarefullychosenwordsdefinetheBMCVoice.Thefactthat

onlythreeattributeswereselectedisatestamenttotheweightthateachwordcarries

indefiningtheBMCpersonality.

DefiningtheBMCVoice
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Thistaglinecan,andshould,appearatornearthebottomofallBMCcommunicationpieces(infact,omitting

theBrandDriverfromyourcommunicationshouldbetheexception).TheBrandDrivercanberepresented

astextorasagraphic.Initstextform,theBrandDrivershouldbeuppercaseandlowercase,combined:

“ActivateBusinesswiththePowerofIT.”Formoredetails,seetheTypographysection.

TheBMCBrandDriver

TheBMCBrandDriverisasingle,nonrevisablestatementthatconveystheultimatevalue

BMCprovidestocustomers.

HowtoUsetheBrandDriver

TheBrandDriver—“ACTIVATEBUSINESS

WITHTHEPOWEROFI.T.”—istobeused

oneverydaymaterialandisappropriatefor

allcollateral.TheBrandDrivercanbeused

asagraphicorastextinbodycopy.For

text,useupper/lowercase.

Note:

BMCstyleabbreviates“Information

Technology”as“IT.”However,whenusing

theabbreviationinasentenceorheadline

inallcaps,youshouldinsertaperiod

afterthe“I”andthe“T”toavoidpossible

confusionwiththepronoun“it.”Example:

“ACTIVATEBUSINESSWITHTHEPOWER

OFI.T.”
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HowtoUsePowerLines

PowerLinesareappropriateonlyfor

campaignsandseasonalmessages

aimedatverytargetedaudiences(such

aseventsorWebinarannouncements,

e-mails,andnewsletters).PowerLines

arenotappropriateformorepermanent

communicationpieces(suchasbrochures

andwhitepapers).Itisacceptabletouse

PowerLinesinbodycopy.

CreatingNewPowerLines

NewPowerLinesnevershouldbecreated

withouttheconsentofthemessaging

teamortheCreativeSolutionsGroup

withinWorldwideMarketing.Even

existing,approvedPowerLinesshould

notbeusedoncampaignsorother

eventswithouttheconsentoftheBMC

MessagingTeam.Tolocateateam

member,seetheContactssection.

BMCPowerLines

APowerLineusestheword“ACTIVATE”followedbytherelevantITorbusinesscomponent.Whilethe

BrandDriverisappropriateforallBMCcommunication,thePowerLinehasamorelimitedplaceincampaigns

andseasonaleffortsthatareaimedathighlytargetedaudiences.SeethesidebaratleftforimportantPower

Linerestrictions.

TheidealdisplayofaPowerLineiswithitsfull,graphictreatment,asoutlinedinthePowerLinesectionof

thisguide.However,whenwritingforamediumthatoffersnomeanstodisplayaPowerLinegraphically,a

writtentreatmentisacceptable.Whileitisacceptabletouseawritten(non-graphical)PowerLineinbody

copy,thepreferredtreatmentistouseitasastand-aloneheadlineorasataglineatthebottomofapage.

WhenplanningforaPowerLineinyourtargetedcommunication,becognizantthatthePowerLine—when

situatednearthetopofyourcommunicationpiece—verylikelywillbeconstruedasaheadline.Makesure

thattheintendedmessageisclearandconsistentastheaudiencereadsfromyourPowerLine,downthrough

aheadline,andintothebodycopy.

SomePowerLineExamples

>ActivateYourAdvantage:ThisPowerLinewascreatedforBMCForum—aseasonaleventaimedatatargetedaudience.

>ActivateContinuousCompliance:ThisPowerLinewasusedforanIdentityManagementad.

BMCPowerLinesaresubsetsoftheBrandDriverandthuslowerinthe

MessagePlatformhierarchy.
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TheconceptoftheplatformwasdevelopedsimultaneouslywiththeBMCshiftfrom

aproductfocustoasolutionfocus.Asyoucansee,thePlatformindicatesthatour

mostimportantmessageisthat“weareBMC.”Thesecondmostimportantaspect

istheBMCPowerLine—the“ActivateBusinesswiththePowerofIT”—andsoon

downtheplatform.

Thepurposeofthismessagehierarchyistocreateinthemindsofouraudiences

apositiveawarenessandfocusonasingleentity:BMC.Oncethismindshareis

established,allothermessagesinthehierarchy,suchasthoseregardingBMC

Atrium™orRoutestoValue™,essentially“ridethecoattails”ofthepositive

brandawarenessofBMC.

Bymakingourmessageeasiertoarticulatetocustomersandprospects,wealso

makeitsimplerforthemtounderstand,andtherefore,increasethechancethat

customerswillbuyfromus.Thisensuresallaudiencesarehearingthesame

messageaboutwhatBMCcandoforthem—nomatterwhotheytalktoorwhat

touchpointtheyareexperiencing.

WhoisBMC?

BMChelpscompaniesobtainthegreatest

businessvaluefromITthroughbettermanagement

oftheirtechnology.

WhyBMC?

BMCSoftwareactivatesbusinesswiththepowerofI.T.

Howdowedeliveronthatpromise?

BusinessServiceManagement

HowdocustomersgetstartedonthepathtoBSM?

BSMRoutestoValue

HowdoesBMCdelivertheRoutestoValue

andothersolutions?

BMCProductFamilies

�BMCApplicationsManagement

�BMCDatabaseManagement

�BMCOperationsManagement

�BMCInfrastructureManagement

�BMCSecurityManagement

�BMCRemedyServiceManagement

Howiseverythingintegrated?

BMCAtrium

BMCMESSA�IN�PLATFORM

TheBMCMessagingPlatform

TheMessagingPlatformhasbeendevelopedtohelpyouadoptamindsetforthe

hierarchyandtheimportanceofdifferenttypesofmessages.
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1.WhoisBMC?

BMCistheleadingproviderofenterprisemanagementsolutionsthat

enablecompaniestomaximizethebusinesspotentialwithintheirIT

organizations.

2.WhyBMC?

BMCSoftwareactivatesbusinesswiththepowerofIT.Wesee

extraordinarypotentialinIT’sabilitytodeliverthevitalinsightsand

essentialcontrolsthatinspireinnovationandenhanceperformance.

Weunderstandthatit’snotjustwhatyouhave,it’showyouuseit.

Thatawell-runITshopdoescontributetobusinesssuccess.Notonly

bybeingmoreresponsive—butbybeingmoreproactive,constantly

lookingfornewopportunitiestousetechnologybettertohelpthe

businesstoadvance.

3.Howdowedeliveronthatpromise?

WedeliverwithBusinessServiceManagement.BSMempowers

companiestorealizeIT’ssignificantbusinesscapabilitiesthroughthe

powerfulandeffectivemanagementoftechnology.BSMenables

faster,moreconsistent,comprehensivetechnologyservices,driving

greaterrevenueopportunities,reducingcosts,andmanagingrisks.

4.HowdocustomersgetstartedonthepathtoBSM?

BSMRoutestoValue™aretheentrypointsbuiltaroundkey

milestonestoguideandmeasureacustomer’sprogressfrombasic

achievementtohigherlevelsofmaturityandbusinessvalue.Routes

toValueenablecustomerstoquicklysynchronizeresourcesandgoals

throughouttheenterprise—regardlessofstartingpointorcritical

requirements.

5.HowdoesBMCdelivertheRoutestoValueandother
solutions?

TheBMCProductFamiliesspantheenterprise,including:

Eachsolutionpullsfromtheappropriateproductfamilytodeliverthe

solutionthat’sappropriateforthecustomer.

6.Howiseverythingintegrated?

BMCAtrium™isanopen-architectedfoundationthatenables

informationsharingandcentralizedmanagementacrossBMCand

third-partyproductsandsolutions.

BMCMessagingPlatform(continued)

EveryBMCcommunicationshouldanswerthefollowingsixquestions:

>BMCApplicationsManagement

>BMCDatabaseManagement

>BMCOperationsManagement

>BMCInfrastructureManagement

>BMCSecurityManagement

>BMCRemedyServiceManagement
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Headlines:OKtoUse“BMC”Alone

Inaheadline,youmayuse“BMC”without

“Software,”becauseaheadlineisnot

consideredafirstreference.Onfirst

referenceintext,use“BMCSoftware.”On

secondreference,use“BMC.”Formore

details,seetheLegalsection.

Use‘You’WhenAppropriate

Considerusingapersonaltone.Although

youmaybeginyourwritingbydiscussing

industrytrends(e.g.,“ITprofessionals

arefacedwithshrinkingbudgetsand

increasedcomplexity…”),eventually,

youwanttospeakdirectlytoanindividual

customer’spain.Oncethetoneisset,

considerswitchingtoamoredirect

“dialog”withyourreader:“That’swhy

youneedautomatedsoftwaresolutions

toimprovetheefficiencyofyourstaff

…”).Remember:theBMCVoiceis

representativeofarealhumanbeing.

“Proactive,”not“reactive”
AsyouwritewithintheBMCVoice,beaware

thatourcoremessagehaschangedalongwith

ourbrand.Wearenolongertalkingexclusively

of“respondingquickly”or“aligningITand

business.”Instead,weareleadingtheindustryby

talkingabout“managingproactively”and“driving

businessvalue.”Activatingthebusinessisabout

morethanalignment—it’saboutleadership,value

generation,andstrategicfocus.BMCgivesITthe

solutionsitneedstodomorethanreact—we

enablethemto“pro-act.”

“BMC”vs.“BMCSoftware”
Itisacceptabletorefertothecompanyas“BMC“

onsecondreferenceinanyinternalorexternal

marketingcommunication.Historically,wedid

notproduceexternalcommunicationsthatlisted

“BMC”minustheword“Software.”Now,however,

wearevaultingBMCtothetopoftheMessage

Platform,allowingforitsuseasastand-alone

entity,bothspokenandwritten.

Avoiding“marketingspeak”
InfocusgroupsconductedforBMCbrand

development,twoofthemessagesweheard

mostclearlyandfrequentlywerethedisdainfor

“marketingspeak”andastrongdesireforsimplicity.

TheBMCaudience—whichpossessesablend

ofhightechandhighbusinesssavvy—hasan

unusuallystrongaversiontocomplicated,lofty,

orwordymarketingprose.Theyhavelittleneed

formarketingandareoftensuspiciousofany

messagethatappearstohavebeencraftedbya

marketingorganizationratherthanR&D.

Examples:“Proactive”and“outofthebox”are

marketingspeak.Avoidthem,butdon’tnecessarily

discardthem,becausewhenyouneedtodescribe

aconceptthatisproactive,fewwordsareas

appropriateas“proactive.”Ruleofthumb:Make

sureyoucanjustifytheuseofanymarketing

speak.

CommunicatinginaBrandedWay

Atitscore,theBMCVoiceisconfident,incisive,andinspiring,butmoreisneededto

understandtheintricaciesofthebrandtone.Considerthefollowingpoints:
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Speakplainly
AllBMCcommunicationshouldbescrutinizedtoensureclarityand

simplicity.Wedonotwantareputationforgeneratingcommunication

throughwhichouraudiencemustsift.ThenewBMCVoiceavoidsthe

useoflarge,multi-syllabicwordswhensimpleoneswilldo.Wespeak

plainlyandwegettothepointquickly.Weareapproachable.Weavoid

colloquialismsandregionalizedjargonandinsteadaimforcommunication

thatissimple,direct,clear,andcommunicative—evenacrossglobal

boundaries.

Recognizethepain
Ouraudiencesconsistofrealpeoplewithrealbusinesspainsand

problems.Inyourcommunications,quicklyrecognizetheirpainand

theywillseethatweidentifywiththem,whichhelpstoestablish

credibilityandearntheirrespect.Inparticular,movebeyondaddressing

thefeaturesofBMCsolutionsandcommunicatethebenefits.Benefits

directlyaddresscustomerpains.

SpeakinginaBrandedWay(continued)

Keepitshort
Carefullyconsiderthelengthofyourcommunicationandthepatienceof

youraudience.Everyonethinks“theirbaby”isbeautiful,butifyourbaby

isa12-pagedocumentthatcouldhavebeencondensedintoasingle

page,yourmessagewillbelost.Ashortermessageismorelikelytobe

readandremembered.Gettothepoint.

Aimforahigh-levelmessage
Whencraftinganycommunication,keeptheBMCMessagePlatformin

mind(see“BMCMessagePlatform”sectioninthisguide).Weare,first

andforemost,BMC.Weoffersolutions,notjustproducts.Ourvalueis

notinasinglepieceofsoftwarethatsolvesthecustomer’sproblem,it’s

inaconsultative,strategic,comprehensiveofferingcalled“BMC.”With

BMC,thereisacollectivevalue.

Beawareofreaderreaction:Asyouwrite,considerwhatthereader

mustbethinking.Abusypersonisalwayslookingforareasontostop

reading.Theirinnermonologuesays,“DoIneedtoreadthis?Isituseful

orawasteofmytime?”Youhaveonlysecondstocaptureattention,so

don’tgivereadersanexcusetostopreadingbybombardingthemwith

marketingflufforramblingscenarios.Instead,quicklyspeaktotheirpain

andtellthemhowyoucanhelp.
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WritingResources

BMCfollowsTheAssociatedPress

Stylebook.Otherusefulwritingresources

include:

>TheElementsofStyle,WilliamStrunk

Jr.andE.B.White

>TheChicagoManualofStyle,The

UniversityofChicagoPress

>TheLittle,BrownHandbook,H.

RamseyFowlerandJaneE.Aaron

Recognizethedifferentaudiences
AtBMC,ouraudiencesareunique.Mostofthetime,wearenotcommunicatingtothegeneralpublic,but

rather,toatargeted,intellectualaudience.Ouraudienceiseitherverybusinesssavvyorextremelytechnically

proficient—andoftenisboth.

CommunicatinginaBrandedWay(continued)

1. The“BusinessAudience”

Thisaudienceisbusyandhighlyfocused

onthebottomline—ROI,TotalCostof

Ownership,andbudgets.Itconsistsofline-

of-businessmanagers,procurement,C-level

management(CEO,CFO,CIO),andrepresents

thenontechnicalaudiencemostinterested

inhowBMCcanimpactthesuccessoftheir

business.Audiencemembersmayhavea

technicalbackground,buttheymaynot,so

wecan’texpectthemtogetexcitedabout

thefascinatingfeaturesandfunctionality

ofourtechnology.Theymaynotknowthe

industryacronymsandwecan’tnecessarily

expectthemtograspalltheintricaciesofour

technology.

2. The“TechnicalAudience”

Thisaudienceisbusyand—researchhas

shown—tendstohavealowtolerancefor

anythingthatlookslikeitcamefromthe

MarketingDepartment.Itis,asarule,agroup

thatviewsmarketingasafacetofthebusiness

thatofferslittlevalue,usestoomanyfancy

words,makesfalsepromises,andmostlygets

inthewayofdoing“realwork.”Thisaudience

wantstohearfactsandmetricsabouthow

BMCcanmaketheirliveseasierbysaving

themtime,improvingperformance,and

eliminatingtasksthatareboringandredundant.
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WritingAboutBSMRoutestoValue

>Onfirstreferencewithinany

communication,alwaysincludethe

trademarksymbol:“BSMRoutesto

Value™.”

>TheBSMRoutestoValuecanbe

singularorplural;use“Routes”or

“Route”asnecessary.

>The“Value”referstotheintrinsic

benefitofBusinessService

Management.Therefore,“BSM”must

alwaysprecede“RoutestoValue,”

exceptfortheinstancedescribed

below.

>Whenreferringgenericallytothe

collectivegroupofeightroutes,

usethestandard“BSMRoutesto

Value.”However,whenreferringto

anindividualBSMRoutetoValue,

usethisformula:“BMC[individual

RoutetoValuename]Routeto

Value.”Examples:“theBMCIdentity

ManagementRoutetoValue,”and

“theBMCChangeandConfiguration

ManagementRoutetoValue.”

Forexample,theywanttoachievethebenefitsofIdentityManagement—oneoftheBSMRoutesto

ValueTM—buttheydon’tcareabouttheindividualproductsandsolutionsthatworktogethertogivethem

thiscapability.(Thistheoryalsoisknownas,“Customersdon’treallycareaboutthedrill,theysimplywant

thehole.”)

Whencommunicatingexternally,wefocuson“onecompany”—aunifiedBMCVoice,look,andmessage.

Therefore,asyouspeakaboutourBSMsolutions,keepreferencestoindividualbrandnames(e.g.,Remedy,

PATROL,Marimba,etc.)toaminimum.Firstandforemost,weshouldbepromotingasingle,unifiedBMC.

Wedounderstand,however,thatthesebrandnamesstillexistaspartofourproductnaming,andtherefore,

willbeincludingsomedo’sanddon’tsforsomeofthemoreoft-referencedproductlines.

Also,ourBSMmessagecangetsignificantlyboggeddowninacronymsandnon-intuitiveterminology.So

whilecertainshortcutsareacceptable(inmoderation),curtailabbreviations.

Whendevelopingexternalmaterials,donotusethefollowingterms:

HowtoCommunicateaboutBSM

Customerscareaboutthecapabilitiesofproducts,

butnotnecessarilytheproductsthemselves.

>RTV

>“Spiderdiagram”

>“Chiclets”

>IPM

>SIEM

>CMP
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Useactivevoice
Insteadof“thesolutionbyBMC,”say“theBMCsolution.”Also,don’t

usesensationalwordsthatareunbelievable,butdousepowerful

verbs.Forexample,BMCsolutionsdon’t“help”business,they“drive”

business.

Beclear
Readyourheadlineandtrytothinkofanypossiblewayitcouldbe

misinterpreted.Incorrect:“StolenPaintingFoundbyTree.”Itseemsto

indicatethatthetreefoundthepainting.Instead,say,“StolenPainting

FoundNearTree.”Incorrect:“FarmerBillDiesinHouse.”Instead,say,

“BillforFarmersDiesinHouse.”

Useshortwords
Usefewerwords:Briefheadlinesaremorereadable.

WritingHeadlinesthatCommunicate

OneofthebestwaystocommunicatetheBMCVoiceistoensureyourheadlinesare

clear,activeelementsofcommunication.Herearesometipsforgoodbusinessheadlines:

Usefewadjectives
Useadjectivesanddescriptivewordssparingly,becausetheheadline

shouldmaintainmoreofa“newsy,”objectivefeelratherthana

sensationalflair.DepictionsoffactsareOK.Correct:“Garner:BMC

Offers‘MostEffective’BSMSolution.”Incorrect:“BMCOffers

ExcellentBSMSolution.”Keepyourheadlinesnews-orientedandavoid

thesubjectivepoints.

Eliminate“tobe”verbs
Verbs,suchas“is”and“are,”areomittedbecausethereaderassumes

theyareimplied.Correct:“BMCForumComingtoDallasArea.”

Avoidconfusinglinebreaks
Ensureyourheadlinesdon’tsufferoddinterpretationsbyill-placedline

breaks.Don’tdividehyphenatedwordsorwordsthatgotogetherfrom

onelinetothenext.
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Avoidcontrivedheadlines
Don’tusepunsorrhymesandbewaryofusinghumor.TheBMCbrand

isprofessionalandserious,and,ingeneral,punsandhumordonot

translatewellglobally.

Avoidabbreviations
Don’tabbreviatewordsinaheadlinethatnormallyareabbreviated

onlyonsecondreferenceinbodycopy.Incorrect:“SpeedBSM

Implementation.”Correct:“SpeedBusinessServiceManagement

Implementation.”Exception:Bodycopydemands“BMCSoftware”on

firstreferenceandallows“BMC”onsecondreference,however,it’sOK

touse“BMC”inaheadline.

WritingHeadlinesthatCommunicate(continued)

Herearesomemoretipsforgoodbusinessheadlines:

Punctuation
Fortheheadline,replaceperiodswithsemicolonsandreplacedouble

quoteswithsinglequotes.Usecommassparingly.Donotuse

exclamationpointsinanyBMCcommunication.

Numbers
Exceptfor“one,”numbersinheadlinesshouldbewrittenasnumerals.

Omitarticles
Generally,thearticles“a,”“an,”and“the”areomittedtoimproveaction

andsavespace.



BMCSoftwareBrandGuidelines92 Questions?Templates?Artwork?Visitwww.bmcbrandmark.com

B
ran

d
V

o
ice

‘So,you’vedecidedtowriteapieceofcollateral.’

StartbycontactingWorldwideMarketingtodiscussthetypeofpieceyouwanttocreate,thepurpose,theaudience,andthetiming.Advertising,inparticular,

isatightlymonitoredcommunicationelementthatnotonlyisrestricted,butisplannedwellinadvance.Whitepapersanddatasheetsoftenarebriefand

technical,whilebrochuressometimesarelonger(andtakelongertocreate)andaimedatabroaderaudience.Withanycommunicationpiece,asubjectmatter

expertisrequiredtodevelopacomprehensivedraft.Again,startbydiscussingyourprojectwithaprojectmanagerinWorldwideMarketing.

Somethingstoremember:

Youwanttocreateabrochureorwhitepaperorsomeotherpiecebutdon’tknowwhere

tostart.What’stheprocess?

Yourjobasasubjectmatterexpert
Ifyouareasubjectmatterexpertresponsiblefordraftingacommunication

piece(brochure,whitepaper,etc.),yourresponsibilityissubstantial.

Youmustunderstandtheaudiencetowhomyouarecommunicating,

capturethemainconceptsthatneedtobecommunicated,andcreatea

comprehensivedraftthatwilleffectivelycommunicatetoyouraudience

andspurthemtoaction.Armedwithyourcomprehensivedraft,someone

inWorldwideMarketingwillflowyourdraftintotheappropriatedesign

template.

Itisveryimportantthatyousubmitadraftthatisascompleteaspossible

fortworeasons:First,assubjectmatterexpert,youhavetheresponsibility

forcreatingafinisheddraft.Second,onceadocumentleavesMicrosoft

Wordandisplacedintoadesigntemplate,itistoofaralongintheprocess

toeditwithoutdifficulty.

Determinecollateralsize
Facingablankpagecanbedaunting,especiallyifyoudon’tknowhow

muchtowrite.ConsiderthatasinglepageofpuretextinMicrosoftWord

willbeapproximately400-500words.Asinglescreenshotononeofthese

pagescancutthenumberofwordsinhalf.Andremember:Onlyoneor

twoscreenshotswillfiteffectivelyonan8-1/2”x11”pageofcollateral.As

youwrite,monitoryourwordcountandgraphicstodeterminehowlong

yourcollateralwillbecome.(InMicrosoftWord,youcanmonitorword

countbyhighlightingtext,thenselectingTools>WordCount.)

Also,rememberthatyoucanprintonlythosecollateralpiecesthathave

pagesdesignedinmultiplesoffour(withtheexception,ofcourse,ofatwo-

pagerbeingasinglesheet,printedfrontandback).Itisnotpossibletoprint

afive-pagebrochure.Whileitispossibletocreateafive-pagebrochure

destinedonlyforonlineviewinginPDFformat,BMCstandardsstillrequire

collateraltobedesignedwithpagesinmultiplesoffour.
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HowtoCaptureaScreenshot

Hereistheapprovedmethodforcapturing

screenshotsforhighresolution:

1) Openabrowserandfindthescreento

becaptured.

2) Minimizeasmanytoolbarsandother

clutteraspossibletoensureyour

screenisasfullyexpandedascanbe.

3) Pressthe“PrintScreen”buttonon

yourkeyboardonce.Thescreenimage

nowissavedtoyourcomputer’s

“clipboard”area.

4) Openanewe-mailmessageandclick

yourpointerinthebodyofthee-mail.

5) PressCTRL+V(topaste).The

screenshotshouldappearinthebody

ofthee-mail.

6) Sendtothedesignerworkingon

yourproject.(Note:Thefilesizeof

thesee-mailswillbefairlylarge,so

sendonlyoneimagepere-mail.)

CapturethespiritoftheBMCVoice
Ifyouarethesubjectmatterexpert,youareexpectedto

captureandcommunicatetheessenceofthemessage.

WritingintheBMCVoiceisaboutclarity,communication,

andinstillingtheessenceofconfidence,incisiveness,and

inspiration.Aimforthis.Communicatehowyouwillreduce

theaudience’spain.

Capturingscreenshots
WhilescreenshotscapturedandinsertedintoaMicrosoft

Worddocumentareveryhelpfulincommunicatingthe

intendedplacementofgraphicsinthefinishedcollateral,

thesescreenshotsareNOTsuitableforprint.Separate

screenshotsorothergraphicsmustbeprovidedtoyour

layoutdesigner.Graphicsdestinedforonlineuse(theWeb

ore-mail)onlyrequire72dpiresolution,however,graphics

forprintneedatleast150dpiresolution.

‘So,you’vedecidedtowriteapieceofcollateral.’(cont.)

Useparallellanguage
BMCSoftwarecommunication

frequentlyemploysbulletstolist

benefitsorcustomerpains.Ensure

youstartandconstructeachbullet

thesameway.Ifyoubeginthe

firstbulletwithaverb,eachbullet

shouldstartwithaverbtoensure

smoothreading.Ifoneisacomplete

sentence,theyallshouldbe

completesentences.Examples:

>IncreaseyourROI

>MeetSLAs

>Reducemaintenancecosts
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ANoteforthePageDesigner

Templateswork
Ifyouaredesigningawhitepaperorbrochure,youusuallycandetermine

alltheformattingyouneedsimplybyworkingwithintheapprovedBMC

template.

Legalandcopyrightboilerplates:It’sveryeasytooverlooktheseand

assumetheyareaccurateanduptodate.Checkthemagainstthe

approvedversionsonCWWandBrandmark(theBMCextranet).

Documentnumber
Thedocumentauthormayormaynothaveobtainedadocument

number,whichisrequiredoneverypieceofBMCcollateral.Regardless,

theauthorwillnothaveaccesstothebarcodefontthatisusedtocreate

thedocumentnumber.Thedocumentnumber,accompaniedbythe

correspondingbarcode,mustbeplacedinthelowerrighthandcorner

ofthebackpage.DocumentsnumbersshouldberequestedfromLeo

Bush(leo_bush@bmc.com).Formoreinformation,seethe

DocumentNumberspage.

Ifyouaretaskedlesswithwrittencontentandmorewithpagelayout(inAdobe

InDesign,forexample),herearesomethoughtstokeepinmind:

Checktheperiods
PreviousversionsofBMCdesignstylehadperiodsattheendofevery

headlineandsubhead,regardlessofwhetherornottheywerecomplete

sentences.Thishaschanged.Periodsonlyareusediftheheadlineor

subheadisacompletesentence.Iftheheadlineisaquestion,adda

questionmark.

Printit
Reviewingacompleteddocumentonlineisn’tthesameasseeingiton

paper.Printitoutforreview.

PDFsettings
ObtaindetailsoncustomizingyourPDFoutputsettings(forhigh-orlow-

resolutionoutput)byreviewingtheContactssectionforamemberofthe

CreativeSolutionsGroup.
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WhenreadingWebcontent,peoplereadabout25percentslower(thanwhenreadingwordsonpaper)and

80percentofreadersskimthetext.Ageneralruleofthumbisthatonlinetextshouldbeaslittleashalfthat

ofthesametopiconpaper.Therefore,headlinesandsubheads—especiallyonline—becomecriticaltoolsto

captureattention.Withe-mailcopy,gettothepoint.Youhaveasfewas40-60characterstoexplainwhythe

audienceshouldkeepreading.Otherwise,yournotegetsdeleted.

Headlinesandsubjectlines

Useactiveverbsinallheadlinesandsubjectlines:

>OK:ASimplifiedApproachtoChangeandConfigurationManagement

>Better:SimplifyYourApproachtoChangeandConfigurationManagement

Onlineheadlinescanbeverydifferentfromprintheadlinesbecauseoftentheyaredisplayedoutofcontextas

partofalistofarticlesorinane-mailsubjectline.Printheadlinesbenefitbybeingsurroundedbysubheads,

images,bodycontentandotherstories.Onlineheadlinesmustbethatmuchmoreconciseandcoherent.

Withe-mailsubjectlines,youhaveabouttwosecondstoconvinceyourreadertoopenyoure-mail.Don’t

writeabookwhenyourreaderwilltreatitasabillboard.Thesubjectlineandtheheadlineinthee-mailbody

shouldquicklyandeffectivelyaddressbothpainandresolution.Andbeawarethatyoure-mailsubjectlines

mightcauseyoure-mailtobeinadvertentlydeletedbycompanye-mailfiltersifyouwriteabout

“SexyTechnology.”

GrabReaderAttention

Headlines,subheads,sidebars,andother

large-textcalloutsgrabreaderattention;

takeadvantageoftheseopportunitiesto

communicate.

On-LineversusPrintWriting

Readingbehaviorchangesdramaticallywhensomethingisonacomputerscreenversus

print.Bywritingwiththesedifferencesinmind,youcanincreaseamessage’sintake.
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TrademarkandRegistrationSymbols

Onsecondreferencewithinthebodycopy,

alwaysdropanyregistrationmarkor

trademarksymbols.

Using“BMC“andCopyrightMarks

Onfirstreferencewithinyourbodycopy,

thegeneralruleisalwaystoinclude

“BMC”withthecopyrightmarkplusa

spaceandthentheproductorsolution

namefollowedbytheappropriate

trademarkorregistrationmarksymbol.

TheseBMCproductandsolutionnamesoftenareusedinconsistently.Refertothelist

belowwhenindoubt.Namescanchangefrequently,soalwayscheckforupdates.

WriteitThisWay:

BMC®PATROL®,BMC®PerformanceManagerforServers

BMC®MAINVIEW®

BMC®SmartDBA®

BMC®CONTROL-M

BMC®CONTROL-D®

CONTROL-SA®

BMC®Marimba®

BMC®Remedy®;

BMC®Remedy®Products;

BMC®Remedy®ServiceManagement

BMC®SQL-BackTrack™(notehyphenand“TM”)

BMC®Remedy®ActionRequestSystem(ARSystem)®
ARSystem(secondreference)

ITIL-compatible

ComplianceandITControls

HIPAA

ABMCPartner

Don’tWriteitThisWay:

BMCPatrol

BMCMainview

BMCSmartDBA

BMCControl-M;Control-m

BMCControl-D;Control-d

BMCControl-SA;Control-sa

BMCMARIMBA

BMCREMEDY

BMCRemedy,aBMCSoftwareCompany

BMCRemedyServiceManagement

BMCSQLBackTrack

Remedy’sARSystem;ARS;AR

ITIL-compliant;ITIL-certified
(OKifreferringtopeopleandnotproducts)

ITGovernance

HIPPA

aRemedyAlliancePartner

SolutionandProductNames
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Thefollowingareacceptableforuseon

firstreference:ROI,CIO,CFO,CTO,and

CXO.Useyourownjudgmentonwhether

touse“DatabaseAnalyst”or“DBA”on

firstreference.Anaudiencethathassome

technicalbackgroundwillrecognize“DBA”

onfirstreference.

UseonFirstReference  UseonSecondReference

Industryterms

ROI(acceptableonfirstreference)   ROI

BusinessServiceManagement   BSM

totalcostofownership    TCO

ITInfrastructureLibrary(ITIL®)   ITIL

Sarbanes-Oxley     Sarbox(not“SOX”)

smallandmid-sizedbusiness    (donotabbreviate)


BMCsolutions

BSMRoutestoValue™(plural)   BSMRoutestoValue(droptrademark)

BSMRoutetoValue™(singular)   BSMRoutetoValue(droptrademark)

ProactiveResourceManagement   PRM

ITServiceManagement    ITSM

ProactiveResourceManagement   PRM


Partners

managedserviceproviders    MSPs

systemsintegrators    SIs

originalequipmentmanufacturers   OEMs

Usethefollowingtermsonfirstorsecondreference,asindicated:

IndustryTermsandOtherNames
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DocumentNumbers

AskamemberoftheCreativeSolutionsGroupforassistanceinobtainingadocumentnumberandinoutputtingitasanumeralanda

barcode.Note:DocumentnumbersrefertodocumentslistedandtrackedintheBMCdocumenttrackingsystem.Onceadocument

numberhasbeencreatedandplacedintothesystem,itcannotbereused.Evenifyouareupdatingadocumentwiththesamename,

youmustrequestandcreateanewdocumentnumber.Theonlyexception:Reprintstoreplenishdepletedstock.

Whenyourequestadocumentnumber,besuretoindicateaspecificandaccuratedocumenttitleaswellasthetypesofsolutionsor

productstowhichthedocumentshouldbeassociated.Adocumentassociatedwithasetofappropriate,detailedattributescanmore

easilybefoundviaanonlinesearch.AdocumentdoesnotbecomeavailableonlineuntilthePDFhasbeensubmittedandenteredin

thedocumentsystemandtheproperattributeshavebeenrecorded.

Documentsnumbersshouldberequestedfrom:leo_bush@bmc.com

AdocumentnumberislistedinallBMCcollateralonthebottom-rightcornerofthelast

page.Itisrepresentedasbothanumeralandasabarcode,usingaspecialfont.
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Useitalicswhen:
>Emphasizingawordorphrase:Werealizethatthevalueisinsideoursolutions.

>Referencingtheactualtitleofabook,software,course,Webinar,etc.:ContinuousComplianceinIdentityManagement:AnOnlineDiscussion

Usequotationmarkswhen:
>Quotingtext:“It’stimeforustobemoreproactive,”theCEOsaid.

>Usingawordorphraseinanunusualway:Weneedtopromoteourcustomer“wins.”

>Referencingachaptertitleorsectionheadofabook,software,course,Webinar,etc.:ThethirdsectionoftheWebinarisentitled,“DealingwithRegulatoryCompliance.”

QuotationMarksvs.Italics

Applythefollowingrulestodeterminewhentousequotationmarksoritalics:



BMCSoftwareBrandGuidelines100 Questions?Templates?Artwork?Visitwww.bmcbrandmark.com

B
ran

d
V

o
ice

TieYourMessagetoBSM

Wheneverpossibleandpractical,findanaturalmeans

tolinkthebenefitsofaBMCsolutiontoBSM.Howis

aparticularBMCsolutionprovidingITwithatoolthat

ultimatelydrivesthebusinessforward?Remember:“BMC

ActivatesBusinesswiththePowerofIT.”Makingthe

connectionbetweenBMCsolutionsandbusinessimpact

oftenisverysimpleandlogical.

Sometimes—forexample,whencommunicatingahighly

technicalsubject—it’sbestnottomentionBSMby

name.Intheseinstances,steermoretowardtalkofhowa

solutionsavestimeandmoney.Detailthespecificimpacts

tothebusiness.Evenhighlytechnicalcustomersappreciate

beingremindedofasolution’sbusinessbenefits.

Finally,alwaystrytoleadwiththebusinessproblem

andfollowitwiththedetailsofthetechnologysolution.

Example:“Ifaservergoesdown,howdoesthatimpact

yourbusiness?BMCSoftwareServiceImpactandEvent

ManagementletsyoucorrelateITevents—suchasa

servergoingdown—toyourservicemodelandanalyze

thetruebusinessimpact.Youcanprioritizeresources,get

yourcriticalbusinessservicesbackonline,andkeepyour

customerssatisfied.”

Noticehowthe“AftertheVoice”examplesbelowcommunicatebetterandsoundmuchmorelike

thewayarealpersonwouldcommunicate.Checkyourwritingtoensureitisdevoidofthe“Before

theVoice”kindsofwords.Don’tusebigwordswhensmaller,simplerwordswilldo.Rememberto

keepitsimple.

BeforetheVoice    AftertheVoice

inatimelyfashion     quickly

one(asin,“Onemightfind...“)    you(asin,“Youmightfind...)

pursuantto     about

utilize      use

inorderto     to

optimal      ideal

peruse      read

fortuitous      lucky

additional      extra

verify      check

initiate      start

WecanwritepageafterpageaboutwhattheBMCVoiceis,whatitisnot,andhowit

sounds,butwerecognizethatexamplescanbeveryilluminative.

VoiceExamples:BeforeandAfter
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HearingtheBMCVoice
IfyouaretaskedwithrepresentingthecompanyVoiceby

writingorspeaking,ithelpsifyoucanimagineyourtaskbeing

communicatedbyanappropriateVoicerepresentative.To

helpyoudothis,audioexampleswillbemadeavailableonthe

WorldwideMarketingportionoftheBMCintranet.

Selectingmusic
Ifyouaretaskedwithrecommendinginstrumentalmusicfor

acommunicationpiece,becognizantoftheBMCPowerLine:

“Activate.”Allmusicshouldbelivelyandintelligentandshould

alignwiththespiritandnatureoftheBMCbrand.Becauseof

thehighlysubjectivenatureofthemedium,allmusicselection

mustbecoordinatedthroughtheCreativeSolutionsGroupin

WorldwideMarketing.

Audio

OneofthemosteffectivemeansofdemonstratingtheBMCVoiceisbyexample.
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24x7,not24/7:Thelattercanbeincorrectlyconstruedasthe“24thof

July.”

a.m.,p.m.:Lowercasewithperiods.

amongvs.between:Usebetweenonlywhenreferringtotwo

entities,andamongfortwoormore.Correct:“…betweenthetwoof

us…“and“…amongthethreeofus…“

and:Insertacommabeforetheandororinaseries.“Wehaveblue,

green,brown,andyellow.”Also,useandinsteadof&.

backupvs.backup:Theformerisanounandadjective;thelatteris

averb.

biannual,biennial:Biannualmeanstwiceayearand

isasynonymforsemiannual.Biennialmeansevery

twoyears.

bimonthly:Itmeanseveryothermonth.Semimontlymeanstwicea

month.

BMCvs.BMCSoftware:Intext,refertothecompanyasBMC

Softwareonfirstreference,thenBMConadditionalreferences.Itis

acceptabletouseBMCasstand-aloneentityingraphics,marketing

headlines,solutionnamesorinquotations.

canvs.may:Theformermeanscapability;thelattermeanspossibility

orpermission.

comma:Seethe“punctuation”entry.

companywide

compositiontitles:Applytheguidelineslistedbelowtobooktitles,

lectures,speeches,Webinars,papers,andothersuchworks:

>Capitalizeanarticlesuchasthe,a,an,orwordsoffewerthanfourlettersiftheyare

thefirstorlastwordsinthetitle.

>Capitalizetheprincipalwords,includingprepositionsandconjunctionsoffouror

moreletters.

>Putquotationmarksaroundthenamesofallsuchworks

>DonotusequotationmarksaroundtheBibleandbooksthatareprimarilycatalogs

ofreferencematerial,includingalmanacs,directories,dictionaries,encyclopedias,

gazetteers,handbooksandsimilarpublications.Donotusequotationmarksaround

suchsoftwaretitlesasWordPerfectorWindows.

continualvs.continuous:Continuous,whichisrequiredmore

frequently,referstotime,whilecontinualreferstoanongoingoccurence

ortolength,asin,“...acontinual(orunbroken)lengthofrope.”Correct:

“Weoffercontinuousservice,24hoursaday“and“...acontinualline

ofticketbuyersformedaroundtheblock.”

database:Nospaces.

DBAs,notDBA’s:Donotusetheapostrophetoindicateplurality.

double-click

e.g.:Abbreviationforforexampleandisalwaysfollowedbyacomma.

ellipsis:Seethe“punctuation”entry.

e-mail

ensurevs.insure:Ensuremeanstoguarantee,whileinsureis

relatedtoinsurance.

enterprisewide:Notenterprisewideorenterprise-wide

A-ZListing
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Internet:Docapitalize.

intranet:Donotcapitalize.

kilobyte:Aunitofstoragecapacityonacomputer.

Abbreviateandlistwithanumberandnospace:“10KB”

lessvs.fewer:Seethefewerentry.

>Correct:“Fewerthan15DBAsattended.”

>Correct:“Drinklessthanhalfaglassofwater.“

likevs.suchas:Usesuchastomeanforexampleanduselike

tomakeacomparison:“Shelikessweetfruits,suchaspeachesand

strawberries,”and,“HewriteslikeShakespeare.”

linkingverbs:Trytokeepthemwithverbs:

>Correct:“…easilycanbeused.”

>Incorrect:“…caneasilybeused.”

lists:Generallyusebulletsinsteadofnumbers,unlessdescribinga

sequence.Useparallelconstructionforallitemsinalist;ifyoubeginone

listitemwithanoun,beginallofthemwithanoun.Capitalizethefirst

wordineachlistanddonotuseperiodsunlesstheitemconstitutesa

completesentence.

loginvs.login:Theformerisanounandadjective;thelatterisa

verb.

logonvs.logon:Theformerisanounandadjective;thelatterisa

verb.

exclamationpoints:Don’tusethem.

high-tech

hyphens:Seethe“punctuation”entry.

i.e.:AbbreviationfortheLatinidestorthatisorinotherwordsandis

alwaysfollowedbyacomma.

farthervs.further:Fartherindicatesphysicaldistance:“Hewalked

farther.”Also,furtherreferstoanextensionoftimeordegree:“Ineedto

reviewitfurther.”

fewervs.less:Lessoftenisusedwhenfeweriscorrect.Fewer

indicatesnumberandlessindicatesquantity.

>Correct:“Fewerthan15DBAsattended.”

>Correct:“Drinklessthanhalfaglassofwater.“

gender:Avoidgender-specificlanguage.Forexample,change“Auser

canseehisorherscreen”to“Userscanseetheirscreens.”

headingsandsubheadings:Inheadingsandtitles,capi-talize

allnouns,pronouns,adjectives,verbs,adverbs,andconjunctions

(if,because,as).Donotcapitalizearticles(a,an,the),coordinating

conjunctions(and,but,or,for)orprepositionsoffourorfewerletters

unlesstheyarethefirstorlastword.

high-tech

industriesvs.industry’s:Theformerisplural,thelatterindicates

possessive.

insurevs.ensure:Seetheensureentry.

A-ZListing(continued)
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offline:Notoff-linenoroffline.

online:Noton-linenoronline.

overvs.morethan:Seethemorethanentry.

percent,not%.Exception:%isacceptableinchartsandtabular

materials.Alwaysuseanumberwithpercent.Correct:“100percent.”

plug-in:Asanounandadjective

punctuation:

>apostrophe:Usetoindicatethepossessiveaswellasanomission.Exampleofuse

withanomission:“‘60s”not“60’s”nor“60s.”Donotusethepossessivewiththe

companyname.Incorrect:“BMCSoftware’s”nor“BMC’s.”

>colon:Capitalizethewordafteracolononlyifitisapropernounorthestartof

acompletesentence.Example:“Hispointwasthis:Wewillachieveourgoals.”

Also,usethecolontointroducealist:“Therearethreeconcerns:time,money,and

resources.”

>comma:Useacommabeforethelastandinaseries.Correct:“...red,green,and

blue.”

>dash:Putaspaceonbothsidesofadash.Useadashtoindicateabruptchange:“He

hadaplan—itwasunique—tochangethings.”Also,usethedashtosetoffa

serieswithinaphrase:“Herqualities—loyalty,kindness,andintelligence—sether

apart.”Toavoidconfusionandinconsistencyinsituationsthatcallforeithertheen

dashortheemdash,BMCstyleusestheemdashexclusively.

>ellipsis:Thisrepresentstextthathasbeenomitted.Treatanellipsisasathree-letter

word,constructedwithexactlythreeconsecutiveperiodsandaspaceoneachend.

Anellipsisalsocanbeusedtoindicateapauseinspeech.

>exclamationpoint:Donotuse.

>hyphen:Acommonmistakeisusingthehyphenafterly.Donotuseahyphenwith

thefollowing:anti,auto,co,de,ex,extra,in,infra,intra,macro,micro,multi,non,

over,post,pre,pro,pseudo,re,semi,sub,supra,andun.Exception:Douseahyphen

iftheprefixendswithavowelandtherootwordbeginswiththesamevowel.

mayvs.can:Theformermeanspossibilityorpermission;thelatter

meanscapability.

megabyte:Aunitofstoragecapacityonacomputer.Abbreviateand

listwithanumberandnospace:“250MB”

months:Alwayscapitalize.Whenusingthemonthwiththedate,

abbreviateonlythefollowing:Jan.,Feb.,Aug.,Sept.,Oct.,Nov.,and

Dec.Spelloutwhenusingaloneorwithyearalone(tabularmaterialsare

anexception).

morethanvs.over:Acommonmisuseistouseoverwhenmore

thanispreferred.Overindicatespositionwhereasmorethanindicates

number.

>Correct:“…morethan1,500peopleattended.”

>Incorrect:“…over1,500peopleattended.”

number(or#):Insteadof#asanabbreviationtoindicatepositionor

rank,useNo.(notetheperiod)followedbyanumber.Correct:“BMCis

theNo.1solutionprovider.”

noon:Acceptablefor12p.m.Donotusetheredundant,12p.m.noon,

or12noon.

non:Therulesofprefixesapply,butingeneralusenohyphenwhen

formingacompoundthatdoesnothavespecialmeaningandcanbe

understoodifnotisusedbeforethebaseword.Useahyphen,however,

beforepropernounsorinawkwardcombinations,suchasnon-nuclear.

numbers:

>Spelloutonethrougheleven,exceptwithdimensions.Examples:“Thestorm

dropped2inchesofrain.”“Heisa6-foot-2-inchman.”

>Usefirst,fifth,andeleventh,etc.Abovethenumber11,use12th,13th,etc.

A-ZListing(continued)
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states:Inmarketingcopy,donotusethetwo-

letter,capitalizedversionofstateabbreviations,

suchasTX,CA,orMI.Thoseareusedonly

forU.S.PostOfficeZIPcodeaddresslistings.

Followtheabbreviationsrulesinthecolumnat

left.

>StandingAlone:Spelloutthenamesofthe50U.S.

stateswhentheystandaloneintextualmaterial.

Anystatenamemaybeabbreviated,however,tofit

typographicalrequirementsfortabularmaterial.See

thesidebarformore

information.

suchasvs.like:Seethelikeentry.

that,which,who,whom:Usewhoand

whominreferringtopeopleandanimalswith

aname.Example:“Bobwasthefirstone

here.”Usethatandwhichtorefertoinanimate

objectsandanimalswithoutaname.Use

thatforessentialclauses,importanttothe

meaningofasentence,andwithoutcommas:“I

rememberthedaythatwemet.”Usewhichfor

nonessentialclauses,wherethepronounisless

necessary,andusecommas:“Theteam,which

finishedlastayearago,isinfirstplace.”

third-party:not3rd-party

Correct:“re-enter.”Asarule,useahyphenifthelack

ofahyphencausesmisunderstanding.Example:“the

ball-throwinghand”isthehandthatthrowstheball,

but“theballthrowinghand”makesnosense.

>periods:Periodsalwaysgoinsidequotationmarks.

(Exception:Formarketingmaterialsdistributedwithin

theU.K.,theperiodandthecommagooutsidethe

quotationmark.)Useasinglespaceafteraperiodat

theendofasentence.PreviousBMCstylerequired

periodsattheendofallheadlines;thisrulehasbeen

alteredsuchthatperiodsonlyarerequiredinheadlines

thatarecompletesentences.

>quotationmarks:Periodsandcommasalwaysgoinside

quotationmarks.(Seeexceptionunder“periods.”)

Formoreinformation,seethesidebarontheprevious

page.

re-:Ahyphenisusedifaprefixendsinavowel

andthewordthatfollowsbeginswiththesame

vowel.Correct:“regain,”“re-elect.”

realtimevs.real-time:Theformerisa

noun;thelatteranadjective.

runtimevs.run-time:Theformerisa

noun;thelatteranadjective.

startupvs.startup:Theformerisaverb;

thelatteranounandadjective.

StateAbbreviations

Eightstatesarenotabbreviated:Alaska,

Hawaii,Idaho,Iowa,Maine,Ohio,Texas

andUtah.MemoryAid:Spell“Alaska”and

“Hawaii”andstateswithfiveorfewer

letters.Otherwise,whenastateislisted

withacity,abbreviateasfollows(U.S.zip

codelistingsinparenthesis):

BelowaretheU.S.ZIPcodeabbreviations

fortheeightstatesthatarenot

abbreviatedindatelinesortext:

AK(Alaska),HI(Hawaii),ID(Idaho),IA

(Iowa),ME(Maine),OH(Ohio),TX(Texas),

UT(Utah).Also:DistrictofColumbia(DC).

Ala.(AL)

Ariz.(AZ)

Ark.(AR)

Calif.(CA)

Colo.(CO)

Conn.(CT)

Del.(DE)

Fla.(FL)

Ga.(GA)

Ill.(IL)

Ind.(IN)

Kan.(KS)

Ky.(KY)

La.(LA)

Md.(MD)

Mass.(MA)

Mich.(MI)

Minn.(MN)

Miss.(MS)

Mo.(MO)

Mont.(MT)

Neb.(NE)

Nev.(NV)

N.H.(NH)

N.J.(NJ)

N.M.(NM)

N.Y.(NY)

N.C.(NC)

N.D.(ND)

Okla.(OK)

Ore.(OR)

Pa.(PA)

R.I.(RI)

S.C.(SC)

S.D.(SD)

Tenn.(TN)

Vt.(VT)

Va.(VA)

Wash.(WA)

W.Va.(WV)

Wis.(WI)

Wyo.(WY)

A-ZListing(continued)
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Website:Capitalizeanduseastwowords.

Webinar:UseWebinar,capitalized,torefertoagenericonline

presentation.

which,that,who,whom:Seetheentryunderthat.

-wide:Useworldwideandcompanywide,notworldwideorcompany

wide.

workflow:Notwork-flow,norworkflow.

worldwide

workstation:Notwork-station,norworkstation.

you:Itisacceptableandevendesirabletoaddressyouraudiencewith

youtohelpcreateapersonaltone.

time:Don’tusezeroswithtimeexcepttoindicateaveryspecific

moment,suchas9:05a.m.Also,whenlistinganevent,usethisorder:

time,dayoftheweek,month,numbereddate,year.Example:“9a.m.

Tuesday,May3,2005”(Notetheplacementofcommas.)

>Correct:“9a.m.”(Notethetwoperiodsandthelowercasea.m.)

>Incorrect:“9:00AM”(Don’tusethezeros;don’tcapitalize“a.m.”;don’tforgetthe

periods.).Also,12noonisredundant;noonwillsuffice.

timezones:Listthetimezonewiththetimeonlywhenrelevant,such

aswithanonlineevent.BecauseBMCSoftwareisbasedinHouston,

usetheCentralTimeZoneforgeneraluse.CDTistheabbreviation

forCentralDaylightTimeandonlyisapplicableduringthemonths

ofDaylightSavingTime.CSTshouldbeusedduringstandardtime.

Example:“TheWebinarwillbeheldat2p.m.CDT,Monday,May9,

2005.”Foron-siteevents,don’tlistthetimezone.Example:“The

meetingwillbeheldinHoustonat2p.m.,Monday,May9,2005.”

titles:Lowercasethetitleunlessitdirectlyprecedesthename.

Exception:Signaturesinletters.

>Correct:“JaneSmith,vicepresidentofFinance,”and“FinanceVicePresidentJane

Smith.”

>Incorrect:“JaneSmith,VicePresidentofFinance”

toward:Nottowards

U.S.:TheabbreviationisacceptableasanounoradjectiveforUnited

States.

username:Notusername.

voicemail:Twowords.

A-ZListing(continued)
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Legal,RegistrationMarksandTrademarks

Legalstatementforprintedcollateral
AllBMCprintedcollateralshouldincludethe“legalstatement”aboutBMCtrademarks,logos,product

names,andmore.Thetexttreatmentandlocationforthisstatementshouldbedefinedintherespective

designtemplate;however,theinformationtypicallybelongsatthebottomofthelastpage.Whereinclusion

ofthestatementwouldbeimpractical—suchasonpostcards—thestatementisnotrequired.

Thestandardlegalstatementforprintedcollateralis:
BMCSoftware,theBMCSoftwarelogosandallotherBMCSoftwareproductorservicenamesare

registeredtrademarksortrademarksofBMCSoftware,Inc.Allotherregisteredtrademarksortrademarks

belongtotheirrespectivecompanies.©2005BMCSoftware,Inc.Allrightsreserved.

Legalstatementformarketinge-mails
Thestandardlegalboilerplateformarketing-orientede-mailsismorecomplexbecauseitcontainsalinkto

theBMCprivacypolicy,alinktoallowtherecipienttomodifypreferences,an“optout”link,andalinktothe

BMC“TermsofUseandCopyrightStatement.”Also,thislegalboilerplatecomesinthreedifferentversions

toaccommodaterecipients’multiplee-mailsettings(therecipientultimatelyreceivesoneversion).Themost

currentversionofthislegaltextiscontainedinthestandardHTMLe-mailtemplate.Ifyouhaveanyquestions

aboutlegalstatementsforanycommunicationpiece,contactamemberoftheCreativeSolutionsGroup.

Using‘BMC®’vs.‘BMCSoftware’andusingtheregistrationmark
“BMC®”isaregisteredtrademark.“BMCSoftware®”alsoisaregisteredtrademark.Afterfirstreferencing

“BMCSoftware®”inanindividualcommunicationpiece(suchasanadvertisement,ane-mail,anewsletter,

etc.),itisacceptabletouse“BMC”(sansregistrationmark)onsecondreferencewithinthesamepiece.

Writersshouldusegoodjudgmentregardingwhatconstitutesanindividualcommunicationpiece.For

example,aregisteredcomponent(thecompanyname,oraproductorsolutionname,etc.)previouslylistedin

achapterwithinamulti-pagecompanybrochureprobablyrequirestheuseofanewregistrationmarkwhen

listedinotherdistinctchapters.

Don’thyphenatetrademarkeditems

TohelpkeepBMCtrademarksaspureas

possible,don’tuseahyphentocombine

trademarkswithotherwords.Instead,try

adifferentsentencestructure,evenifit

makesthesentencemorepassive.

>Incorrect:“BMCAtrium-enabled

technologies.”

>Correct:“Technologiesenabledby

BMCAtrium.”
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Exceptionallowedforheadlines
Aheadline,caption,ore-mailsubjectlineisnotnecessarilyconsideredfirstreference.Therefore,itisacceptabletoomit

theregistrationmarkinheadlinesandinsteadincludetheregistrationmarkonfirstreferencewithinbodycopy.Also,it

isacceptable(althoughitshouldbeavoidedifpossible)torefertothecompanyastheabbreviated“BMC”(not“BMC

Software”andalsonot“BMC®”)intheheadlineandthenlistthefullregisteredname—“BMCSoftware®—onfirst

referenceinbodycopy.Thisalsoappliestoproductandsolutionnames.OKinheadlines:“BMC,”“BMCRemedy,”

“BMCSmartDBA.”

Usetheregistrationmarktwiceinproductandsolutionnames
Onfirstreferenceinbodycopy,theregistrationmarkwillberequiredwhen“BMC”iscombinedwithaproductor

solutionname,suchas“BMC®Remedy®ServiceManagement”or“BMC®SmartDBA®.”Secondreferencewillbe

“BMCRemedyServiceManagement”and“BMCSmartDBA,”respectively.(Becauseofassociatedcosts,thereare

nocurrentplanstoregisternewcombinations,ala“BMCRemedy®.”)Foramorecompletelistofproductandsolution

namesandtheirassociatedregistrationmarks,see,“BMCVoice:SolutionandProductNames.”

Formoreinformationontheproperuseofregistrationmarksandtrademarksymbols,seethepageintheBMCVoice

sectiontitled“SolutionandProductNames.”

Legal,RegistrationMarksandTrademarks
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ForquestionsonBMCbrand,writingandvisualidentitytopics,contact:

ShandaBoyett  (Houston,TX)  712-918-4202
BrandManager


MicheleFloriani  (Sunnyvale,Calif.)  408-571-7398
CreativeDirector

XavierArgenti  (France)   33442902783

JohnBishop  (Sunnyvale,Calif.)  408-571-7418

BretWard  (Houston)  713-918-4002

DonRoach  (Austin,Texas)  512-340-6492

JanHagge  (Sunnyvale,Calif.)  408-571-7187

MarkWoodruff  (Austin,Texas)  512-340-6035

JohnBishop  (Sunnyvale,Calif.)  408-571-7418

SusziMcFadden  (Sunnyvale,Calif.)  408-571-7403

BretWard  (Houston)  713-918-4002

DellaCalfee  (Sunnyvale,Calif.)  408-571-7502

JanHagge  (Sunnyvale,Calif.)  408-571-7187

CarlVanFossen  (Sunnyvale,Calif.)  408-571-7368

JohnBishop  (Sunnyvale,Calif.)  408-571-7418

NancyGlenn  (Houston,TX)  713-918-1769

MarkWoodruff  (Austin,Texas)  512-340-6035

JohnBishop  (Sunnyvale,Calif.)  408-571-7418

BMCBrandStrategy
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bmcbrandmark.com(BMCbrandextranet)

Design

Documentnumbers

HTML

Illustration

Legal,trademarks,registrationmarks,copyrights

Logos

Messaging

Printing

Photography

Presentations

Templates

Typographyandfonts

Video

Voice,writing

Web

EmailAddresses

AllBMCteammemberscanbereached

viae-mailusingthisformat:

first_last@bmc.com.

Forgeneralquestions,sendane-mailto:

creative@bmc.com
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